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LOWER PRICES 


@ With these terrific, new 1950 models, Apex dealers will 
dominate the wringer washer market! No other line has 
all the sales-making features of these king-size, top- 
quality washers—each one with the famous, exclusive Apex 
Free-Running Mechanism. 

Your customers want value —look at the features! They 
want lower prices—look at these prices! And you’ve never 
seen a step-up selling combination like this! 


It’s the volume sales and profit opportunity of this or any 
other year! Don’t miss out... 


for details NOW! 


ask your Apex distributor 


Three Models to Offer. .. Every 
One with the Exclusive 


Proved over the years to be the hottest sales 
feature of them all. The Spiral Dasher thor- 
oughly cleanses full loads of worst soiled 
clothes and—when filled to the exclusive Apex 
Silk Line—gently, safely cleanses handfuls of 
the daintiest garments. 





Only Apex dealers can offer a complete line of advanced- 
design appliances with a reputation for dependable 
performance. The Apex Completely Automatic Home 
Laundry, Home Vacuum Cleaners and DISH:A*MATIC 
Dishwashers give customers extra values... give you 
. extra profits! 

THE APEX ELECTRICAL MANUFACTURING COMPANY 

CLEVELAND 10, OHIO 
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10-LB. WASHING CAPACIT] 
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Ma Model 834-P — Exclusive Automatic Timer 
Control; Turns off dasher at desired washing 
time... wringer operates independently; washes 
10 Ibs. of clothes; 22-gallon tub; 3-vane Spiral 
Dasher; Lovell Wringer; pump . 
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Model 835-Was 
clothes; 22-gallon tub; 3-vane 
Spiral Dasher; Lovell Wrinaer. 


Model 836 -—Washes ? 
Ibs. of. clothes; 20-gallon 
tub; 2-vane Spiral Dasher; 
Lovell Wringer . 
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is Christmas 

eature the Famous 
Family of 
Westinghouse 


TRAFFIC APPLIANCES 
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BUY WHAT SELLS! 


Thousands of Christmas shoppers from Maine 
to California will look to Westinghouse when 
filling gift lists. Why? Because Westinghouse 
is wrapping up a big package chock-full of 
colorful national ads, a dramatic television 
show over 26 stations, timely Ted Malone 
radio commercials on a nationwide hookup 
and a bright, five-piece Christmas appliance 
display that says Westinghouse Appliances 
are thrilling surprises to give or get. 

So don’t lose a sale. See your distributor now 
for a full stock of Westinghouse Appliances. 


WESTINGHOUSE ELECTRIC CORPORATION 
Appliance Division .- Mansfield, Ohio 


New Time for Ted Malone 
You can now catch the Westinghouse Storyteller 
at 3:55 P.M., E.S.T., 2:55 C.S.T., 4:55 M.T., 3:55 P.C.T. 
Monday through Friday, over A.B.C. Network 
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Superflame 


TWIN “FUEL SAVER” 
FLOOR FURNACE 


SETS NEW SALES RECORDS... 
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Here it is! The new 60,000 B. T. U. floor furnace that sells 
faster . . . easier! Makes more money for dealers everywhere 
it’s shown! 

Sells faster and easier because it has more selling features, 
greater customer appeal, unmatched performance, and a com- 
plete advertising and sales promotion program! 

It’s quicker to install, easier to service. Requires no base- 
ment, yet service man does not need to crawl under house to 
disconnect fuel line or flue. Safety approved by Underwriters’ 
Laboratories. 

Why waste time on slow movers? Sell Superflame, the only 
floor furnace with a positive sales guarantee! Don’t delay! 
See your distributor immediately or send coupon below for 


full details. 





To: QUEEN STOVE WORKS, INC., Dept. E10 
Albert Lea, Minnesota 
Rush at once full details about the SUPER- 


FLAME “Twin” Floor Furnace and its sales 
and merchandising program. 


We are a dealer. | a distributor 


Firm Name 
Address 
City 

By (name) 
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X-RAY VIEW SHOWS EXCLUSIVE SALES FEATURES! 
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THE ONLY FLOOR FURNACE with exclusive SIJPERFLAME Over-Size 
“‘Fuel-Saver”. Increases radiating surface 100% ,*decreases chimney loss 
40% and saves up to 14 on fuel costs . . . sometimes*more! 


THE ONLY FLOOR FURNACE with two “‘Super-Radiating’”’ heat chambers 
and two burners—like “two furnaces in one’’. Use one when it’s mild, 
two when it’s cold. More radiating surface means better regulation of 
heat, warmer floors and more comfort throughout entire house. 

THE ONLY FLOOR FURNACE equipped with ‘‘Triple-Combustion”’ low- 


draft burners that give maximum efficiency and a cleaner flame on low, 
medium and high fire. Each burner requires only .04 draft as compared 


with .06 or .08 by other furnaces. 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


THE EAST 


By Robert W. Armstrong 





Y now the 

great refrig- 
erator shortage 
may be over, but 
as late as early 
September plenty 
of eastern dealers 
were engaged in 
a mad scramble to 
find boxes, espe- 
cially low - cost 
jobs, for an unex- 
pected flood of customiers. 

Manufaeturers worked, as usual, 
to build up an inventory during the 
early months of the year to take 
care of the traditional peak selling 
in April and May. When tradition 
failed and the sales rush did not ma- 
terialize, many makers curtailed 
production. Then hot weather and 
an apparent decision by consumers 
that prices were stabilized brought 
on a buying splurge in late June 
which gained momentum in July, 
lasted through August and, at this 
writing, was still going strong. 

Empty Warehouses. The short- 
age, surprise enough to manufac- 
turers who had to recall laid-off or 
vacationing production workers and 
go on overtime schedules, upset 
schedules of many distributors and 
dealers, One big New York whole- 
saler, for example, said, “We have 
absolutely no refrigerator inventory. 
Even if I get my full allocation for 
September I'll still be 3100 boxes 
short of orders now on hand.” 

A New Jersey distributor re- 
ported on August 31 that they had 
an inventory of only 50 units and 
of one model only. However, they 
declared that while it might take 
up to three weeks for dealers to get 
delivery on specific models, none 
were losing any sales because of the 
shortage, saw an end to it by Octo- 
ber. In Philadelphia one of the 
bigger wholesalers reported no in- 
ventory at all on refrigerators. 

Individual dealers who had stocked 
up in advance or were carrying un- 
affected lines didn’t feel the pinch 
so badly. One Washington, D. C., 
retailer, for example, reported his 
refrigerator inventory as “medium, 
even a little long on 10 foot boxes.” 
But he bought a carload in June, 
which was enough to keep him 
going. 

Two Buffalo, N. Y., dealers found 
during August that refrigerators in 
the lower price class were the best 
sellers and one was about sold out. 
Rhode Island dealers, in general, 
weren’t troubled much by the short- 
age, largely because of an unem- 
ployment situation which has done 
much to dampen demand. In Bos- 
ton, on the other hand, demand for 
refrigerators was so great that deal- 
ers called on utility stocks to meet 
it. Out on Long Island, N. Y., deal- 
ers suffered a bit when hand-to- 
mouth refrigerator buying boomer- 
anged in the buying rush. A few deal- 
ers, however, reported that a good 
salesman could convert even an 
adamant customer te a stocked item 
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and that few sales were lost due 
to the stock shortage. 

Clean Stocks. From all sections 
of the East retailers reported clean 
inventories. Buying has been cau- 
tious and most old or slow stock has 
been pushed out the door by dint 
of price reductions and promotions. 
In Boston, for example, dealers 
were knocking as much as $30 off 
vacuum cleaners. 

Meter Magic. The use of coin 
meters, which has proved so sen- 
sational a sales aid in the Chicago 
area, is gradually spreading 
throughout the East, but there are 
retarding factors. Unless a dealer 
has capital enough to finance his 
own paper he has to go along with 
the restrictions imposed by banks 
and credit houses, which usually de- 
mand a minimum of 10 percent 
down. The “no-money-down” come- 
on is almost an inseparable part of 
present coin meter selling where it 
is used and credit restrictions are 
limiting its use to the big outfits 
and the chains. In places, the re- 
frigerator shortage, combined with 
a shortage of meters, has made 
coin meter selling impossible, One 
New York distributor declared that 
he had 50 dealers who wanted to 
use the meter plan but could get 
neither the refrigerators nor the 
meters. 

Boston department stores have 
fallen heavily for no-money-down 
promotions. Up in Buffalo there has 
been a general movement by appli- 
ance outlets to establish no-down- 
payment selling and bigger outlets, 
particularly those which used meters 
before the war, are engaged in me- 
tered selling. Philadelphia dealers, 
according to one distributor, are 
generally offering terms of 18 
months and at least 10 percent 
down. Most liberal terms there are 
described as nothing down and 24 
months to pay. Hess Bros., an Al- 
lentown department store, tried the 
meter plan for refrigerators, sold 
more Kelvinators in 30 days than in 
the previous six months. 

New Jersey dealers are trying out 
the meter plan, but many of them 
are working a modification which 
involves the use of nothing more 
complicated than a piggy bank. Into 
this non-mechanical gadget the con- 
sumer is supposed to drop enough 
coins to meet the regular payments. 

Incidental Reports: Biggest sur- 
prise of August selling was the re- 
port from two or three dealers that 
radio-phonograph sales were good. 
Range sales, way up in Boston area 
during recent months because of a 
free wiring campaign, are described 
as slower, but dealers in upper 
New York claim August sales were 
good and in the suburbs of New 
York range sales were described as 
“very good.” Long Island dealers 
called August washer sales “spas- 
modic”’, but promotions on wringer 
types attracted some interest, Sev- 
eral sources complained about the 
constant changes in TV models and 
prices. This, apparently, is an in- 
creasingly sore thorn in the side of 
retailers generally. To keep from 
getting caught some dealers are 
stocking a minimum number of sam- 
ples and ordering from distributors 
as customers buy. 
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Fall Pickup. The optimism re- 
ported last month over expected fall 
business is even more noticeable 
now. One conservative Washington 
dealer said exuberantly, “It looks 
like it’s out of this world,” perhaps 
not too optimistic a statement for a 
man whose July volume was $6,000 
ahead of July, 1948. “TV, in par- 
ticular,” he said, “is going to take 
off,” an attitude widely reflected in 
the remarks of many other mer- 
chants. Even dealers in Rhode 
Island, still a limited TV area, look 
to a bigger business and report that 
customers who already own one big 
set are buying smaller table mod- 
els for other rooms. 

“Fall,” said one Philadelphia dis- 
tributor, “is going to be substan- 
tially better than it was in 1948.” 
Some $15,000 worth of television or- 
ders for delivery in August and Sep- 
tember were good cause for his 
optimism. A dealer who was estab- 
lishing an outside sales force of six 
men, in the same area, said, “Fall 
is sure to be good; there’s no more 
talk about recessions.” 


THE MIDWEST 


By Tom F, Blackburn 





HIS summer 

will go down 
as an era of me- 
tered, no money 
down © selling. 
Everywhere you 
pick up a paper 
it has been pop- 
ping. Time maga- 
zine carried sto- 
ries on it as did 
most of the eco- 
nomic reviews. It is true that the big 
fellows who carry their own paper 
have been in the van in this thing. 
Those that have liked to use a meter 
to keep their foot in the door and 
to sell add-on merchandise of nan- 
electrical character have also gone 
for the idea. 

Banks Frown. The banks con- 
tinue to frown on the no down pay- 
ment sales, and the little fellow who 
is passing his stuff through a neigh- 
borhood bank is not playing with 
meters. Of course you can’t judge 
the number of metered appliance 
sales from the ads. Every attempt 
is made by the store to swing them 
over to a monthly payment deal. 
It's a nuisance to have a collector 
busting in every month, there are 
times when you are likely to be 
caught short of two bits, and you 
might as well buy on a time pay- 
ment contract without the meter. 
That's the argument and it swings 
about 75 percent of the prospects 
onto a simple contract. The meter 
proposition is a strainer that sorts 
out customers and gets them to 
reveal themselves. 

In regard to meter selling, the 
NARDA offices warned dealers that 
while sales are easy, they tie up a 
lot of capital and this factor should 
be considered in weighing the plan. 

On the other hand, Jason Hurley, 
who has had a lot of experience 


BLACKBURN 





with meters, thinks they are all 
right. “The first time the kids 
have to go chasing around the 
neighborhood searching for some- 
body with quarters, the family will 
be ready to have the meter taken 
off and go on a contract basis,” he 
says. “Meters are merely a way to 
get the prospect to commit himself 
to a sale. Any smart dealer is going 
to get that customer off the meter 
and on to a contract within a 
couple of months. They are great 
little items in getting people who 
are on the fence to declare them- 
selves.” 

Whose Deal? Leaf through the 
propositions which have been offered 
lately and you can see that managers 
are beginning to think in terms of 
deals. They like offers for a lim- 
ited time only that get quick ac- 
tion. Mandel Brothers in Chicago 
promoted a plastic bread container 
at $1.95. The store came up with 
a Meyerbilt fold-a-way laundry bas- 
ket offered with an iron at $9.95, or 
alone for $4.95. In advertising, 
writers are getting specific as to 
how much the deal costs you per 
day. Remco offered Stewart-Warner 
television sets for 32¢ a day. Wie- 
boldt’s advertised refrigerators for 
25¢ a day 

Sears again plugged a 4 hp. paint 
sprayer at $66.95. This firm is al- 
most alone in appreciating that peo- 
ple are doing a lot of the decorating 
and painting of their own homes, 
and use spray guns. 

It appears that there is a move 
to lengthen discounts. One small 
appliance manufacturer announces 
a dealer discount schedule of 40 off 
in case lots, 35 off in single lots. 
A television manufacturer increased 
distributor discounts on a complete 
line of receivers up to 6 percent. 

“Wholesale by Mail.” Ten years 
ago, dealers in Geneseo, Ill., had a 
fit because a firm mailed all resi- 
dents catalogs purporting to be for 
dealers which offered wholesale 
prices. 

Chicago’s north shore is agog at 
this writing over a wholesale mail- 
ing that does not beat around any 
bush but frankly sells at discount. 
It offers 22 to 35 percent discount 
on brand new, guaranteed Admiral, 
General Electric. Hotpoint, Cros- 
ley. Norge, Westinvhouse, Gibson 
and Servel refrigerators 

From 22 to 35 percent off are 
offered on Ceneral Electric, Hot- 
point. Westinghouse, L&H. Uni- 
versal, Presteline. Admiral, Monitor, 
Norge and Croslev electric ranges. 

On washers 24 to 35 percent are 
offered to anvbody with dough on 
General Electric, Hotpoint, Apex, 
Whirlnool, Thor, Mavtag, Univer- 
sal, Monitor, Conlon, Easy, Black- 
stone and Norge wringer type ma- 
chines 

On woachers 24 to 35 percent is 
offered for $234.10 on $299.95 
model. General Electric Vict $295 95, 
vour cost $229.90: Whirlpool, list 
$?79 95, your cost, $219: Rendix, list 
$299.95, vour cost $230.59. 

Step Richt Up, Gents. Other 
items are no exception and this firm 
auotes 22 to 35 percent discount on 
Bendix, Hotpoint, General Electric, 
Westinghouse and Hamilton dry- 
ers. 

(Continued on next page) 
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Appliance and service men— 
CHROMALOX, largest exclusive electric 
heating unit manufacturer, offers this 
Range Unit Replacement Manual FREE! 
20 Pages! New CHROMALOX Units! 
Short-cut service techniques and data 
vital to all service shops! 

It shows how CHROMALOX Replace- 
ment Units save time, money and work 


a you , 


SPEED 
REPLACEMENTS 


INCREASE SALES 
BOOST PROFITS 











. demonstrates how you can quickly 
service ALL electric ranges with only 
a screw-driver and pliers. The Manual 
lists over 100 ranges—and the right 
units to use for servicing them. 

Too, it shows how you can get plus 
business servicing domestic hot water 
heaters with CHROMALOX Water Heater 
Replacement Units. 


owes es ee oe 
| Send for Youn Copey Today. 
on Fill in and Mail Coupon NOW for Chromalox Replacement Manual. 
| DT cccecguknbuateasddweddkdbsesesd cantecderepecenunneet 
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The same may be had on ironers, 
General Electric, Hotpoint, Whirl- 
pool, Blackstone, Conlon, Maytag, 
Ironrite, Simplex, Universal being 
named. A Thor Gladiron, list $99.50 
is offered at $69.95. 

Premier or General Electric vac- 
uum cleaners, upright $59.95 at 
$39.80. 

Nesco roasters, list $67.95, your 
cost $50.50; Westinghouse, list 
$39.95, your cost $27.50; Proctor, 
list $45.95, your cost $30.95. Among 
the toasters quoted are Camfield, 


Knapp-Monarch, Westinghouse, 
Dominion. 
This direct mail organization 


takes a fall out of gas hot water 
heaters, gas ranges, sewing ma- 
chines, photographic equipment, ra- 
dios (22 to 35 per cent discount), 
carving sets, silverware, leather 
goods, mattresses and typewriters. 

While it is true that smart people 
know that these prices duck instal- 
lation, service and the like, never- 
theless such mailings sent to every- 
body’s door can have an unsettling 
effect on the price structure. 

Writes the economist of the Uni- 
versity of Nebraska, “We are in for 
a period of price confusion.” Fel- 
lows who sell on this basis are 
vetting their supplies from easily 
traced sources, and if the movement 
grows, it is likely to have a far 
reaching effect. 


THE SOUTH 


By Amasa B, Windham 





ERHAPS 

the manufac- 
turers had better: 
take another long 
look at the en- 
tire southern ter- 
ritory before cut- 
ting back produc- 
tion any further. 
Business is good 
down here de- 
spite hurricanes in 
Florida, hard rains along the Gulf 
Coast and 100 degree weather al- 
most everywhere. A careful estimate 
by this reporter, based on business 
reports from 14 states, shows that 
appliance sales at this writing are 
off less than 12 percent from the 
1948 peak figures. 

This is the average, of course. 
Some areas were having more ups 
and downs than others. South 
Texas, for example, was going great 
guns. Many retail dealers in the 
hundred mile trade radius around 
San Antonio complained they 
couldn’t get enough appliances to 
sell—and they were talking about 
refrigerators and ranges, too—not 
just the specialized kind of equip- 
ment. 

Nashville, Tenn., for its fourth 
consecutive month, reported a gain 
over last year’s sales figures. Bir- 
mingham, Houston and Louisville 
were other bright spots. Areas 
where business was not up to par 
included New Orleans, Miami, 
Knoxville, Richmond and several of 
the secondary cities, but few areas, 
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if any, reported actual bad business 
or heavy drops in volume of sales. 

Crops Are Good. Several factors 
account for this good report. Crops 
were fine throughout the agricul- 
tural South, for one thing. Cotton 
in Mississippi, Alabama and Georgia 
brought in many a dollar to many a 
farmer. Tobacco looked fine in the 
Carolinas, corn was as high as an 
elephant’s eye and peanuts, alfalfa, 
live stock and chickens were plenti- 
ful and bringing in good income to 
the growers. The Birmingham steel 
mills were running at near capacity, 
coal was moving out of the West 
Virginia and Alabama mines in a 
steady stream, and the great string 
of new power lines continued to 
extend and expand in almost every 
southern state. Both farm and city 
dwellers had money and they were 
buying appliances. 

The dealers were going out after 
the trade, too. Novel and effective 
promotions blossomed everywhere. 
One dealer in Natchez, Miss., hav- 
ing read plenty about the Washing- 
ton deal where a perfume company 
made a few presents of home freez- 
ers, reversed the process and gave 
away perfume with the sale of a 
home freezer. In Beaumont, Texas, 
an enterprising merchant not only 
offered the standard year's supply of 
soap with each washer sale, but 
offered several boxes free to per- 
sons requesting a demonstration. 
The new idea of buying refriger- 
ators by dropping a quarter in the 
slot spread like wildfire and upped 
the sale of new boxes considerably. 
The ease-up in credit regulations 
helped a lot. “Dollar down” ads 
filled the newspapers and “on ap- 
proval” deals were popular. 

Battle For Sales. Competition, as 
usual, proved to be just the needle 
many dealers needed. Gas range 
manufacturers staged an “Old stove 
round-up” throughout the South 
with undoubtedly effective results. 
The electrical appliance boys had to 
get out and grub hard to meet this 
competition and were pleasantly 
surprised to learn they thereby sold 
more stuff and made more moolah. 
Indications are that selling tech- 
niques will be considerably improved 
from now on. 

Television went its merry way. 
Dealers in the Dallas area were lick- 
ing their chops over the prospects 
for heavy set sales as a result of 
the opening of the new station in 
Dallas on Sept. 15. Miami and At- 
lanta continued to lead the parade in 
television sales with Houston and 
Birmingham not far behind. All over 
the countryside and even in the 
rural areas, television aerials began 
to rear their heads like radio an- 
tenna back in the 1920's. 

There was an insect in the oint- 
ment though, and its name was 
radio. Summed up in three words 
the verdict was: “They ain't sell- 
ing.” Department stores did a fairly 
good job in merchandising small ra- 
dio sets but independent dealers 
were not having much success in 
moving sets of any kind. During this 
survey, a fairly large retailer in New 
Orleans was asked about his radio 
sales and revealed he sold 32 sets 
or an average of about one a day. 
Obviously, that’s not very profitable 

(Continued on page 10) 
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Arvin 
Lectric 


Fastest Selling 
COOKING APPLIANCE 


With your biggest appliance selling season in full 95 
swing right now, make the most of Lectric Cook’s $ 
outstanding sales appeal! It’s a favorite gift item 

with a juicy profit for you! Holds 16 hamburgers, : 

8 pancakes, or 4 toasted sandwiches. Automatic eee 
heat control, signal light, insulated base. Under- ee 
writers’ listed. 


Arvin 34GR Grids — An Easy Extra Sale 


With every Lectric Cook sale, it’s a 
pushover to add an extra $4 with these 
jiffy snap-on waffle grids. Gives cus- 
tomer the benefit of two appliances in 
one. Converts Lectric Cook into ¢ 4° 
a fully automatic waffle baker. ~ 





ARVIN 4-Square Automatic Waffler 


America’s finest automatic waffle baker 
95 gives you another direct wire to the 
| 20 









pocketbooks of holiday shoppers! 
Makes 4 big waffles at a time, as light or 
as dark as desired, always uniformly de- 
licious. Insulated base; automatic heat 
control; signal light tells when to pour 
batter, tells when waffles are ready. 
Underwriters’ listed. 


All Nationally Advertised! 


(Heater Prices Slightly Higher in Zone 2) 
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ele oe Low Prices! 
-°° 40% Profits! 
ee High Values! 





Model 223—New stream- 
lined beauty, new colors, 
new convenience, NEW 
SAFETY, in the world’s 
finest fan-forced heater! 
Automatic Safe Guard 
switch shuts off current 
if heater is tilted or up- 
set. Handy toe switch. 
Operates on AC only. 


Underwriters’ 95 
listed. $ 1 ? ; 


ie ? Models 223A and 223B 
with deluxe finish and 
red glow light, $13.95 


dj 


Beautiful pastel green 
hammerloid finish. De- 
livers 42 cu. ft. of warm 
air per minute. Chrome 
guard rails. Operates on 
AC only. Under- 95 
writers’ listed. s§ 


Actually a portable fireplace with instant ap- 
peal for homes, trailers, offices, ticket booths. 
Oversize heating element and brilliant corru- 
gated reflector; spreads heat over wide area. 
Operates on either AC or DC. 5 
Underwriters’ listed. 9 


Write for Distributor's Name! 


NOBLITT-SPARKS 
INDUSTRIES, INC. 


Columbus, Indiana 
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it’s the Hottest Line on the Market! 


SELL GUL 


a NEW 750 LINE WITH / 
COSTLIEST, MOST WAN 


16-inch CRITERION (176 sq. in.) 
Model C-1602...$339.95 


12'\4-inch SUBURBAN (110 sq. in.) 
Model M-1101...$249.95 


7-inch VISIONETTE 
Model 7DX21. . .$129.95 


16-inch CHALLENGER (176 sq. in.) 
Model M-1601. ..$289.95 


a 


10-inch CORONET (74 sq. in.) 
Model 10DX24.. .$229.95 








10-inch RANGER (74 sq. in.) 7-inch PORTABLE (30 sq. in.) 12'4%4-inch CONSOLETTE (110 sq. in.) 
Model M-701. ..$189.95 Model P-301. . .$149.95 Model C-1102. ..$279.95 
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2 My TELEVISION 


WITH SUPER-CIRCLE SCREEN 


P 


SUPPORTED BY A STREAM OF ADVERTISING 
FLOWING DIRECTLY INTO YOUR MARKET! 


DEALERS AND 
DISTRIBUTORS 


Write for 


BELMONT RADIO CORPORATION 


Subsidiary of Raytheon Manufacturing Company 
5921 WEST DICKENS AVENUE, Dept. 100, CHICAGO 39, ILLINOIS 
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Only *2.98 helps put new “sell” 
in television advertising 





Sponsor of television show had to refilm his commercials to meet a new selling 
problem. New films picked up at studio 4 pP.M., delivered to TV station 800 
miles away 8:17 P.M. same evening. Air Express cost for 11-lb. carton, $2.98. 
(In undramatic fashion Air Express keeps radio, television or any business rolling.) 





Remember, $2.98 bought a complete 
service in Air Express. Rates include 
door-to-door service and receipt for 
shipment — plus the speed of the world’s 
fastest shipping service. 


Every Scheduled Airline carries Air 
Express. Frequent service—air speeds 
up to 5 miles a minute! Direct by air 
to 1300 cities; fastest air-rail to 22,000 
off-airline offices. Use it regularly! 


Only Air Express gives you all these advantages 


Nationwide pick-up and delivery at no extra cost in principal towns, cities. 


One-carrier responsibility all the way; valuation coverage up to $50 without 
extra charge. And shipments always keep moving. 


Most experience. More than 25 million shipments handled by Air Express. 


Direct by air to 1300 cities, air-rail to 22,000 off-airline offices. 


These advantages make Air Express your best air shipping buy. Seay and use it 
ai 


regularly. For fastest shipping action phone Air Express Division, 


lway Express 


Agency. (Many low commodity rates in effect. Investigate.) 











ZSS 


GETS THERE FIRST 


Rates include special pick-up and delivery 
door to door in principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE U.S. 


PAGE 10 


THE NATIONAL APPLIANCE AND RADIO PICTURE 











business. But this dealer, like many 
another, was waiting patiently for 
fall and football to boost sales. He 
believes radio will pick up during 
September and continue to increase 
until Christmas. 

Electric housewares such as irons, 
clocks and toasters showed a small 
gain but were nowhere up to spring 
sales. Dealers looked for some im- 
provement in sales as cooler weather 
and school days approached. 


THE FAR WEST 


By Clotilde G. Taylor 





ETtIEE 
66 B by fall” 
has been the West 


Coast slogan 
throughout the 
summer months 


and now that fall 
is at hand spirits 
seem to have 
risen. The August 
Market Week in 
San Francisco in- 
dicated that inventories seem to have 
cleared considerably and that dealers 
are ready again to place substantial 
orders. “Best outlook for fall in two 
years” was the general comment. 
There are still reports of failures oc- 
casionally, but on the other hand 
some stores are expanding to meet 
growth of population. 

All this seems to have caught the 
manufacturers rather unprepared 
and some of the West Coast dis- 
tributors are finding stocks pretty 
low, with delays in prospect on 
some items (particularly refriger- 
ators) before orders can be filled. 

This does not mean that sales 
are anywhere near 1948 levels on 
most items. One San Francisco 
dealer, who reported major appli- 
ance items about 20 percent below 
last year’s astronomical figures, 
nevertheless says he believes busi- 
ness is good and on a sound basis. 
The public is still price conscious, 
but has begun to accept the fact 
that the roller coaster ride is about 
over. During August, price cutting 
continued to flourish merrily in the 
Los Angeles area, but September 
was expected to herald a return to 
stability. 

TV Doldrums. As elsewhere, tele- 
vision has been somewhat in the 
doldrums during the summer. Deal- 
ers everywhere were overstocked 
and were badly hit by advance ad- 
vertising of new sets and lower 
prices, with the result that there was 
a rather general epidemic of price 
cutting in one form or another. The 
only western areas free from this 
were Seattle, where television is still 
too new to have developed bad 
habits, and perhaps San Diego, with 
its own new station, plus some re- 
ception from Los Angeles. The 
dealer organization there puts on 
regular educational programs on 
merchandising ideas, but does no 
policing of prices. 

Los Angeles has suffered from a 
variety of ills in this respect. Adver- 
tised price cuts, inflated values for 
trade-ins, “floor samples” and “dis- 
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continued models” at lower figures, 
free accessories, free antenna, free 
installation, a year’s free service 
and/or other premiums are offered. 
The reason seems to be too many 
dealers in the field with too much 
money tied up in about-to-be-ob- 
solescent sets. Most distributors 
seem to feel that not much can be 
done about the situation until stocks 
are lowered and the ranks of dealers 
somewhat thinned, They think the 
dealers should take first action. One 
distributor, however, is spending 
$30,000 to get his dealers “into a 
merchandising attitude.” He has 
bought 1,000 spot announcements 
and prepared a complete merchan- 
dising program, on the theory that 
if customers can be made to come 
into the dealers’ stores, and if the 
dealers will start working on them, 
price cutting will stop. This com- 
pany used two spot announcements 
on the first test. Their dealers got 
12 calls, put on 9 demonstrations 
and closed two sales. 


Bay Area Picks Up. San Fran- 
cisco and surrounding area has had 
little price cutting that showed 
above the surface, but here too over- 
stocks have led dealers to cut their 
profit on sets in order to be ready 
for new merchandise. Showing of 
new sets at the fall market precip- 
itated several spots of “shelf clean- 
ing,” but this seems about cleared 
up by now. Television buying 
through the summer has been slow, 
but picked up during the last two 
weeks in August in response to the 
announcement of prospective broad- 
casting of local football games. Most 
dealers expect a good fall market, 
with the advent of a third station 
in September and an all-out joint 
effort on the part of distributors 
and dealers to sell the public on the 
really excellent programs available. 
Television rentals have resulted in 
some sales, says one San Francisco 
firm which has tried the plan, but 
it is still uncertain whether or not 
it has paid off financially. 

Salt Lake also has had no open 
price cutting, but considerable 
stretching of trade-in values and like 
short cuts to the same end. The 
market has been slow, not only in 
television but in other fields, and 
dealers have been glad to get their 
money out of one of the few items 
they could really sell. Here, too, 
better things are hoped for by 
autumn. 

Albuquerque, which has had its 
own local station since January, has 
progressed slowly. Most dealers 
overstocked heavily at the start and 
were discouraged by the initial pro- 
grams offered. By summer little 
sales effort was being put into tele- 
vision selling, and if a customer did 
wander into the store, almost any- 
thing was offered him in order not 
to lose the sale. Better programs 
and local telecasting of sports events 
promised for this fall have bright- 
ened prospects considerably and 
somewhat tightened selling meth- 
ods. 


Model Changes Hurt. Chief com- 
plaint from _ television dealers 
throughout the West is too frequent 
model changes and too abrupt price 
drops on the part of the manufac- 
turer, which leaves the dealer with 
outmoded and higher priced mer- 

(Continued on page 12) 
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| @ The Blackstone Franchise provides 


| greater dealer profit on the broadest 


line of the finest home laundry equip- 


ment, and protects dealers against price 





| | é changes. If you are in business to make 
| money, investigate Blackstone. 
e BLACKSTONE CORPORATION 


Jamestown, N. Y. 





> - 
= la 








rw 3 ne = 
- THE MONEY LINE 





BLACKSTONE | 


PRODUCT 
AMERICAS OLDEST WASHER manusactuace 
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Yeo, 


toaster fine 


S . . ; , 
i. £0 / .if you feature the gleaming, streamlined, super-service automatic 
toasters that women love — the popular, nationally advertised lines — 


THE LINES DISTRIBUTED BY GraybaR 





Ni ES I it you use good selling methods — modern merchandising and 
promotion tools — THE SALES HELPS AVAILABLE FROM YOUR 
LOCAL GraybaR APPLIANCE SPECIALIST. 


Yes, and you'll get prompt deliveries from a Appliance Department 
Graybar warehouse near you GRAYBAR ELECTRIC COMPANY, Inc. 
. ive Offices: 
These are a few reasons why thousands of dine asm gen _ 
dealers throughout the nation make Graybar . 


their No. 1 source of electrical appliances. 
4988 


IN OVER 100 PRINCIPAL CITIES 








THE NATIONAL APPLIANCE 
AND RADIO PICTURE 
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chandise to be disposed of as best he 
can manage. Particularly undesir- 
able is advance advertising of 
changes in prospect which keeps 
the customer from making his pur- 
chase. Locally the fault seems to lie 
chiefly with failure to make the 
most of the programs which are 
available and an inclination to wait 
for the advent of yet another local 
station before starting to put any 
effort back of selling. So far, few 
people are making money out of 
television in this area, but most 
dealers believe that if they can hold 
on long enough, the money is there 
to be made.s Most neighborhood 
dealers are doing a better job than 
downtown firms. 

Here are some items in the field 
of crime: 1. A San Francisco pen- 
insula dealer recently lost about 
$1,500 through theft. A_ truck 
backed up to his place during the 
night and broke a rear lock taking 
mostly late models of radio and 
major appliances. No burglar in- 
surance, but also no overstock to 
face this fall. 2. Los Angeles appli- 
ance distributors are warned that a 
bunco man has been telephoning 
in orders purported to come from 
regular dealers and later picking up 
the items, never to be heard from 
again. 3. Recent public indignation 
against a radio repair man who col- 
lected an entire house in payment 
for a small debt resulted in a move 
to place all repair shops under direct 
police supervision. Local industry 
prefers licensing of repair workers. 

High Leases Hurt. Other odds 
and ends: High leases made during 
postwar peaks are now making 
trouble. The Southern California 
Dealers Assn. urges its members to 
“see their landlords for readjust- 
ments.” Considerable interest is be- 
ing shown in the Los Angeles area 
in the Chicago coupon television 
service plan, which cuts down on the 
unnecessary calls from customers 
who are inclined to take advantage 
of the yearly contract plan. 

Night opening of down-town 
stores has been given up almost 
everywhere throughout the West, 
though Los Angeles still keeps a 
Monday opening. One Phoenix 
store recently sent out 27,000 ques- 
tionnaires to determine for itself 
how its customers stood on the 
problem. 

Home freezer sales have been 
good in the Northwest, slow in the 
San Francisco area, though one 
store reports that it really paid off 
on a recent promotion and plans 
another in the near future. El Paso 
reports refrigerator and dishwasher 
sales up over last year—all other 
items down. For the commercial 
refrigerator and freezer market: 
Frozen food sales out of union hours 
have won out over butcher opposi- 
tion in San Francisco and similar 
action is being urged in Oakland and 
Alameda. Small stores can also op- 
erate without walk-in boxes, hither- 
to required, if they have adequate, 
approved coolers and refrigerators. 

Recent promotions: Back-to- 
school lamp campaign for utility 
and dealers in Phoenix, Ariz., and 
Vancouver, B. C.; home freezers in 
Salt Lake City, Colorado Springs 
and southern California; water heat- 
ers in El Paso. 
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PROVED TRAFFIC-BUILDER! 
PROVED VOLUME-SELLER! 
HERE, NOW, FOR YOUR PROFIT! 







THE 
NEW 


INFRA-RED 
COOKER 


DORBY FASCINATES THE WOMEN; Dorby’s 
glorious, “magical” cookery makes every man say, 
“That’s for me!” 

Dorby is more than a new cooker; it’s a NEW 
WAY to cook. Thirty to sixty per cent faster... even 
cuts out pan-washing! ...and once you taste Dorby’s 
glorious sealed-in flavor you'll know why Dorby is 
the nation’s Number One Stopper, the new sales 
starter you've hoped for! 

Dorby gives the women what they want—some- 
thing new and better in keeping house and pleasing 
a family. Dorby heats the food, not the utensil, not 











the surrounding air, not the cook! Dorby cooks food . 


from both sides at once . . . cooks food in its own 
natural juices... DORBY FAST COOKING GAINS 
FLAVOR FORMERLY LOST IN VAPOR! 

Through the ages cooking has been the same, until 
Dorby! Get the traffic, get the profits, get the story! 
MAIL THE COUPON! 


4 
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Your Customers Know Dorby 
Through Current Publicity in: 


Mutual Broadcasting -* ABC TV Network + Associated Press + United 
Press + Better Homes and Gardens + Mademoiselle’s LIVING + House 
and Garden + American Magazine - Popular Mechanics - Popular Science 
Science Illus. + Parade - Tide + Pathfinder * Christian Science Monitor - 
Chgo. Tribune, Daily News, Sun-Times, Jl. of Commerce, Wall St. Jl. - 
Elec. Mfg. + Institutions - Magazine of Light - Air Cond. & Refr. News - 
New Hdw. News * Science & Mechanics + Stove Builder + Elec. Merch. - 
Profit Builder+ Ret. Daily + Elec. Dealer» Housefurnishing Rev. Printer’s 
Ink + Adv. Age » Chgo. Market News 


Copyright 1949, Dorby Company, Patents Applied For 
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Speed and Flavor Unknown Before! 
Cool! Even Cuts Out Pan-Washing! 
Glorifies Food, Dramatizes House- 
keeping! Fascinates the Women! 


NOW PRICED *crihe'nockies. 


$34.95 


... TODAY'S PROFIT 
NATURAL! 





@e@eeeeeoeodeoeeoeeeee2e0 
@ DORBY COMPANY, Merchandise Mart, Chicago 54, Illinois 
@ Please rush me the Dorby story. My business letterhead is attached. 
e RS Di bss cereAnean seared chan wedpadesd tes EN RE oe seberaensawewae 
a 
* I i idiecc coun duced sa eep Abas sds baeten son eh awsatauntversarseeeeeeen 
e lama Jobber [| Dealer 

PI ccdinngide cantvenGaaddchakaba tiuwanweckiseddan ea aewawaed oaree eae ee 
* 
. Bak bX Ach vxreresunkdescossctauaun 2 eee ahi xadnesccdveenus oa 
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A Few Territories Open for Manufacturer's Representatives 
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Most cities look much the same but the outstand- 
ing, visitor attracting cities, like San Francisco with 
its Golden Gate Bridge, have unusual points of 


’ The HALE 
interest that express the spirit that makes them is Colonial 
great. Most stores offer selections that are on the : design. 
etite size 
same ordinary level but trade attracting leaders is ideo! 
always feature the unusual. To such stores, the for small 
r rooms. 
Revere Floor Clock—with its Westminster Chimes, 754," high 
2 'g 
its distinction, its traditional weights and pen- : 

‘ Westminster 
dulum, its exact electric timekeeping—is a ‘golden Chimes. 
gate” that proclaims high quality, that leads to Retails for 
the wide, rich market of beauty conscious home- = 

plus tox. 


makers. Revere Chiming Mantel Clocks repeat the 
point to many more 


The R-953 has on in 
stont appeal. With 
Westminster Chimes 
t retoils for $45, 
plus tox 


Available through 
Revere Authorized 
Distributors 


DON'T WAIT 
‘TIL IT SNOWS! 


makes winter comfort certain. 


NEW, LOW PRICES. 
Write for details 


bs ‘ Pv . ; . SPARK STOVE CO,, IN 


SPARK Stove Co., Inc. OAKLANI 
2619 E, 12th St., Oakland 1, Calif. —_ 
Gentlemen: Please send me complete information on SPARK oil burn- 
ing heaters and your SPARK dealer plan. 

NA ag curate bbs bedewbbndescecddeneeckahséeSssadeenesensvenceien 
PN is cc vncctdeRaddeheneeteltckeedesdeeenseeessneber eeuEresaeeees 


ND ecw sc esahsehsawabeeehne SeenON yae 4enenennesieonee 
\ Ce oo ccctnsdcsesencssvecsevesesscisocercs PE cctiteneeeinedelin 







WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 





There’s a market for SPARK oil 
heaters NOW! Installation right 
now has special advantages to 
you and your customers...avoids 
last minute rush and delays; 


SPARK HAS NEW MODELS— 











A “golden gate” for your store 





THE REVERE CLOCK COMPANY 


ey 
1a y 


.| 
SZ 


a4 ‘ 


Coast 





’ AhaKe CHIMING 


Send for catalog of complete line 


CINCINNATI 6, OHIO 


NEW YORK: 37 West 47th Street 
CHICAGO: 1422 Merchandise Mart CR 
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Floor Clock 
prices ar 
slightly higher 
on the West 


wm (Ipoh 





NEW GOVERNMENT-FINANCED FARM BUSINESS 


Sellers of building supplies, farm equipment, electrical and 
plumbing equipment in rural areas can look forward to a new 
boost for business backed by Uncle Sam. It will begin when 
Congress votes the money to back up the new public housing act 
signed by the President. 

The law has a section authorizing $250-million in loans, and 
$25-million in grants over a four-year period to improve the 
housing of low income farmers. 

The loans will go to low-income farmers and part-time farmers 
who aren’t good enough credit risks to get loans from commercial 
private sources. 

Average loan will run around $2,200. Most of them will go 
for improvement of existing homes and farm buildings through 
such things as: drilling a well, bringing electric power into the 
house or farm building, putting in water or plumbing. 

The man to see about getting details of how it works in your 
area: the local agent of the Department of Agriculture’s Farmers 
Home Administration. There are 1,500 of these men—one for 
each two agricultural counties. 


x * oa 


COLOR TELEVISION TO THE FORE 


The prospects for early introduction of commercial color 
television should shape up pretty clearly by the first of the year. 

By that time, the results of two official reports on the subject 
will be released in Washington: one from the Federal Communica- 
tions Commission, the other from the National Bureau of 
Standards 

The Bureau of Standards report is being made at the request 
of Senator Edwin C. Johnson, D., Colorado, chairman of the 
Senate Interstate and Foreign Commerce. He’s been critical of 
the FCC’s progress in speeding the spread of television, and 
hopes to use the report as an independent check of FCC’s policies 
by top technical experts, both government and private. 

FCC’s report will be based on the results of official hearings 
scheduled for late September. These hearings will cover two 
points: one, the feasibility of expanding television broadcasts 
by allocating to TV new frequencies higher up on the radio 
spectrum. The other is the practicability of transmitting color 
broadeasts so that present commercial receivers can receive them 
in color with a minimum of adjustment or adaptation. 

The report to Johnson will cover this, too—with a difference. 
He’s asked the NBS group to report also on the possibility of 
adapting present receivers to pick up color broadcasts in black- 
and-white, as well as color. 

One thing seems sure, regardless of the outcome of these 
reports. Color TV is still at least two years away, and probably 
more. The job of setting of transmitters, getting sets out to the 
public, ete., would take at least that long, even if the technical 
problems are cleared away within the next few months. 


a * ™* 


TAXES HIT NEW HIGH 


The cost of government has hit a new high of $372 per person 
per year, according to the Census Bureau. That’s the tax bill 
for running the Federal, state, and local governments during the 
year ending June 30, 1948. The total bill: $54.5 billion. 

Nearly three-fourths of this, about $40 billion, was collected by 
the Federal Government. State governments took about $53 
per person, on the average, and local government $45. 

Here’s how the taxes were levied: 

Individual income taxes, most of it going to the Federal govern- 
ment, took almost $20 billion—or about one-third of all taxes 
collected. 

Sales and gross receipts taxes were slightly over $12 billion. 
These inelude the general sales taxes, as well as those on such 
specifie items as gasoline, liquor, and cigarettes. 

Corporation income taxes yielded $10.2 billion in fiseal 1948— 
about one-third less than the record set in 1945 when the excess 
profits was in force. 

(Continued on page 16) 
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SWITCH 
“GROSS 





02° FIRST YEAR! 








Oakland Dealer Finds Advance- 


Styled (ametigan— Kitchens 


In Far Greater Demand! 


Maurice Leavitt and Joe and Herman Slavsky, owners of 
Oakland, California’s booming Home Supply Company, are 
aggressive, hard-hitting businessmen. They know it takes 
top products with plenty of easy-to-see advantages to bring in 
top profits. So, like so many other dealers, they switched to 
AMERICAN KITCHENS. 


American Kitchens have more easy-to-demonstrate pe ae 
customer benefits than any other make! One Reason for Superior Home Supply's $50,000.00 Success—ca model kitchen 





; where customers can see for themselves that American Kitchens have more of the features 
No other kitchen, for example, has easy-to-clean rounded they want than any other make! Top dealers everywhere agree a good display kitchen 
drawer interiors . . . modern, lever-type faucets . . . or Amer- is a must for maximum profits. So make sure YOU have one! 

ican’s famous Serv-Cart!...Concealed door and drawer 

pulls . . . rounded, non-scratch corners . . . extended counter 

tops . . . and rounded, one-piece top and backsplash are other fad 


easy-to-demonstrate advantages that make American Kitch- 
ens easier to sell! 


Write today for the name of your nearest distributor and 


learn how YOU can make more by switching to American HRETCHER my 


ree ae STYLED tw STEEL 


AMERICAN CENTRAL Orviston Akeg CONNERS VILLE, INDIANA 
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HELPS BUILD BIG REPLACEMENT SALES! 


Yes, modernizing old ranges offers you big 
profit opportunities—and the TK Monotube 
with exclusive “Swivel-Action” is your best 
replacement bet. 

Here’s a cooking unit that really sells! Mrs. 
Housewife sees at a glance that it makes her old 
cooking units—no matter what type—look obso- 
lete. And, she’ll want Monotube Swivel Action 
... just demonstrate that the coil swings up for 
quick, easy cleaning of spilled foods, even when 


the unit is hot. Point out the flat coil that insures 
a bigger utensil-contact area; faster and lower- 
cost cooking. 

The Monotube is the one unit that offers you 
all these easy-to-demonstrate, easy-to-sell fea- 
tures, plus simple installation. It’s madetofitevery 
type of range opening—and when you order the 
Monopack you get a selection of Monotubes to 
handle practically any modernizing job. See your 
distributor today! 

















Here are other MONOTUBE features 


Single coil construction with twin resistance wires insure even distribution 
of heat to cooking utensil—at all switch positions. Better cooking results. 





WITH MONOTUBES 
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They Stand Alone 


New terminal block simplifies installation; makes wiring 
foolproof. No soldering necessary. 


This catalog solves your replacement problems 
—Gives you complete information on adapting 
Monotubes to practically all electric ranges, old 
or new. Write today for your free copy. 


OCTOBER, 











WASHINGTON CURRENTS 


CONTINUED FROM PAGE 14 =e 





Property taxes, as usual, were the 
biggest single source of local tax rev- 
enue. Of the $6.1 billion total, local 
governments got $5.9 billion, the bal- 
ance going to the states. 

Social security taxes amounted to 
about 6 percent of all Federal, state, 
and local government revenue. 


* * * 


NEW GUIDE TO MARKETS 


Marketing men and sales managers 
have a new set of guide-posts to use in 
figuring which markets are due for 
more—or less—cultivation to get maxi- 
mum results this year and next. 

It’s the state-by-state breakdown of 
income payments to individuals made 
in 1948 put out by the Office of Busi- 
ness Economies of the Department of 
Commerce. 

The figures give the latest factual 


| foundation for comparing the total 


MONOTUBE Swivel- Action B 


and per capita income of each state— 
a significant guide to shifts in the size 
and richness of market potentialities 
of each of the 48 states. 

The report spotlights these signifi- 
eant facts: 


1. Income of individuals for the na- 
tion as a whole expanded 9% between 
1947 and 1948, reaching a total of 
$206 billion. 

2. Biggest growth was realized in 
the central farm states, where pay- 
ments were 12% higher in ’48 as com- 
pared with 747. 

3. Smallest increase—6%—was in 
the New England and Far Western 
states. 

4. The wide differences in the in- 
ereases between states hinged largely 
on the variations in farm income. 

5. For non-farm income, all states 
showed an increase within 2%, above 
or below, the national average in- 
crease of 8%. 

A table in the report gives two com- 


parisons: the percentage increase of 





total income payments, and the in- 
crease in payments per capita. In 
some states and areas, total payments 
grew as a result of population in- 
creases. In others, the increase in total 
payments closely matches the percent- 
age increase in payments per capita. 
For a reprint of the report, write 
National Income Division, Office of 
Business Economics, Department of 
Commerce, Washington D. C. 


TV CENSUS 


Look for a television set count dur- 
ing the 1950 population census. 

New census chief, Philip M. Hauser, 
says it hardly makes sense to count 
radios and not get figures on TV own- 
ership. However, there’s a hitch: the 
census questionnaire is all drawn up, 
and funds have been allocated to tab- 
ulate and publish the information 
that will be collected. 

The addition of even one more 
across-the-board question throws the 
census budget off, so it’s still a ques- 
tion whether or not the TV data can 
be worked in. 
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In this happy picture... 
ALUMINUM! 





Presenting 
improved Features 
in Aluminum! 


1. Aluminum 
ii imeeuteliifeut-is 


2. Aluminum 
utility basket, dessert pan 


3. Aluminum 
ice trays, shelves 


4. Aluminum 
freezer section liner 


5. Aluminum 
refrigerator tubes 


... and 


Aluminum Vegetable and 
Meat Pans available in 
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many models 


General Electric Home Freezer, 
below, is all aluminum inside 


+++ lighter weight, faster freezing! 





It’s more than a coincidence that 
General Electric, one of the leaders in 
refrigeration, uses more aluminum in 
its de luxe models than is used in any 
other make of refrigerator. General 


Electric engineers appreciate the value 
of this light material that never rusts, 
that looks beautiful in natural color or chip-proof 


white finish. And housewives prefer aluminum where 
food is concerned ... surveys show that women 
prefer aluminum to porcelain-enamel for cooking 
foods. So the trend in refrigerators is 

toward more and more aluminum! 











Reynolds’ entrance into aluminum production gave 
impetus to this trend... by opening new sources of 


DETROIT PUBLIC LIBRARY 
One of a series of advertisements appearing in THE SATURDAY EVENING POST 





























supply for volume users like General Electric. And 
Reynolds is working with General Electric engineers to 
develop additional advantages of aluminum in modern 
refrigeration. See the new General Electric Combination 
Refrigerator and the General Electric Home Freezer 
wherever the great line of General Electric appliances is 
sold. See Aluminum in action! 





Memo to Manufacturers: Besides its great sales 
appeal, aluminum means longer life for dies and 
tools, no chipping rejects, full scrap 

salvage, freight and labor savings. All 





factors considered, cost is competitive. 
Reynolds Metals Company, 
Louisville 1, Kentucky; Richmond 19, 
Virginia; and all principal cities. 





The problem of the 
punch-drunk bee! 











If Jasper B. (Buzz) Honeybee, 
pick-up man for Home Hives, Inc., C iN 
looks down on a field of lavende: . ™, 
blue blossoms, he says ‘“‘Aah-aah! 
\lfalfa’...and hightails out 
of there. Alfalfa is alluring, 
but anti-social! The column 
carrying its nectar and pollen 
is held under tension by two 
lower petals, which part under 
the pressure ol the bee’s probos¢ is 

. Up springs the column, socking the bee 
on the beezer! The wild bees were tough, could take 
the thumping. The domesticated variety won't! 

Now the bees are boycotting alfalfa in a big way. Alfalfa 
seed yield has dropped from to to 1.5 bu. per acre, threatening the 
15 million acre crop of alfalfa, worth $837 million annually, plus $26 
million in seeds! ... Because the bee brings pollens which fertilize the 
blossom. No bees, no blossoms, no seeds, no alfalfa! And ag scientists are 
anxiously seeking an alfalfa strain which won’t commit race suicide! 

It’s a serious problem to profitable farming ...if an amusing story for 
advertisers. Read‘*The Problem of the Punch-Drunk Bee,” by Jim Rathburn, 

SUCCESSFUL FARMING, 


September issue, page 47. 





The problem of the untapped market. .. is also serious—for advertisers who neglect the vast new 
sales potential of the country’s prosperous farmers. Not all farmers are prosperous—but the fifteen Heart 
States, favored with the best soil, climate and growing season, hold most of our national farm prosperity ... 
the best farmers with the best methods, largest investments in land and equipment, highest yields and profits! 
... Inthe Heart States alone, almost a million of SuccessFuL FARMING’s 1,200,000 selected subscribers averaged 


close to $10,000 in gross income for’47 and ’48—$4,000 above the US farm average 


Acet sstul © 


2 
Fart 





. one of the world’s best electrical goods markets today—and sparsely tapped 


. by general media. The bulk of this best farm market is SuccessruL FARMING’s... 


facts available at any SF office!... 


SuccessruL Farminc... Des Moines, New York, Chicago, Cleveland, 





Detroit, Atlanta, San Francisco, Los Angeles. 














NESCO’S GREATEST 
NATIONAL 
ADVERTISING CAMPAIGN 


Telling more than 
28 Million Women about 


<a Oo _“™ o 


fs Guaranteed by © 
Good Housekeeping 


os sovrenats 





> 


THESE NESCO ACCESSORIES MEAN MORE PROFIT FOR YOU! 








RIGERATOR 1 OR DPERATION AUTOMé 
Cabinet accessory has two roomy storage shelves. A fine new electric clock accessory, easily in- Broiler-griddle accessory turns out delicious meats, 
Refrigerator-type door opens wide for easy access. stalled in the cabinet door, provides fully auto- hot cakes—mokes toast, too. Conveniently stored i 
Bracket for storing broiler-griddle is built into matic cooking. Turns roaster on and off at pre-set in door of cabinet. Heating element is self- 
door. Equipped with two-inch Bassick casters. times. It is also a regular electric kitchen clock. cleaning. Griddle plate detachable for washing. 


| 
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Now! Sell Christmas ligh 


CHRISTMAS 
LAMPS 


FLOODS OF PROFITS! General Electric 
PAR-38 projector lamps—flood or 
spot types. Built-in reflector, weath- 
er-proof hard glass bulb. 150 watts. 


SELL 'EM IN DOZENS for outdoor dec- 
orations! General Electric type S-11, 
10 watts. Weather-resisting enamel 
coatings in seven brilliant colors. 


MORE OPPORTUNITIES THAN EVER BEFORE! PLENTY OF CHRISTMAS TREE LAMPS! 


General ElectricTypeC-9% outdoor Popular low-priced “Series type 
Christmastree lamps. 5 colors.This C-6, or “Multiple” type C-7%. No 
year get plenty—they’ll sell fast! hunting for burnouts with“ Multiple”. 


Get set for holiday lighting sales with 
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for indoors and out...with this 


“GREAT G-E PROMOTION! 


ts 
This vear make your house say 












Jf 








HIS year you can sell Christmas lamps by the LAY (4 C- wth, 
; houseful—for complete home decoration, inside 


and out! 


Everybody likes to dress up the house for Christmas 
and this year we’re showing ’em how in a big way! 
Heading the promotion is a big, double-page full color 
advertisement in the November 26 Saturday Evening 
Post. It’s filled with ideas on Christmas lighting that 
will make your customers want to buy lamps and Christ- 








mas lighting fixtures as they’ve never bought before. 


To help you cash in on this tremendous 1949 
Christmas lighting market, there’s a big G-E display 


package that includes colorful price cards, hand-out wet. J & wire GE prosecror r 
folders, a display banner and a new booklet packed FLOODLAMP 

: . ° ° ° , «* PIECE WEATHERPROOF UNIT “= 
with Christmas lighting suggestions for you to show * Oe ofS suucr im nnvuacroe 


your customers. Ask your G-E lamp supplier for your 


complete package! seusent @ sieeve. 


Above are: 2-page Post ad, 1-page Life ad and 2 counter displays. 


GENERAL @® ELECTRIC 





STANDARD BASE DECORATIVE LAMPS — INCREASE SALES OF REGULAR LAMPS by displaying 
Type A-19, 25 watts,in10 colorsfor the new General Electric four lamp package— 
either indoor or outdoor use. Type __ sells 4 lamps instead of one! Easy to display 
F-15 flame shape is for indoor useonly. —easy to sell! And every lamp is pre-tested! 


-E Heart 
aches nd mMps Sooth 
. a © mu 
With red filter . Hard glass modal 
. oe $2.95. 












all these G-E lamps 
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You know these trademarks—the brand names of America’s 
leading manufacturers of quality fabrics. All of these manu- 
facturers—and many more—recommend Calgon to the mil- WRITE TODAY 
lions who use their products. Because Calgon, in the wash, is 

the best way to safeguard the extra quality of these better tex- 


tiles. Calgon works wonders for a// fabrics. Any fabric safe in 


TRU-LAST 


THE SQUARE TOE SOCKS 


an am em Gs tne ena enema en an en enal 


erexevintneiendll 


CASH IN ON CALGON 





water is safe in water with Calgon added. 
The market for Calgon is tremendous. Calgon in hard or 
soft water, with soap or soapless detergents, prevents and re- 


moves washing film. Calgon keeps colors bright, fabrics soft. 


calgon, inc. 
Hagan Building 
Pittsburgh, Pa. 


Calgon makes any soap product clean better—any water rinse 
better. 
Calgon is needed by every member of every family for every 


washing requirement. Calgon is a proved volume repeater. In 





addition to top textile manufacturers, leading manufacturers 
of tableware and washing machines are also telling their cus- 


tomers “add Calgon to your soap and water.” 
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all dealers who want 
lelevisions HOTTEST line 








Z e 

| EVERYWHERE 
~~ ing... “We'’v i wage 
g We’ve been waiting for a line like 


has the 8' »’ screen... 


Only Motorola 
lar-for-dollar VALUE! 


TV's biggest dol 


e for BUDGET buyers 


y v4 ) 
w BROADVIEW 


\ ite 
NY | 


\ 
are 
where value \ \ HOT screen! 
) 


Standout valu 
‘ tube — ne 









is the measure 


Gorgeous wood cabinet console . - - 
— low price — big value! 


\ 
\ HOT | 10” screen 


“*” Motorola BROADVIEW screen 
picture for less money! 


is your 
choice | 

12% 
_, . More 






PHONE — WIRE 


and improve- 


your Motor 
ola 
distributor today | 11 new inventions 
ments highlight new “Masterpiece 
‘and 16” pictures! 


series! Giant 12'2' 






MOTOROL 
| A INC. © 4545 Augusta Blvd. © Chicago 51 
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DeepmreeZze ... First and FINEST in the HOME FREEZER FIELD! 







What home freezer has the name that all po- 
tential customers recognize and respect? 


“Deepfreeze” is the best name in the 

home freezer field. It is the name that 
first comes to people’s minds when they 
talk about home freezers. Deepfreeze 
home freezer’s powerful national advertis- 
ing builds even greater strength for this 
great trade name. If you represent the 
Deepfreeze home freezer, you may be sure 
that the public will recognize the trade 
name “Deepfreeze.” 


Q Which home freezer has a model in every 
price class, model for every family’s needs? 


A Deepfreeze home freezer! Deepfreeze 
is the pioneer and leading specialist in 
the home-freezer field. Many years of expe- 
rience in building low-temperature equip- 
ment have resulted in the complete line of 
Deepfreeze home freezers—one to fit any 
size family, any size purse—the only brand 
of home freezer which offers you the selling 
power of a complete line. 


Q Which home freezer has the most “selling” 
features? 


A Deepfreeze! If you are a dealer for the 
Deepfreeze home freezer you'll have 
“selling” features galore—plus features 
women want which give Deepfreeze an edge 
over all other home freezers. 
Counter-balanced lids, interior lights, 


THE RIGHT ANSWERS TO THESE. 
QUESTIONS SPELL 


ASK YOURSELF THESE QUESTIONS ABOUT HOME FREEZERS! 





PROFITS! 





See if the Line You Sell is the 
REAL PROFIT LINE FOR ’49!... 





food storage baskets, metal dividers, ice 
cube trays, serving trays, lid locks, toe 
space, counter top height, one-piece body 
and top, bonderized finish, silent-operating 
mechanism, 5-year warranty, temperature 
indicators, temperature controls. 

Selling features? No other freezer has so 
many. Only the Deepfreeze home freezer 
has them all! 


Q Is the home freezer supported by selling 
aids? 


A Deepfreeze home freezer advertising in 
leading general magazines, farm pub- 
lications, woman’s books and sporting pub- 
lications, is at work right now and every 
month in the homes of your best prospects. 

Backing up this great national advertis- 
ing program is the most complete array of 







sales promotion, and sales training aids of- 
fered by any home freezer manufacturer— 
valuable booklets containing proven promo- 
tions to boost sales; broadsides; counter, 
floor and window displays; evaluators to 
prove that a Deepfreeze home freezer pays 
for itself; and complete promotions several 
times a year to help you sell. 


Q Is the Deepfreeze home freezer line profit- 
able? 


A Yes! Because it’s the easiest to sell and 
fastest-selling home freezer. And _ be- 
cause a home freezer is a specialty item, 
your margin of profit is greater. Yes, it’s a 
fact— Deepfreeze is the right answer—right 
down the profit line for ’49. Your profits and 
your prestige always grow together when 
you handle Deepfreeze home freezers. 
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Deluxe Model C-12 

Holds more than 430 
pounds of assorted 
food. Price, delivered 
and installed—$424.50 
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Deluxe Model C-7 

Holds more than 252 
pounds of assorted 
food. Price, delivered 
and installed—$249.95 


Model 8-12 

Holds more than 430 
pounds of assorted 
food Price, delivered 
and installed —$369 50 


Model B-7 

Holds more than 252 
pounds of assorted 
food. Price, delivered 
and installed—$229.95 
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Deluxe Model C-20 
Holds more than 700 pounds 
of assorted food. Price, deliv 


ered and 


installed—$549 50 
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NF BIGGER CAPACITIES 
at the SAME LOW PRICE! 


Ad A LEADING NAME IN HOME FREEZERS, 
DOES IT AGAIN: 


_. another sales bonus for 











Deepfreeze Dealers 


— 
Five New Models at the Same Low Price: . 


)) DELUXE MODEL C-12 
as illustrated 


X—12.3 CUBIC FEET 


Holds more than 430 
Pounds of Food 


$4.2490 





7.2 CUBIC FEET 


+ “ | Holds more than 252 
Pounds of Food 


$24995 





\ 





wy DELUXE MODEL C-7 
3 v as illustrated 

if 

un 








MODEL B-7 MODEL B-12 


Same as above Same as above 


without 99095 | : SS 336950 

















SELLING FEATURES! 
NO OTHER HOME FREEZER 
HAS SO MANY! 
ONLY DEEPFREEZE HAS THEM ALL! 





SEPARATE FREEZING COMPARTMENT 
MODEL C-20 COUNTER-BALANCED LID 


20 CUBIC FEET ICE CUBE TRAYS * SERVING TRAY 


SINGLE POSITIVE ACTION LATCH 


Holds more than 700 STORAGE BASKETS © STORAGE DIVIDERS 
Pounds of Food INTERIOR LIGHTS AND LID LOCK 
TEMPERATURE INDICATOR 
$4950 TEMPERATURE CONTROL 


5-YEAR COMPRESSOR WARRANTY 











ALL PRICES ARE RETAIL PRICES DELIVERED AND INSTALLED ANYWHERE IN THE UNITED STATES 


DEEPFREEZE DIVISION - MOTOR PRODUCTS CORPORATION - NORTH CHICAGO, ILLINOIS 


The Name of the World’s FIRST and FINEST Home Freezer 


TAA AWAA 


TRADE-MARK REG. U. S. PAT. OFF. 


o4 Course, 91 Eerie! HOME FREEZER 
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Only Dormeyer includes the Grinder Attachment at no extra 
cost. Alert dealers are featuring the Grinder with the Mixer. 


THESE STRAIGHT FAGTS WILL 
HELP YOU SELL MORE MIXERS 


DORMEYER MIXERS 
IN TOUR STORE 











’ Price for the complete DORMEYER DORMEYER outfeatures all other 
Mixer-Grinder-Juicer is substan- mixers in recent test by prominent 
tially less than other leading brands. Home Economist Authority. 


Only DORMEYER includes the More women are buying DOR- 
meat grinder at no extra cost. MEYER MIXERS than ever before. 


powerful advertising and merchandising. 


5 DORMEYER is consistently backed by 
Fall schedules in Post and Life. 








N TE FOR YOU: These selling facts are your selling ammunition! Use 
0 . them to make more DORMEYER sales in your store! 


DOHRMEYER 


Dormeyer Corporation, 4300 N. Kilpatrick Ave., Chicago 41, . © Canada—Fox Agencies Limited, Port Credit, Ontario 


THE-FIRST NAME I N MIXERS 
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TAKE A LONG LOOK at the NEW LOW PRICES 

on these 1950 Samson Heating Pads. Check the quality 
features that make every model a “‘best seller.” 

Bear in mind that each one carries a full discount. Then we 
believe you'll agree that for PRICE, PROFIT and 
PERFORMANCE it’s Samson all the way! 


® 
LOOK! onty 


6683.N ‘32 


@ 3 Fixed Heats 
@ 4 Safety Controls 


@ Cushion Comfort 
@ Removable Extra Cover 
@ “Touch Tells’’ Switch 


@ Approved 8-Foot Rub- 
ber Cord and Plug 


@ Underwriters’ Listed 


Bs ] 
LOOK! onty 


sossn $e GS 


@ 100% Wetproof 
@ 3 Fixed Heats 

@ 4 Safety Controls 
@ Cushion Comfort 


@ Stain-Resistant Remov- 
able Extra Cover 


@ “Touch Tells’ Switch 


@ Approved 8-Foot Rub- 
ber Cord and Plug 


@ Underwriters’ Listed 
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100% Wetproof, 3 Fixed 
Heats, 4 Safety Controls, 
Cushion Comfort, Stain-Re- 
sistant Removable Extra 
Cover, Approved 8-Foot 
Rubber Cord and Plug. Un- 
derwriters’ Listed— 


Plus 


TRAFFIC LIGHT 
CONTROL 


Color-Lighted Dial (RED 
for High, AMBER for 
Medium, GREEN for Low) 
gives positive heat 
selection—even in the 
dark. Exclusive with 

= Samson! 


LOOK! oniy 


5588.N ‘T= 


Heavy Duty Hospital Type. 100% 
Wetproof, 3 Fixed Heats, 10 
Safety Controls, Cushion Comfort, 
Stain-Resistant Washable Extra 
Cover with Tie Tapes, ‘‘Touch Tells’’ 
Switch, Approved 12-Foot Rubber 
Cord and Plug. Underwriters’ Listed. 


All Samson Heating Pads come in colorful 
SHOWBOXES that, in your windows or on 
your counters, stop ‘em, tell 'em, show 'em 
a and sell ‘em! 





PAGE 







Only Samson Heating Pads 
Give You All S eat 
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First with advertisers 
because it’s 
first with readers! 












VOLUMES AND PERCENTAGES OF 
ADVERTISING LINAGE PLACED IN CHICAGO 
NEWSPAPERS BY GENERAL ADVERTISERS 

OF RADIOS, TELEVISION SETS, » 
REFRIGERATORS AND OTHER HOME APPLIANCES, 
HOUSING EQUIPMENT AND SUPPLIES. 

FIRST 6 MONTHS 1949 








CHICAGO TRIBUNE PAPER B PAPER C PAPER D 
349,664 lines 113,205 lines 112,554 lines 51,770 lines 
55.7% 18.1% 17.9% 8.3% 


How manufacturers and distributors of hardlines merchandise rate the productivity of Chicago newspapers is shown in the chart above. 
During the first six months of 1949, these advertisers placed in the Tribune 26.0% more linage than they placed in all other Chicago 
newspapers combined. To reach the consumers who account for the bulk of the hardlines sold here, these advertisers placed more 
than three times as much of their linage in the Tribune as in either of the next two Chicago newspapers—and more than six times as 
much as they placed in Chicago’s fourth newspaper. ’ 
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your best 








RE YOU taking full advantage 
of the Chicago advertising me- 
dium that can give you the edge in 
today’s more competitive selling? 
You do so when you build your pro- 
motion around the Chicago Tribune 
—the newspaper known to the trade 
as the volume producer. 

Advertise in the Tribune and you 
reach the audience that accounts 
for the bulk of the hardlines items 
sold in this key market —hundreds 
of thousands more families than 
other Chicago newspapers reach. 

Manufacturers and distributors 
make plain their conviction that 
Tribune readers make up Chicago’s 


gy, 
i 


S.. ee » = 


biggest and most responsive mar- 
ket for hardlines merchandise. As 
shown by the chart, during the first 
six months of 1949, these adver- 
tisers of hardlines placed in the 
Tribune 208.9% more linage than 
they placed in any other Chicago 
newspaper —and 26.0% more than 
they placed in all other Chicago 
newspapers combined. 

The more pressure you put on the 
Chicago Txibune market, the easier 
it is for you to get more of what you 
want in this market—now and in 
the months ahead. Rates per line 
per 100,000 circulation are among 
the lowest in America. 
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Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


July average net paid total circulation: 
Daily, Over 935,000—Sunday, Over 1,475,000 


<aiongp Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., 
New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick and Chamberlin, 155 Montgomery St., 


San Francisco 4; also 448 S. Hill St., Los Angeles 13. MEMBER: FIRST 3 MARKETS GROUP AND METROPOL- 
ITAN SUNDAY NEWSPAPERS, INC. 





ELECTRICAL MERCHANDISING—OCTOBER, 1949 PAGE 29 





"1G is 


in 25 minutes” 








“Our initial program netted 198 calls in approximately 
25 minutes—our second, we were able to take 260 calls 
in the same time—and, yesterday, we hit the jackpot 
with 279. That’s a lot of calls in so short a time !’* 





LOCAL DEALERS: 


Read how this NEW method 
of local radio advertising 
can increase your sales 





Here’s something new — something specially designed for 
LOCAL dealers from coast to coast. The American Broadcasting 
Company offers big-time, network radio programs that you can 
sponsor locally in your own area. Among your customers and 
prospects, you get full credit for sponsoring a top-talent show, 
yet you pay only a few dollars a week—only your small local share 
of the show’s total cost. In your area, your audience hears your 
announcer give your commercial message on a famous network 
radio show—your show! YOU, Mr. Local Dealer, will get more 


prestige, more good will, more sales than ever before out of your 
advertising dollars. 


And you'll be astonished to find out how few dollars per week 
an ABC ‘“‘local-network”’ show costs in your area. For complete 
details, contact your local ABC station, or write direct to 
ABC, 7 West 66th Street, New York City. 


BC 
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“LOCAL-NETWORK” SHOWS PAY OFF!* 


“GRATIFYING RESULTS” 


“It is gratifying to see the results we are obtaining from 
the sponsorship of this stimulating radio program. It is very 
convincing evidence of the selling power of ABC’s Co-op 
Programming.” 


“COULD NOT TAKE ALL CALLS” 
“Our phone began ringing immediately after the special 


announcement. We could not take all the calls with only 
two lines.” 


“VERY EFFECTIVE” 


‘This program series has proved to be very effective for us. 
It fits exactly into our public relations program.” 


*Names of local dealers on request 


HIGH-RATING SHOWS 


There’s a popular ABC ‘“‘local-network” show 
to fit your advertising requirements. Among 
these famous network programs are: 


HEADLINE EDITION, fascinating on-the-scene news round- 
up with Taylor Grant (right) — Martin Agronsky, Mr. President, 
America’s Town Meeting, Nancy Craig, Pauline Frederick, 
Harry Wismer, Breakfast in Hollywood, Piano Playhouse, 
Baukhage Talking, George Sokolsky, Elmer Davis, Bert 
Andrews. 


COOPERATIVE PROGRAM SALES DEPARTMENT, 7 West 66th Street, New York City 





American Broadcasting Company 
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COOKING ELEC 
DAIRE HISTORY 





1S 





New Design! Speedier! Thriftier! Smarter Looking! Packed with 


New Features! It’s America’s Most Beautiful Electric Range! 








New Fluorescent Lamp 
lights entire cooking top. 


New higher back panel 
protects walls. 


New Radiantube Cooking 
Units cook faster, use 
less current. 


New, smarter styling by 
Raymond Loewy. 


j New 6-60 Time Signal 


has two speeds— one for 
measuring up to 6 min- 
utes, another for up to 
60 minutes. 


New switch knobs are 
easier to read—no need 
to stoop or bend. 


New storage drawers 
move quickly on triple 
Nylon rollers. 


“ 





One glance and you'll know there are 
wonderful new differences in this new Frigid- 
aire Electric Range. Its new, smarter lines 
will catch your eye immediately —and you'll 
quickly spot its appealing new features. 
Moreover, this range offers thrilling new 
speed —the new, flat Radiantube Cooking 
Units fry, stew and boil faster than ever 
before. 


For double-quick baking, this range has 
two Even-Heat Ovens —and even the extra- 
large one gets up to baking heat in just 
51,4 minutes! No other range is easier to 
cook on! 

Frigidaire Electric Ranges save cleaning 
time, too. They’re free of dirt-catching 
cracks and gadgets —all surfaces inside and 
out are of Lifetime Porcelain—and even 
the oven has rounded corners. 


This great new advancement in electric 
range design would alone be enough to 
guarantee increased sales for Frigidaire 
Dealers. But, as usual Frigidaire is backing 
up its dealers with aggressive promotion 
merchandising. 

This is a major profit opportunity for 
every Frigidaire Dealer—one of the many 
offered by the Frigidaire line. And it’s just 
one more good reason why the Frigidaire 
franchise is so valuable. 





New Radiantube Cooking Units are faster 
than ever — yet use less current ! They’re flatter 
and wider—so more heating surface comes in 
contact with utensils. They offer a choice of 5 
exact controlled heats, insure the same grand 
results every time. And they distribute heat 
evenly at any switch position ! 


to do things right 


eS 


See how many ways the famous 
Triple-Duty Thermizer can be used ! 
It’s a deep-well cooker for soups, 
stews—a small extra oven for bak- 
ing potatoes and warming—or an 
extra surface unit. 


No reaching over hot utensils to 
turn Frigidaire’s new switch knobs 
—they’re located right in front. 
Users can read them without stoop- 
ing—plainly see which switch con- 
trols each cooking unit. 


Users can cook a whole meal au- 
tomatically in Frigidaire’s big, 
Even-Heat Oven. They can just 
set the Cook-Master en Clock 


Control—then go out. Meal’s ready 
to serve when they return! 


Two Even-Heat Ovens. Users can 
broil and bake at the same time. 
Or they can cook a double quantity 
of food, using both ovens at once. 
These ovens really heat even/y! Also 


available in single oven models. 
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The reason dealers are clamoring for more and 
more of the DWW line is plain! DWW sells — not 
just to you, but for you right to your prospects. That = 
means your stock moves fast, your profits grow. el 
We'll give you all the DWW merchandising ideas i SF 
that make permanent installations of D. W. se 
Whitehead Automatic Electric Water Heaters for 

you! 





find in the DWW line: Plenty of hot water * Economy 
* Trouble-free performance * Advanced design 
* Precision engineering * Gleaming enameled cas- 
ing * Table top models for extra work space, upright 
models to conserve floor space * Adjustable thermo- | 

stats * Extra-thick Fiberglas insulation * Under- 4 
writers’ approved heavy wiring * Double 
extra-heavy galvanized copper-bearing steel tank 
* Heat trap to prevent back circulation in piping 
* Heavy legs for sturdy support * Inlet and drain 
located to offer greatest installation convenience 
* Cathodic protection by magnesium rod * Easily 
removable port hole cover * Chromalox immersion 
heating unit * Exclusive baffle to prevent mixing of 
hot and cold water. 


Nationally Advertised 
LIBERAL 10 YEAR GUARANTEES 
ON EXTRA-HEAVY COPPER-BEARING 
GALVANIZED STEEL TANKS 
WHEN ORDERED WITH CATHODIC PROTECTION 


FOR DWW . 
Te come 6+ DWWHITEHEAD 


PLANS!! D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE, TRENTON 8, N. J. 


| 

These are the features homeowners look for and - | 
| 

1 
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The — Appliance with the Expanding Major Market! 
NCREASED ‘\ ME-NO ADDED OVERHEAI XTRA SALE 


Postwar development—new—different Market unlimited—homes new and old, apartments, shops, 

Patented exclusive Venturi Tube offices, restaurants, business places of all types 

Packaged—complete home heating. system Sells year ’round—No repossessions—No trade-ins 

Size of console radio—priced less than home Tens of thousands sold since the war by major househoid 
refrigerator appliance distributors and dealers 

Heats for cost of electric light bill Installation simple—trouble-free service 


Write now, for franchise details: 


FIPS, ill THE COROAIRE HEATER CORP. * 1422 EUCLID AVE. 


‘a COROAIRE 2” 
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PROFIT BRANDS 


RANGE DEALERS’ COAST-T 


9-coAstT 


STovE RoUWO UP 


GAS RANGES GIVE YOU 10% TO 20% MORE PROFIT 


GAS HAS GOT IT FOR PROFITS. You get more profits than 
from any other appliance you handle. You get higher mark-up 
—faster turnover—lower service costs—lower inventory—lower 
advertising and sales expense — more prospects — easier sales 
because of lower sales resistance. 


GAS RANGES GIVE YOU THE BIGGEST 
EASIEST-TO-SELL APPLIANCE MARKET 


A 


AS OT IT FOR ACCEPTANCE. Up—up—up—goes the 
demand for gas cooking... 1,000,000 more homes use gas than 
last year — 9,000,000 more than 10 years ago. Today, 64% of 
of all homes (25,950,000) use gas for cooking — more homes 
than cook with all other fuels combined. That’s acceptance. It 
gives you the easiest-to-sell new-home market — the easiest-to- 
sell replacement market in the appliance field. 


ONLY GAS RANGES GIVE YOU 
CP’’ MERCHANDISING LEADERSHIP 


GAS HAS GOT IT FOR MERCHANDISING OPPORTUNITY 
“CP” is your strongest selling tool to move high-grade, profit- 
building gas ranges off your sales floor in volume. “CP” is first 
with product features — first with national and local promotions 
— first with the unbiased buying guide your customers will look 
for on your sales floor. Dealer after dealer is proving it! 


IN YOUR COMMUNITY one out of every two gas ranges in 
use is over 10 years old — ready for replacement! Find out how 
you can tie in with this national Old Stove Round Up. Ask your 
Gas Utility, Manufacturer, or write— 





You make 10% to 20% more 


selling Gas Ranges 


AVERAGE AVERAGE AVERAGE AVERAGE 
UNIT UNIT PER CENT PROFIT 
SALES GROSS GROSS PER $100 
PRODUCT PRICE PROFIT PROFIT SALE 





Gas Range (all sales) $175 $ 77 44 $44 
Electric Range 200-250 62.77.50 31 3 
Automatic Washer 275 92 33'3 33 
Refrigerator 250-300 77 .50-93 3 31 
Radio Combination 225 80 35 35 
Home Freezer : 300 100 334 33 
Television 400 100 25 25 


As reprinted from RETAILING DAILY, Jane 7. 1949 














miLioms 
28-1938 THROUGH 1948—. 


Number of homes 
using Gas and elec- 
tric ranges. 


























“CP” was created for your customer’s protec- 
tion. “CP” means that the brand name gas 
range on which it appears has been built and 
tested to meet the highest standards of the Gas 
Appliance Manufacturers Association — stand- 
ards created on recommendations made by 
leading Manufacturers, the American Gas 
Association and the LP Gas Association. 








Gas Appuance Manuracturers Association 60 East 42nd Street » New York 17, N. Y. 
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"MESSIEURS, 


CEST TRES 
MOUTARD! ° 


(Irs Hor Stuff Boys!” 





SESSIONS 


HT] PIERR 4 


KITCHEN CLOCK 
Retails $4.95" 


YES, SIR! It’s a hot item—with popularity 
growing so fast that it bids fair to rival the famous 


Sessions “Teapot” as the nation’s leading kitchen 
clock! 


Both Sessions “Pierre” and Sessions “Teapot” 
sell fast because each combines the sales-appeal 
of charm with reliability-appeal of the widely 
known Sessions name. Like all Sessions Clocks 
they are smooth running, quiet, and absolutely 
dependable. Both, as part of a complete line of 
electric kitchen clocks by Sessions, are liberally 
advertised in national magazines. 


These are extraordinary items that will assure 
increased sales, in these times when ordinary sales 
have a tendency to droop. Better stock up now! 


SLIGHTLY HIGHER IN FAR WEST. SUBJECT TO FEDERAL EXCISE TAX, 
PROTECTED UNDER FAIR TRADE ACT. 


——— ee 


SESSIONS “TEAPOT”—The country’s fastest-selling 
kitchen clock. Available in white and five colors. Free 
display board of white Masonite (34 x 28’) with order 
for 12 Sessions ‘Teapot’ Clocks. Retails $4.95*. 





SESSIONS “SMOOTHIE” —An amazing clock with deep- 
etched three-dimensional effect, yet the surface is abso- 
lutely smooth for easy dusting. A hand: clock for 
display. You must see it to believe it! Retails $5.95*. 








wnoT EVEN 4 pupae” 


Sessions Clocks 


SELF-STARTING * ELECTRIC 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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Profit, progress and 
prestige are yours with the L&H Lectro-Host 
franchise. Write today for information about 
this powerful sales maker! 
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¢ ow ~~ OF 
FS Guaranteed by 
Good Housekeeping 


S07 ag > 


A. J. LINDEMANN & HOVERSON CO., Milwaukee 15, Wisconsin 


Also manufacturers of L&H Lectro-Host Woter Heaters, Midland Water Heoters 


L&H Kerogos O 


Ranges 


Export: S$. F. Appliances, Ltd., 


595 Broad Ave., Ridgefield, N. J. 
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More 
Manning-Bowman 
news that means 

husiness! 








VWlew! Waldorf Combination Grill, No. 451. 


“Glazon”-treated stickproof grids are interchangeable, 


Na w~-matched beauty in the 


aldort line 





@ These handsome new matched Waldorf models mean shopper. Ask your distributor—and be ready to cash 
business for Manning-Bowman dealers—in the middle- in, through the pre-holiday weeks, on Manning- 
price bracket, where most of the buyers are. Bowman national advertising. 


Here are non-automatic appliances designed for 
utmost efficiency and economy, styled for instant eye- . 
appeal, and built to Manning-Bowman standards of Man nin -Bowman 
thorough workmanship. That name, Manning- | 
Bowman, tells customers what they want to know. 
At the top level, sell the Manning-Bowman Regent Means Best 


line of matched automatic appliances. In the complete 


Manning-Bowman line, find merchandise for every MANNING, BOWMAN & CO., MERIDEN, CONN. 
, , IN CANADA: MANNING, BOWMAN & CO., LTD., OAKVILLE, ONT. 


Hew! Waidorf “Tip 'N’ Turn” 
Toaster, No. 98. Toast turns automatically 
when doors are opened. Speedy, efficient, 
good looking. List, $6.95. 


New! Waldorf Sandwich Toaster, No. 
450. Holds two big sandwiches, thick or thin. 
“Glazon”-treated stickproof grids. List, $8.95. 





Tew! Waldorf Waffle Baker, No. 1664. 
“Glazon”-treated stickproof grids. Bake indicator 
tells when to bake. Bakelite trim. List, $10.95. 
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NINETEEN HUNDRED CORPORATION 
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UN 


Ni L & Li = * on # > y @ This great new departure introduces feature 


after feature never before seen in television! Unheard-of 
distance reception! Picture quality that defies any other set— 
anytime—any place! And we're going right into your 
neighborhood with the hardest-hitting campaign in the 


business! See your Stewart-Warner distributor—soday! 


* 
UNI-PANEL CONTROL 


Television —FM Radio —AM Radio—3-Speed 
Phono*— All On One Automatic Control Panel 





Great new tuning 
advance centers 

all controls on one 
easy-to-use panel... 
automatic, quick, accurate! 


* Phono on consoles only 


BUILT-IN AERIAL 


Eliminates Costly Installation 


ad Compactly designed 
I CLICK =. . - inside cabinet. 
ROS t Cannot be seen 
and automatic lighted eye . \. ; from exterior. 
instantly spots channel! No ‘ —_— Perfect performance. 
more “searching” in : 


the dark for TV stations. ' - wat ; Di * Beautiful Mahogany 
A real sales clincher! = MES Cabinet 


LA 


SEE YOUR STEWART-WARN ER DISTRIBUTOR TODAY! 


There Is A Great New Stewart -Warner Television Model For Every Purpose — Competitively Priced! 


Stewart-Warner Electric + Division of Stewart-Warner Corporation 
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The cash market for major appliance 
sales has been plowed under and run over. The 
real pay-dirt now lies in the time payment field. 


You can score here, frequently and profitably, if 
you have the right kind of finance plan to offer 
your customer and the right kind of financing 
“know how” and service to protect your profits. 


This is where your Commercial Credit repre- 
sentative can help you. Every detail of sound 
financing service is in the complete package he 
offers you. 


Why not have him in...today...for a heart-to- 
heart talk? You'll benefit by it. 








~<wene me ee te ee oe Bw. 


RCIAL CREDIT CORPORATION 


A Subsidiary of 


Commercial Credit Company, Baltimore = Capital and Surplus $100,000,000 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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you really want to sell 
more AUTOMATIC WASHERS 


get full information on 





1] 
all 5 Plann 








A typical alll Laundry Clinic 


ed Promotions 


help move mountains of merchandise 










Good Housekeeping 
£ oy * 






* all is nationally advertised in leading home and service magazines. 


ELECTRICAL MERCHANDISING—OCTOBER, 


There’s plenty of proof that alll’s planned promotions have the 
sizzle that sells merchandise — washers, ironers. refrigerators and 
other appliances in unusual volume. For example. a Flint, 
Michigan, dealer reports the sale of 10 automatic washers. 
5 dryers and 6 ironers as the result of alll’s 3-day Laundry 
Clinic. For a Detroit dealer, the Clinic chalked up 40 sales of 
automatic washers and 150 ironers — and since then his sales 


of alll have increased 50%. 


all’s proved promotion program builds store traffic and sparks 
sales of everything you handle. alll, the all-in-one detergent. 
makes washer demonstrations easier — gets clothes cleaner and 
brighter without messy, overflowing suds —cuts down washer 
complaints and trouble calls. alll is economical for users and 
pays you a better-than-usual profit in 24-0z., 10-lb.. twin-10 and 
100-lb. sizes. 


Mail the coupon now for full information, prices, discounts 


and name of the alll distributor nearest you. 


DETERGENTS, INC., 1147 Chesapeake Ave., Columbus, Ohio 


Send us more information about alll and your planned promotions. Include 
prices, discounts and name of the alll distributor who can supply us. 


Store Name. 





Street Addre 





City State 





We Sell Avtomatic Washers 
nome of washer 
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Prewarms the bed. No 
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more icy sheets. 


Confidence in the 
General Electric 
name! (Over 
a million people 
now sleeping 
under G-E 


Blankets.) 








Sensational Indian 





The two-control models 
permit each person in 


Ten little Indians to help you sell 





Thrifty! Only one blanket 
to buy, to make up, to 


double bed to select his launder, and to store. 


favorite sleeping warmth. 


line , 





These blankets come in Launders beautifully. 
four soft pastels: Rose, 
Blue, Green and Cedar. 


One-year warranty 
against defects in 
material or 

workmanship. 





A size—a model for every customer! 
The perfect gift! 

Twin-bed, one-control, for single 
or twin beds, 66 inches by 86 inches. 

Double-bed, one-control, 72 inches 
by 86 inches. 

Double-bed, two-control, 72 inches 
by 86 inches—two controls permit each 
sleeper to select desired warmth. 








Bedside Control keeps 
sleeping warmth just 
right—automatically. 







Approved by Underwriters’ Laboratories, Inc. 





“Plenty wampum for you in big 


General Electric Blanket drive! 


544 
. 


on General Electric 


BIG CHIEF SLEEP HAPPY SAYS: 








Warmth without weight. 
G-E Blanket weighs five 
pounds, does the work of 
three ordinary blankets 
weighing fifteen pounds. 
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Jewel Indicator lights up 
when Control is turned on, 


MERCHANDISING 











- Summer Promotion 
~ Automatic Blankets! 


Yes—take it from the BIG CHIEF—here’s Blankets—all waiting for you in one big sales 
one of the biggest sales-makers that’s come package. And just in time to cash in on the 
your way! General Electric’s Indian Summer most profitable blanket season of the year! Sev- 












Promotion for G-E Automatic Blankets! enty per cent of your business is done in Octo- 
What a natural it is! And how chock-full of bet, November, and December of each year. 
: selling ideas! Shown are just a few of the “wallops” in- Attention-getting 


P : i . . on salesman’s button. 
Featured are Big Chief Sleep Happy and his cluded in this Indian Summer Promotion Kit ee wea 


ten little Indians—ready to point out the ©? General Electric Blankets. 


wonders of General Electric Automatic Here’s a list of themall.. . 
@ Picture of window display @ One salesman’s button 
e@ Picture of counter card @ Four dealer ad mats (proofs) 
@ Ten give-away Indian @ Spot radio commercials 
headdresses 


@ List of sales ideas for dealers’ ¢ 
Three window stickers store merchandising program Mp ena, 


“Aric B ETS give-away for children. 


@ ELECTRIC Indian headdress — 


Twenty-five consumer folders 





7 Don’t delay a minute. Get started right now 

on the biggest, best G-E Automatic Blanket 
sales drive in years! Hurry—get full details 
from your General Electric distributor! Appli- 


Get ready! Get your 
Indian Summer Promotion ‘ 


Kit and stand by for SALES! ance and Merchandise Department, General 


Electric Company, Bridgeport 2, Conn. 





dl 





GENERAL @@ ELECTRIC 


AUTOMATIC BLANKETS 


You need a General Electric Automatic 
Blanket. See Big Chief Sleep Happy at 






New! Novel! 


Window display. 


SAYS BIG CHIEF 


RETAILER'S NAME 


Hurry’ Hurry! See 

















BIG CHIEF 
SLEEP HAPPY 
7 One of the lively newspaper ad mats. ences Sa 
. é e e i 
“ul with coupon order blank. 
“COVERING SLEEP-HAPPY AMERICA 


AUTOMATIC BLANKETS 
GENERAL @) ELECTRIC 
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YOU CAN MAKE Gv7 MONEY 
SELLING DOMESTIC SEWMACHINES 


THIS FOLDER TELLS YOU 
HOW MUCH 


lt will pay you to see your Domestic 
Distributor or write Domestic for these facts. 


Domestic Sewing Machine Co., Inc., 
Main Avenue, at Elm N. W., 
Cleveland 1, Ohio 


| 

| 

! 

| 

| 

| 

| Rush information about how many Domestic Sewmachines | can sell and 
how much money | can make: 
| 

| 

| 

| 

| 

| 

| 

| 

| 


Name 
Address 
City & State 
Signed By 





bes 
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Every day more and more appliance dealers prove that 
the market for Domestic Sewmachines is big and 
profitable and shared by few . . . because, only Domestic 
offers you a complete merchandising program. expressly 
designed for appliance dealers. 

This new folder gives you a tested plan for determin- 
ing how many sewing machines you can sell and how 
much profit you can make in your town or trading area. 


SOLD AND SERVICED BY MORE DEALERS 
THAN ANY OTHER MAKE OF SEWING MACHINE 
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Built by fractional 


horsepower motor 


PACKARD | Specialists 
3 U o Li G » T Packard specializes exclusively in the 


manufacture of fractional horsepower 

motors. Our entire enlarged plant facil- 
MO T 0 ® S$ ities . . . all of our engineering and 

manufacturing experience . . . are con- 
centrated in this single field. Manu- 
facturers of motor-driven appliances 
and equipment have long profited from 
this singleness of purpose. Packard 
Fractional Horsepower Motors are of 
outstandingly uniform quality ... can 
be delivered in greater quantities in 
less time. For fast action on your 
fractional horsepower motor problem, 
specify Packard motors—engineered 
and built for lasting satisfaction. 


[ 
\ 


j 
JZ” 7 EEE i 
Packard Electric Division, General Motors Corporation ; 

Warren, Ohio f 





PACKARD MOTORS for 
Compressors * Power-driven Bench 
Tools © Ironers * Milking Machines ¢ 
Stokers ¢ Milk Separators * Washing 
Machines ¢ Furnace Blower ¢ Water 
Pumps ¢ Oil Burners * Ventilators 
and many other applications 


ORS FOR THIRTY-TWO YEARS 
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KEM_ Copper Magik Iron 


~ 


KM Pop-Up Toaster Heating Pad 
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YOUR EME STARS 


co-starring in 
“‘Death in a Doll’s 
House,’’ a Metro- 
Goldwyn-Mayer 
picture, recom- 
mends the -—EM~ 
Power Mix to more 
than 40,000,000 
national maga- 
zine readers in 
November! 





A a g-gn 


KM Gad-A-Bout tron 


KM. Liquidizer 


KM Doubie Table Range 
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IN NOVEMBER 


KM 


Foe Mi 


A sensational 
mixer — designed 
with every fea- 
fure women look 
for in a mixer... 
many of them 
exclusively ~mM_! 
















* Exclusive -%M~ 


“push-button” 
beater release! 


Exclusive -%M~ juicer 
strains and pours! 


Removes from base 
for portable use! 


Recipe Selector 
Switch eliminates 
guesswork! 


Revolving turntable 
for double mixing 
action! 


Interlocking twin 
beaters for maxi- 
mum efficiency! 


World-Wide Distributors 
Philco International Corp. 
50 Broadway, New York 
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Feature the -x™_Power Mix—Years Ahead of Other 





Mixers in Beauty . . . Efficiency . . . Dependability! 


Take the road to profit—tie up now with the great ~KM~ 
“Star of the Month” campaign! Famous Hollywood stars sell 
for you when you use the eye-catching display material de- 
signed to make “-KM~ national advertising your advertising: 


* Four beautiful, full-color Hollywood star count- 
er display cards! 


* Acolorful rotogravure mailing folder featuring 
seven -EM~ Stars, imprinted with your name ! 


* Attractive Hollywood star newspaper mats for 
your local advertising! 


...all tying in a famous Hollywood star with your store! 
Ask your ~*KM~ distributor, or write KM~, today! 


MONARCH 


~KeM~ Appliances also manufactured in Canada 
St. Louis 16, Mo. 





Exclusive Distributors in Canada 
Crown Electrical 
Brantford, Ontario 
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KM. Hair Oryer 


KM Vaporizer : 
KM Electric Heater 





KM. “Two-Ten” 


Coffee Maker fi Say —_— % 
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KM-_ Therm-A- Matic Electric Blanket 
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Think of it! 


“NO-TURN” BROILER 
Broils Meat on Both Sides Without Turning! 


STAINLESS STEEL BURNERS 
Life-Time Guaranteed, Average Weight 11 Ounces! 


ALL-WHITE OVEN 
The Women “Love” It! 
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Don’t miss the opportunity 
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| of selling the revolutionary all-new ‘3%, 
PERFECTION GAS RANGE : 

it means money in your pocket g 

under Perfection’s SQUARE dealer policy! < 

PERFECTION STOVE COMPANY « 7126-A PLATT AVE. * CLEVELAND 4, OHIO Ce 
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PERFECTION STOVE CO. 
7126-A PLATT AVE. 
CLEVELAND 4, OHIO 
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Please send me further information on Perfection’s 
All-New Gas Range with features that make sales. 


XXX 
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More 


Convenient divided 
cooking top; 
ample space for large utensils. 


Three sizes of surface burners— 
Giant, Standard and Economy. 


Separate Automatic 


Attractive combination “Time-Chimer” 
and lamp is optional. 














Perfection Features 


Attractive vent grilles 
are easily removed for cleaning. 











Heat Controls 
for both ovens and broiler. 






a 






Safety-lock control 
valves have true- 
simmer positions. 


Heavy-gauge 
welded steel body 


with one-piece 


















cooking top. 
Inside and out, 


the white titanium 
VA porcelain enamel 


is acid-resistant. (*) 


Electric outlet 4 
on panel is handy fo | 
mixer, percolator 
or toaster. 











Super-thick 
glass wool assures 
better oven-broiler 
insulation. 








Model 952" 


“Tele-Vue” windows of 
heat-resistant double glass 


Handy storage drawer for bring foods into easy view 


the broiler grid and tray. 
Convenient recessed base also 
is finished in porcelain enamel! 


ret + UDI E * } 


WIDTH DEPTH OVERALL HEIGHT COOKING HEIGHT OVEN BROILER 
Specifications 4)” 254” 42” 36” 16” x 15” x 19" 16” x 834” x 19%” 


Model 950 is the same as Model 952 except that it has solid doors, conventional oven linings, no 
interior illumination and no appliance outlet. 


FOR MODELS 952 AND 950 


*Model 952 is also available with conventional oven linings. i 





Products of PERFECTION STOVE COM PAN Y Ceeveland 4, Ohio 


(INCORPORATED) 








The one range designed to specifications set up by the women who will use it. 


THAT IS WHY IT IS SELLING IN TODAYS MARKET bs 
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with these Akinkittion 
Exclusive 
MLE Wines 
\ _ 
Mm le 


Life-time 


splonsifre 


f Bumers 


i nstantly-removed 


[ nstantly cleaned— 








Instantly replaced 
Instantly relighted 


[magine— Average weight 11 ounces! 
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“Flavor-lock No-turn” 


Broiler g 


Broils food BOTH sides at 


the same time... no turning ! 










Juicier, more flavorful results! 






Ww 


ees “Flavoramic’’- 
ens 


Tele-Vue” Windows 
Snap-out rack guides 
Large oven All White 

















BUT THE NAME 














































for better cooking, better broiling, better baking 


Here’s the biggest gas range news in years! 
These all-new Perfection Gas Ranges have everything you’ve ever wanted in a 
gas range . . really all-new, important cooking features. You can broil BOTH 
sides of food at the same time, without turning it at all. The “No-Turn” 
Broiler . . exclusive with Perfection . . does this and more for it seals in the 
flavor, cuts down meat shrinkage. In these all-new Perfection Gas Ranges, 
you have two “Flavoramic” Ovens . . a large All-White Master Oven and a 
waist-high Economy Oven . . both with modern “Tele-Vue” windows, both 
with remarkable snap-out rack guides and all-rounded corners that make 
cleaning as easy on the inside as on the outside! And you will appreciate 
Perfection’s exclusive “Intensifyre” Burners, as small and easy to clean as a 
teacup. Perfection uses any city or bottled gas. Stainless steel grates and 
burners are guaranteed against burning out for the life of the range. Quality- 
built throughout, these new gas ranges reflect the high standards that have 


made “Perfection” a trustworthy name in cooking for more than 60 years. 
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Better 





Life-time grates of polished stainless steel 
. absorb less heat . . . easily cleaned . . . 


spacious divided cooking top. 






Life-time “Intensifyre” Burners with true 
simmer control. Three sizes, each unbelieva- 


bly easy to remove and clean. 








Gas controls are always in correct adjustment 
because mixing chambers are stationary and 
separate from the burners. 


BUT THE NAME 





All-over, uniform broiling results in more 
flavorful foods, with more of the tasty juices 
retained. Less meat shrinkage, too! 








Heat Flow — 
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No turning! Meat on elevated grid broils on 
both sides at the same time. Also perfect for 
low temperature broiling. 
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“Tele-Vue” windows and interior light let you 
see into the broiler and oven without opening 
doors, saving time and heat. 








Large, gleaming white oven has seven rack 















levels for greatest convenience. Nickel-plated 
racks will not tilt when extended. 


Snap-out rack guides and rounded oven cor- 
ners make this oven as easy to clean as the 
outside of the range. 


O XK 





Two “Flavoramic” heat-controlled ovens—one 
large and one small. Bake pies and roast a 
turkey at the same time! 
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WHEN BUNCH WAS A STUDENT, girls sat and listened while home economics teachers tried to make description do the work of demonstrations. 
Bunch, they work in a completely equipped, modern, classroom. They sell their parents on the equipment they use and, in their turn, will buy appliances from Bunch. 





Today, thanks to 


SELLING via the CLASSROOM: 


By modernizing the home economics classrooms 
of his old high school, W. E. Bunch of Fort Lauder- 
dale, Fla., found the way to a bigger sales volume 


in kitchen and laundry equipment 


[ower were different when 
W. E. Bunch was a boy. 

As a student at the Fort Lau- 
derdale (Fla.) high school he some- 
times peeped into the home economics 
classes and wondered why the teachers 
never demonstrated any of the things 
they were teaching. The simple rea- 
son was that they didn’t have any 
equipment to teach with. 

Now, thanks to Bunch, owner of a 
$100,000 a year business at 400 South 
Andrews Ave., the school has, in his 
own words, “one of the best model 
kitchens and laundry in this part of 
Florida. The best equipment that West- 
inghouse manufactures is used every 
day in the home economics classes and 
kids are learning to cook, launder, iron 
and refrigerate the Westinghouse 
way.” 

Because of Bunch’s singlehanded 
efforts, the school now boasts a two- 


~oven range, a sink with disposer, a 
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dishwasher, refrigerator, single oven 
range, home freezer, automatic washer 
and dryer, ironer, roaster, mixer, 
toaster, and iron—all provided and in- 
stalled without cost to the school. 

To make the original installation, 
Bunch persuaded his distributor to 
stand a substantial part of the cost. 
Then he called a meeting of teachers 
and the school board, demonstrated his 
equipment and got their enthusiastic 
approval. The most difficult obstacle, 
the lack of adequate wiring, he dyna- 
mited with the cooperation of the Flor- 
ida Power and Light Co. 

Once installed, all servicing, repair 
and replacement of the equipment was 
assumed by Bunch—still without cost 
to the school. Out of his efforts has 
come a marked improvement in the 
efficiency of the home _ economics 
classes and a tenfold increase in student 
interest and attendance. 

(Continued on page 142) 
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PRINCIPAL AND TEACHERS of the Fort Lauderdale high school take a turn as 
students while W. E. Bunch demonstrates some of.the equipment which he provided 
for the home economics classes at his alma mater.. School and dealer cooperation 
has revolutionized the classes, increasing interest and attendance tenfold. 
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LET "EM SEE IT! To catch the eye of shoppers in busy downtown Macon, Ga., Putzel Electric wheels 


appliances right out on the sidewalk. A salesman stands by to answer questions or provide a demonstration. 











3 


LET EM SEE IT! i. 


model kitchen of the Putzel Electric 
Co., housewives of Macon ore given 


“Let the prospect see it,” 
says Irving Purcel of the 
Putzel Electric Co., Ma- 
con, Ga. He puts appli- 
ances on the sidewalk to 
catch prospects’ eyes, 
then takes them to his 
own home for a demon- 


stration 


By AMASA B. WINDHAM 


ET ’em see it. All the words 
[ee can muster to tell about it 
aren’t as effective as one good 
look. So says Irving Purcel, a smart 
appliance merchandiser of Macon, Ga., 
who manages the Putzel Electric Co., 
a firm which has been right up among 
the sales leaders in that city for a long 
time. 

Purcel utilizes two methods of 
visual selling which he believes can’t 
be beaten. First, he puts his appliances 
right out on the sidewalk at 420 Sec- 
ond St., and second, during a later 
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a thorough demonstration of all types of kitchen equipment, but Mr. Purcel 
(kneeling), store manager, prefers to stage such demonstrations in the kitchen 


of his own home. 


He attributes many sales to this system. 











LET "EM SEE IT! Inside the store, Irving Purcel, manager of 


the Putzel Electric Co., tells a prospective customer all about the Crosley 


Shelvador. 


Demonstration of this feature accounts for 90 percent of sales. 


Sidewalk Display Sells Washers 


stage of the selling process, he takes 
customers right into the Purcel home 
and !ets them see how his own kitchen 
and laundry operate. 

“We learned the trick of sidewalk 
merchandising back before ‘Regula- 
tion W’ went into effect,” explains 
Mr. Purcel. “At that time, we had 
about 15 washing machines on hand 
which we wanted to move. Our dis- 
play windows were good but we 
needed something better—something 
to throw the merchandise right into 
the customers’ faces. 

“So we rolled the washing machines 
right out on the sidewalk where every 
passerby had to see them, coming 
and going. We put signs on them 
which read, ‘This sale for one week 
only—$5 down and the balance on 
easy terms.’ Shoppers couldn’t help 
seeing them and becoming interested 
in them. The machines went like soda 
pop at a county fair. Not only did we 
sell the 15 on outside display but at 
the end of the week, we found we had 
sold a total of 50 washing machines. 
That taught us a lesson. We simply 
took a tip from the sidewalk markets 
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and variety stores. Now, we thrust 
the appliance right under the cus- 
tomer’s nose and he buys it.” 


Sales System Improved 


Through experience and observa- 
tion, the Putzel Electric Co., which 
Mr. Purcel manages, has worked out 
various means of improving this sys- 
tem of sidewalk selling. For instance, 
a salesman is always on hand outside 
to see that interested shoppers get the 
right answers to questions or to ex- 
plain any necessary angles. One of 
the machines is plugged in and can be 
used for demonstration, right out on 
the sidewalk. 

“We will always stage a demonstra- 
tion out there, too,” says Mr. Purcel, 
“and it draws plenty of other pass- 
ersby. We keep in mind, however, that 
these demonstrations must have a 
certain amount of dignity, otherwise it 
might sound like a pitchman at work 
or a sideshow barker. We avoid the 
‘Step right up’ or the ‘Tell you what 
I’m going to do’ approach. You can’t 
sell appliances that way. Getting out 
on the sidewalk is a means of draw- 
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ing the customer’s attention, but the 
practice requires a selling technique 
all its own. The best means is to 
answer a few questions, give the pros- 
pect a demonstration and then, if pos- 
sible, invite him inside the store.” 

Mr. Purcel’s second method of vis- 
ual selling starts with an invitation to 
the customer to jump into his car for 
a short visit to the Purcel home. Ar- 
riving there, the prospective buyer 
may see a refrigerator, range and 
other equipment in actual service, 
since the Purcels have long been en- 
thusiastic users of the brands they 
sell. 


Demonstration Is Convincing 


“You would be amazed at the num- 
ber of customers on the border line of 
buying who can be convinced and sold 
by showing them the appliances in op- 
eration in your own home,” says the 
Macon dealer. “There’s a considerable 
difference in showing an appliance in 
the store and in the home. If my wife 
has a roast in the stove or has a re- 
frigerator full of stuff at the time of 
the visit, so much the better. Or if 


I’m lucky, there will be a load of 
clothes in the washing machine. In 
a small city like Macon, where every- 
body is fairly close and neighborly, a 
housewife at work in her kitchen 
makes a pretty convincing sales pic- 
ture.” 

Ranges account for another im- 
portant profit item in the business. In 
fact, according to Mr. Purcel, electric 
ranges have always been a best seller 
with the firm and much of this busi- 
ness is due to special promotion 
offers. 

“We make a lot of sales in the 
range line because of an unusual offer 
we make occasionally to range buy- 
ers,” he says. “Being electrical con- 
tractors as well as appliance dealers, 
we offer to wire ranges free of charge 
with the sale. This wiring job costs us 
about $20 on the average, but the vol- 
ume of sales makes up the difference. 
When we advertise this offer, our sales 
average a dozen ranges in a two weeks 
period. Additional sales of other ap- 
pliances is a factor too, which makes 
the offer profitable in the long run.” 

End 
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FREE PACKAGES of frozen food were 
given to every guest, but they had to 


Packaging 


Out of a complete stock of 


THIS TWO-SIDED DISPLAY of freezer packaging materials is a profit maker for Sears’ largest Los Angeles store. Store well-displayed freezer food 


freezer sales manager, Terry Brown, points out panel of samples which tell customers contents of sealed packages. Com- 
pleteness of the display is chief feature, according to customers. 


Th thousands of independent 
appliance dealers who have re- 
fused consistently to stock and 

promote home freezer packaging mate- 

rials and accessories, have been miss- 
ing a bet—and the proof is right here. 

Home freezer packaging materials 
and accessories can be a profitable 
line for the major appliance retailer, 
they can build store traffic that pays 
off in the sales of all appliances, and 
they can be the basis of promotions 
that lead directly to the sales of home 
freezers. Everyone of these points has 
been proven by the alert and pro- 
gressive merchandising men in the 

Los Angeles group of Sears, Roebuck 

& Co. retail stores. 


Two Objectives 


Pioneer in the field of merchandis- 
ing home and farm freezers, and long 
one of the only outlets in many local- 
ities where a variety of packaging 
materials was available, Sears has now 
developed full-scale merchandising 
and promotion of the many items 
which keep a_ constant flow of 
freezer owners, refrigerator-compart- 
ment users, and locker renters trading 
in their appliance departments. The 
Sears management has two objectives: 
(1) To show a profit from the sales 
of the materials which are needed by 
home freezers of food; (2) To make 
use of this regular contact with the 


DOOR PRIZES of packaging materials were incentives to attend the demonstration, were well worth their cost, because 
Sears discovered that only 50 percent of its audience owned their own freezers—and small ones at that. 
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go to the freezer display to collect. 


At end of demonstration guests bought out all 
packaging materials on display, immediately purchased two freezers. 





Materials Sell FREEZERS 


wrapping materials Sears, Roebuck & Co., in Los Angeles has built traffic, 


a profit in wrapping materials, a freezer prospect list — and freezer sales 


public to build larger sales volume for 
its Coldspot home freezers. 

Objective one is accomplished by 
handling a complete line of packaging 
materials and accessories and by giv- 
ing these materials the same floor dis- 
play and point of sale merchandising 
that would be given any line of goods 
on which the store expected to make a 
profit. As developed at Sears’ giant 
Olympic & Soto store in downtown 
Los Angeles, where Terry Brown, 
manager of the freezer department 
worked closely with R. E. Blackham, 
merchandise assistant of the Los 
Angeles group of stores, packaging 
materials and accessories are presented 
on a 6-foot high, two-faced display on 
one of the main traffic aisles in the 
freezer section of the appliance depart- 
ment. 


Display Helps Selection 


On the counters of the display are 
33 different items arranged for self- 
service by the customer. The three- 
foot backdrop contains samples of each 
of the packaging materials. By dis- 
playing these samples, the manage- 
ment has enabled the purchaser to 
select visually the right materials for 
her use—without opening the pack- 
ages on the counter. It helps greatly to 
sell up, for it shows at a glance that 
there are types of material for every 
use and serves to encourage the new- 
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comer to try freezing more than she 
is doing at the time. 


One-Stop Service 


Among the 33 items handled on the 
display are an $11.90 freezer packag- 
ing kit, cartons, refills, cellophane 
rolls, parchment rolls, foil wrap, card- 
board pails, freezer jars, plus the fol- 
lowing traffic items for freezer owners 
—two kinds of funnels, extra large ice- 
cube trays, frost scrapers, warning 
buzzers, Ascorbic Citric Mix, and a 
manual for home freezing. It is a one- 
stop service for anyone who freezes 
foods, and because it is complete it 
has built a steadily increasing trade 
from the large number of freezer own- 
ers who have been disappointed in the 
incomplete stock or lack of stock in 
so many neighborhood appliance and 
housewares Customers inter- 
viewed by this writer all were enthusi- 
astic—“I can get anything I want 
here’—“I used to worry about freez- 
ing some things, didn’t know what 
I'd put them up in, but I’ve found 
that they always have something here 
that is just right.” And it would sur- 
prise many dealers to see how large can 
be the unit sales of packaging mate- 
rials when sufficient variety is offered 
to warrant shopping by the suburban 
and farm families who freeze foods in 
large volume. It was not unusual to 
see sales of $10.00 or more to one 


stores. 
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customer, and this writer witnessed 
several such sales during one after- 
noon. 

That is the setup which is selling 
freezer packaging materials in profita- 
ble volume at Sears Olympic & Soto 
store. But it is not the extent of Sears 
work with packaging materials and 
freezer accessories. There is objective 
two, making use of this regular con- 
tact with freezers of food to develop 
sales volume for home freezers. Well 
staffed with trained salesmen who 
specialize in home freezer sales, Sears 
tries to make personal contact with 
everyone who comes in to buy packag- 
ing materials, and to follow up leads 
through home and phone calls until a 
Coldspot supplements the  buyer’s 
locker, replaces another make, or re- 
places a smaller Coldspot. The regu- 
lar freezer salesmen during their 
period on the floor act as clerks for 
wrapping a customer’s 
packaging materials and in receiving 
payment for them. Using a commis- 
sion man to wrap and collect for any- 
thing from 20¢ to $10.00 worth of 
bags, boxes and foil would be silly, if 
he kept his mouth closed, which he 
doesn’t. The few minutes of contact 
can be a pleasant conversational period 
in which the trained salesman finds 
out what the customer is freezing, 
whether it is going into a locker or a 
freezer, how the likes «the 


selection of 


woman 


EVERY BUYER of wrapping materials at Sears during a two-month period was 
invited to this food wrapping demonstration. 


Some 123 accepted; over 200 came. 


locker or the freezer, if the freezer is 
large enough, etc., until the result is 
a demonstration of the large Coldspot 
or the customer’s name and address as 
preparation for a home call. 


From Traffic, a Demonstration 


Latest effort to increase sales of 
home freezers through promotion of 
packaging material is the 
Food Wrapping Demonstration” 
illustrated here. Managed by Terry 
Brown, with cooperation of Blackham, 
it was not an overnight thought. Two 
months before, as the new display of 
packaging materials began to increase 
the traffic in the freezer department, 
Brown began work toward the dem- 
onstration. Everyone who purchased 
packaging materials was asked if she 
would like to witness a demonstration 
of frozen food wrapping, and if so, 
what day of the week would be most 
convenient. During the two-month 
period, Brown and his staff received 
the names and addresses of 290 pur- 


“Frozen 


chasers of packaging materials and 
information on the type of frozen food 
storage facilities they were using. On 
April 25, a mimeographed invitation 
was mailed to each of these prospects, 
telling them that the demonstration 
would be held in the auditorium of the 
Olympic and Soto store from 1:30 to 
3:30 on Wednesday, May 11. It in- 


(Continued on page 238) 
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SIDELINES for TRAFFIC... 





GLASSWARE was the attraction which brought this shopper into the store; 


paint, toys and housewares have been the 
magnets which drew other Silkenson appliance customers. 
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THROUGH with her glassware purchase, the prospect is 


shown any major appliance in which interest can be created 
—in this case an electric range. 


HOOKED-UP APPLIANCES gives the Silkenson staff a chance 


to really demonstrate. The company invites people to bring 
in their own laundry for a free wash. 
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Everything from paints to 
housewares keep Silkenson 
and Co.’s Englewood, Colo., 
store full of customers, and 
appliance demonstrations 
keep them buying 


year in a small community of 

8,000 population isn’t such a dif- 
ficult job if the dealer uses plenty of 
traffic-building sideline departments 
and keeps up a constant stream of 
interest-attracting demonstrations, ac- 
cording to Lyman Silkenson, Frigi- 
daire dealer in Englewood, Colo. 

Silkenson sold a volume of $250,000 
in 1948 and slightly more in 1947 
from a small but modern appliance 
store with dimensions of 20 x 65 feet 
on Englewood’s main street. With 
that volume, he was able to set up 
a highly unusual appliance store, with 
an all-glass slanted front giving a 
clear view all the way back, separated 
live appliance displays spotted through 
the store, and a well-managed service 
department which backs up every sale 
made by the store. 

Silkenson & Co., as the dealer has 
titled his firm, was incorporated in 
1941, after Silkenson had spent 15 
years in appliance retailing at Gal- 
veston and Texas City, Texas, where 
he had three retail stores in the Gulf 
Coast area. In that year he “packed 
up his bags and franchise” and moved 
to Englewood, a lively shopping-center 
Community south of Denver and near 
large garden-vegetable farming and 
stock raising counties. 

There was a store vacancy in the 
middle of Englewood’s shopping dis- 
trict, honored not long ago by “Be- 
lieve It Or Not” Robert Ripley as the 
“block which sells more per square 
foot of one-story stores than any other 
retail district in the world.” Seeing 
excellent traffic opportunities in the 
fact that Englewood is crowded with 
farmers on Fridays and Saturdays 
and has a municipal parking lot which 
can accommodate 1000 cars, Silkenson 
leased the store and moved in. Farm- 
ers, he felt, would make good appliance 
prospects, as would Englewood home- 
owners. 


Se 350 refrigerators per 


Sidelines From the Start 


“The wisest thing I ever did was 
to immediately begin the installation 
of traffic-builder sideline departments,” 
the dealer said. “As the war effort 
demanded, it wasn’t long until ap- 
pliance quotas were set up, and our 
lineup of refrigerators, ranges, wash- 
ing machines and small appliances 
dwindled to a few of each per month. 
In the interim, however, I had sold so 
many major appliances that I felt 
the store was well worth hanging on 
to. To keep it paying a profit, I had 
to resort to other merchandise, nearly 
all of which is still carried today.” 

The sidelines which carried the 

(Continued on page 146) 


OCTOBER, 1949—ELECTRICAL MERCHANDISING 


























——____________ 








By 
Robert W. Armstrong 





. HE problem in television,” 
said one network official last 
February, “is to lie about it 

fast enough to keep up with the truth.” 

He didn’t exaggerate beyond reason, 

for the facts have changed and keep 

changing so rapidly that the industry 
is without a present status; it has had 

a short and meteoric past and looks 

to a future big enough to hold almost 

any possible prediction. 

In 1946, the first year of television’s 
mushroom growth, there were 28 com- 
panies manufacturing, or preparing to 
manufacture telesets; in 1947 there 
were, according to this magazine’s di- 
rectory, 42; in 1948 the number had 
jumped to 75; and at this writing there 
are 98 manufacturers actively engaged 
in the production of one or more types 
of television receivers. The growth in 
the number of sets produced per year 
is just as phenomenal, rising from 
6,476 in 1946 to 178,571 in 1947, 975,- 
000 in 1948, and an estimated 2,700,- 
000 in 1949, Television broadcasting 
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THE PRESENT PICTURE | 


Already approaching a volume of $1-billion a year, television is outracing 


both its statistics and its predictions, confusing everybody but the public— 


which knows what it wants, in what quantity, and how much to pay for it 


stations, too, have mushroomed under 
the cultivation of millions of dollars 
of investment, despite the FCC’s freeze 
on new stations which has been in 
effect since last October. According to 
the FCC there were 12 stations serving 
eight cities in the middle of 1947; by 
June, 1948, this number had grown to 
30 stations serving 17 cities or metro- 
politan areas; and now, according to 
our own figures, there are 86 stations 
serving 42 market areas, reaching an 
audience of 11,600,000. 


The Great TV Rat Race 


That, reduced to its simplest terms, 
is the history of television’s growth. 
But there is more to it than statistics. 
In the opinion of at least part of the 
industry this is the year of climax and 
it has been described by one member 
as “the year of the great TV rat 
race.” Set manufacturers are racing 
against each other with new models 
and new prices in the struggle to be- 
come established as leaders in the 
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field. The broadcasting systems are 
bidding against each other for net- 
works and advertising. And retailers 
are battling with each other, the man- 
ufacturers, and even the consuming 
public to keep their competitors from 
stealing their business, to move their 
present inventory before their pro- 
ducers change models or prices, and 
to sell their sets to a price-conscious 
public without taking a loss. To top it 
all off, there is more than a modicum 
of uncertainty about what the FCC 
will do with the Ultra High Frequency 
band and color television—and when. 
All of these factors, nonstatistical 
though they are, will determine what 
the future facts will be. 


The Present Facts 


The number and location of broad- 
casting stations currently operating, 
plus those stations under construction, 
are shown on the map which accom- 
panies this article. Nearly all of these 
are now operating as part of one or 


more networks or are affiliated with 
them. Forty-five of the total 86 sta- 
tions are non-interconnected—which 
simply means that they are as yet un- 
able to receive programs orginating in 
the interconnected station group. 

But connected or non-connected, the 
stations on the air as of October 1 had 
a viewing audience of 11,600,000 and 
as of January 1 should be reaching 15,- 
600,000. In addition there are 39 sta- 
tions which have construction permits 
and 347 applications for stations are 
pending. When enough of these are 
operating to total the 400 which Wayne 
Coy, chairman of the FCC, has pre- 
dicted will be broadcasting by the 
end of 1951, some 140 major market 
areas will be able to receive TV pro- 
grams. 


WHO SEES TV? 


Because of the short range of tele- 
vision signals, seldom over 50 miles, 
the television audience is perforce lim- 

(Continued on next page) 
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ited by the statons in existence. As of 
October 1, set ownership in the U.S. 
broken down by regions, was as fol- 
lows: 





Number Percent 

Region of Sets of Total 

New England 189,500 7.82% 
Middle Atlantic .. 1,145,100 47.22 
East North Central. . 503,700 20.77 
West North Central. . 76,500 3.16 
South Atlantic ..... 194,100 8.00 
East South Central. . 26,400 1.09 
West South Central. . 45,100 1.86 
a 9,500 0.39 
Pacific 235,100 9.69 

Total ......... 2,425,000 100.00% 


These figures show that 85 per- 
cent of all television sets in use have 
been installed east of the Mississippi. 
Here, then, is the present bulk of the 
television audience. Development in 
the West has been held up to some de- 
gree by the lack of coaxial cable and 
micro-relay facilities, as the double- 
page map of television network routes 
accompanying this article indicates. 
The biggest audiences, of course, are 
in the urban areas of large population, 
because it is in those places that the 
stations have been built first and the 
medium most aggressively promoted. 
The five cities with the most sets in- 
stalled are, at this writing: New York, 
795,000; Philadelphia, 221,000; Chi- 
cago, 212,000; Los Angeles, 192,000; 
and Boston, 123,000. (See accompany- 
ing forecasts of TV set installations, 
prepared by NBC Research Depart- 
ment, for figures on all cities.) 

Through July of this year television 
sets were being produced, according to 
RMA figures, at a monthly rate of 
152,178 units. For all of 1949 the 
monthly rate of sales for those sets 
produced by RMA members alone will 
probably be in the neighborhood of 
198,576. Sets produced, however, bears 
only a remote connection to sets sold. 
For example, the NBC estimate on 
the total number of sets installed by 
the end of this year is only 2,950,000, 
which is 910,000 less than our estimate 
of a total of 3,860,047 sets made since 
the beginning of 1946. There are, 
therefore, almost a million receivers 
still in the pipelines. 

Moreover, as television supply in- 
creasingly meets television demand, 
seasonal fluctuations will exercise more 
and more control over monthly sales. 
The accompanying table, prepared for 
us by NBC, shows estimated totals of 
sets installed by quarters through Jan- 
uary, 1951, and the number of sets 
added during previous quarters: 


Number of 
Total Number Sets Added 

of TV Sets During Previous 
Installed Quarter 
Oct. 1, 1949 2,425,000 420,000 
Jan. 1, 1950 2,950,000 525,000 
Apr. 1, 1950 3,735,000 785,000 
July 1, 1950 4,523,000 788,000 
Oct. 1, 1950 5,166,000 643,000 
Jan. 1, 1951 6,000,000 834,000 


The column showing sets added dur- 
ing each quarter reflects NBC’s belief 
that, just as in radio, the seasons are 
going to have considerable effect on 
television sales. 
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(continued) 


WHO BUYS TV? 


All kinds of surveys have been made 
on set ownership among various in- 
come groups, varying from those de- 
scribed by Peter Langhoff of Young 
and Rubicam as “roof-top surveys 
made from commuter train windows” 
to those based on income or rental 
values. Mr. Langhoff’s own method is 
to divide all families into four equal 
groups, the 25 percent with the biggest 
incomes in the top quarter, and so on. 
Using this as a basis for computation, 


he has estimated that for every tele- 
vision receiver purchased in the lowest 
quarter there will be two in the lower 
middle, three in the upper middle, and 
four in the top quarter. 

Several of the many surveyors of 
television ownership have announced 
with elated surprise that not only are 
telesets being bought by low income 
groups but also are being bought in 
increasing proportion. To dealers this 
will come as no surprise, because the 
evidence of past experience with radio 
and washer sales is that the low income 
group, as any other class, will not do 
without the things they need or think 
they need. Entertainment today is as 





Table | 


PERCENTAGE OF ALL SETS OWNED 
BY INCOME GROUPS IN NEW YORK 








Jan. 48 April July Oct. Jan.49 April 49 
ee ee ees 35.8% 22.7% 13.2% 16.6% 11.6% 9.8% 
Upper Middle Class...... 19.4 34.6 44.4 35.4 34.4 38.3 
Lower Middle Class...... 32.9 35.8 33.7 38.8 44.0 42.0 
WU Bic bit aurea naienwuw on 11.9 6.9 8.7 9.2 10.0 99 
WE écveeueescean 100% 100% 100% 100% 100% 100% 
Table Il 


PERCENTAGE OF INCOME GROUPS 
OWNING TELESETS IN NEW YORK 





Jan. 48 April July Oct. Jan.49 April 49 
SR ere 8.3% 13.3% 24.0% 25.7% 27.1% 28.0% 
Upper Middle Class...... 1.1 5.3 11.9 14.7 15.0 19.1 
Lower Middle Class...... 1.1 3.0 6.0 8.8 12.2 14.8 
WU sacle dtaek et atenenas 0.6 15 17 3.3 3.9 “5.4 
ME oo Ss teeets 1.4% 3.7% 7.2% 9.6% 11.4% 14.0% 
Table Ill 


TELEVISION PURCHASES BY INCOME GROUPS 
(from the Sylvania survey) 


Date of Purchase 


Percent of Purchases in Income Groups 


$5,000 and up $2,000-$4,999 Under $2,000 Total 


TOF GD GIR ioc cnicccve doves 0.9% 
i ree 17 
2nd quarter 1948............... 1.2 
3rd quarter 1948............... 2.1 
4th quarter 1948............... 5.6 
PE TD edb hcedatenssees 3.5 
TE ao. ten aacieetien 15.0% 





0.3% 0.1% 0.4% 
0.5 0.1 0.6 
0.6 0.2 0.6 
0.8 0.2 0.9 
2.4 1.0 2.6 
1.5 0.8 17 
6.1% 2.4% 6.8% 


Table IV 


SET OWNERSHIP BY SCREEN SIZE 
AMONG INCOME GROUPS 





Income Status 








Screen Size $5,000 and up $2,000-$4,999 $2,000 and under Total 
og ek 4 SIE ees arp 65.9% 64.1% 55.3% 63.6% 
ee ssh ccc cnvenweuns 20.6 11.2 7.9 15.2 
DD og iniibacdencase 9.2 23.0 34.2 18.3 
SND: cock dnusswennenkees 43 1.7 2.6 2.9 

Re seesactenasena 100.0% 100.0% 100.0% 100.0% 
Table V 
CABINET CHOICE BY INCOME GROUP 
(February, 1949—from the Sylvania Survey) 
Income Status 

Type of Set $5,000 and Up $2,000-$4,999 $2,000 and Under Total 
MET v gba sunavecsaoen 55.0% 70.2% 84.2% 65.3% 
ee eee 26.6 20.3 10.6 22.0 
Radio-phono Comb....... ... ... 18.4 9.5 5.2 12.7 

OT ae ree 100.0% 100.0% 100.0% 100.0% 
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much of a necessity as mechanically 
washed clothes. 

Sydney Roslow, director of the 
Pulse, Inc., presented some figures in 
May which showed, for certain cities, 
both the percentage of all sets owned 
by each of four income groups and 
the percentage of each group which 
owned sets. 

From January, 1948, to April, 1949, 
the lowest group managed to maintain 
a nearly constant proportion of own- 
ership of all sets sold, despite the 
phenomenal rise in production during 
that period. The rich group, on the 
other hand, declined from an owner- 
ship of 35.8 percent of all sets in Jan- 
uary, 1948, to only 9.8 percent in April 
of 1949 while both the upper and lower 
middle classes greatly increased their 
proportion of ownership during the 
same period (Table I). 

A more accurate method of deter- 
mining the spread of ownership among 
the classes, says Mr. Roslow, is to 
show the percentage of each income 
group which owns sets (Table IT). 

This table shows very clearly that 
in January, 1948, 8.3 percent of the 
rich group owned sets and only six- 
tenths of one percent of the poor group 
were owners. By April, 1949, however, 
28 percent of the top class possessed 
television receivers and 5.4 percent 
of the poorest group had made pur- 
chases. The lower middle class had also 
made a considerable gain, jumping 
from 1.1 percent in January, 1948, to 
14.8 percent in April, 1949. The table 
also shows, incidentally, that satura- 
tion in New York, according to Mr. 
Roslow’s survey, was a miniscule 1.4 
percent in January of last year and 
had risen to 14 percent in April of 
1949. 

More statistical backing for the con- 
tention that television ownership is not 
confined to the well-to-do has been pro- 
vided by the Sylvania Electric Prod- 
ucts survey released last June by 
Frank Mansfield, director of sales re- 
search. Fifty-eight percent of all tele- 
sets in use, he said, are owned by fam- 
ilies earning less than $5,000, and he 
pointed out that ownershin among fam- 
ilies earning less than $2,000 had in- 
creased 50 percent between December, 
1948, and February, 1949. Among fam- 
ilies earning up to $5,000 ownership 
had increased 33 percent in the same 
period and in the over $5,000 group 
ownership had increased 30 percent. 


Low-Income Ownership 


Table IIT, based on 18,500,000 fam- 
ilies living in areas where television 
was available in the second month of 
the year and on actual sales of 1,180,- 
000 sets up to that time (as opposed 
to production of 1,445,000 sets), shows 
that while the percentage of purchases 
by the top income group jumped to 
5.6 percent in the fourth quarter of 
1948, it fell back to 3.5 percent in the 
early part of this vear. At the same 
time, one percent of families with in- 
comes under $2,000 bought in the 
fourth quarter, and practically as many 
made purchases in the January-Febru- 
ary period of 1949. At the time the sur- 
vey was made Mr. Mansfield estimated 
that saturation in the top income group 
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was 15 percent, in the middle group 
was 6.1 percent and in the bottom 
group was 2.4 percent. Obviously, with 
only a 2.4 percent acceptance in the 
bottom group, television has a long 
way to go before it can really qualify 
4S a mass-market appliance. 

-is to where the biggest television 
aarket lies, the Columbia Broadcast- 
ing System, in its booklet, Television 
Today, states unequivocally that the 
middle income group owned 76.4 per- 
cent of all receivers in February of 
this year. The top income group owned 
only 10.9 percent and the bottom group 
owned 12.7 percent. But in 1947 only 
about 6.3 percent of the telesets were 
owned by the lowest group—so that 
this survey, too, shows that TV owner- 
ship is spreading into the lowest levels. 
The same study reveals that in the 
August to November period of 1947, 13 
percent of television buyers were un- 
skilled or semi-skilled, 42 percent were 
skilled or white collar, and 45 percent 
were proprietor or professional. By 
July of 1949 this proportion had al- 
ready undergone a profound change: 
37 percent were unskilled or semi- 
skilled; 45 percent were white collar or 
skilled; and only 19 percent were pro- 
prietor or professional. 

Newell Emmett’s continuing survey 
on Videotown, an unidentified com- 
munity of 40,000 close to New York, 
has revealed an increase in television 
ownership of 500 percent in just one 
year, with an average television ex- 
penditure per family of $45 (based on 
an average cost per set of $384). In 
Videotown 83 percent of the population 
—the middle and low income groups— 
own 82 percent of the sets and the 
agency predicts that bv the end of the 
year low income ownership will equal 
upper class ownership. 


WHAT SETS DO PEOPLE BUY? 


Although all the surveys made to 
date indicate that manufacturers won’t 
have to tailor their production to an 
exclusive and limited high-bracket in- 
come group, they need to know, too, 
what types of sets people are willing 
to buy and how much they are willing 
to pay. 

Early postwar production leaned 
strongly toward sets with seven-inch 
screens, but the trend in purchases 
has been more and more to 10-inch or 
larger tubes. Néwell-Emmett found, 
for example, that in the first quarter 
of 1949 nearly half of all Videotown 
purchases were for sets with screens 12 
inches or larger. Ten-inch sets, while 
still bulking large sales-wise, were get- 
ting a decreasing share of buyers. 

Sylvania found that the majority of 
sets in use have ten-inch screens. Their 
breakdown looks like this: 


TELEVISION SETS IN USE 
BY SCREEN SIZES 


(February, 1949—from the Sylvania Survey) 





Sets in Use 

Screen Size Number Percent 
MMT sac ovawida ons 15,000 1.3% 
| ag SOR er ere 200,000 17.0 
pe ere a 750,000 63.6 
12” and 12%4"........ 180,000 15.2 
15” and larger........ 35,000 2.9 

| Penne 1,180,000 100% 
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Breaking down screen sizes by pur- 
chases by income groups, Sylvania 
found that even in the lower income 
groups 10-inch screens predominate. 
In the $2,000-and-under group, for ex- 
ample, 55.3 percent of all sets owned 
are 10-inch, 7.9 percent are 12-inch 
and 124-inch, 34.2 percent are smaller 
sizes, and 2.6 percent are larger sizes. 
The same relative proportions apply to 
the middle group ($2,000-$4,999), and 
even in the top group 10-inch sets com- 
prise 65.9 percent of total ownership, 
although 20.6 percent of the sets owned 
are 12 or 124 inch (Table IV). 

Television dealers need no survey 
to tell them that the trend is to larger 
screens. But they do want to know 
how big. More and more manufactur- 
ers have jumped into production of 12 
and 16-inch screen sets and seven-inch 
screens are gradually being relegated 
to portable receivers or to use as en- 
trees to newly opened market areas 
where consumers are inclined to be 
cautious about the size of their ex- 
penditure for an unknown product. 

There is, apparently, no limit to how 
big a screen can get. North American 
Philips Co., manufacturer of the Pro- 
telgram projection system, is gam- 
bling that most families will want a 
picture about 16x12 in.—a size easily 
obtainable with projection—and is put- 
ting its major production emphasis on 
projection. Of course, the company 
cites advantages to its system other 
than size, claiming, for example, a 
smaller cabinet in proportion to pic- 
ture size, wider gradation of color 
tones and less distortion in the picture, 
and a cost which compares favorably 
with direct view 16-inch sets and 
larger. For merchants the chief present 
disadvantage of projection TV is that 
it is difficult to display dramatically. 
When the set is not operating there is 
literally nothing to see, in contrast to 
direct view sets which, even when 
dead, declare themselves for what they 
are with the shiny white face of the 
tube. For consumers, projection is still 
an expensive buy and until and unless 
production increases and simplified 
construction methods reduce the cost 
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it is likely to remain a class market 
appliance. However, some manufactur- 
ers are including projection type sets 
in their lines, including RCA (their 
own system), Scott Radio Labora- 
tories, Inc., Ansley Radio & Tele- 
vision, Emerson Radio & Phonograph, 
Fisher Radio Corp., Fada Radio & 
Electric, Stewart-Warner, Pilot Radio 
Corp., International Television, Bruns- 
wick Television. The Philco line has 
long included a projection model. 

Two schools of thought are cur- 
rently wrestling with the projection 
versus direct view problem. One con- 
tends that television will become the 
focus of the family and that, since the 
family will view television as a group, 
larger, more life-like screens will be 
in greatest demand. The other con- 
tends that television viewing habits 
will follow the pattern set by radio— 
receivers in several rooms which will 
be used by one or two people at a 
time and need not, therefore, be large. 

For the immediate future projection 
receivers present no great threat to the 
solidly entrenched direct view telesets 
and if and when they do become more 
popular the changeover will come by 
degrees and won't have any serious 
disruptive effect on either manufactur- 
ing or marketing. 


What the Consumer Wants 


The Sylvania survey uncovered a 
need for manufacturers to tailor their 
production more closely to consumer 
demand and, to prove it, cited the fact 
that there were, at the time of the sur- 
vey, too many radio-phonograph com- 
binations and too few table models in 
the supply lines. Roughly 35 percent 
of all radio-phonograph combinations 
made were still in the supply lines. 
They also discovered a trend toward 
increasing acceptance of console and 
consolette models, but at the time of 
the survey table models accounted for 
65.3 percent of all sets sold and 60.6 
percent of all sets made: consoles ac- 
counted for 22 percent of sets sold and 
23.3 percent of sets made; and radio- 
phonograph combinations accounted 
for 12.7 percent of sets sold and 16.1 


percent of sets made. Before the fourth 
quarter of 1948 console sales accounted 
for 18.5 percent of sales. By February, 
1949, they were accounting for 25.4 
percent of sales. 

As Table V_ shows, 84.2 percent 
of all sets owned by the lowest in- 
come group are table models, 10.6 per- 
cent are consoles, and only 5.2 percent 
are radio-phonograph combinations. At 
the other end of the scale is the $5,000 
and over group, which divides its own- 
ership into 55 percent table models, 
26.6 percent consoles, and 18.4 per- 
cent combinations. 

Cost of sets rises in direct propor- 
tion to the screen size and cabinet type 
and it is not surprising that Sylvania 
found that, by and large, the cheapest 
sets, which are usually table models, 
were most popular with the lowest in- 
come group. 

Even in the top group purchases of 
sets over $515 were in the smallest 
proportion, 21.7 percent, and only in 
this group did purchases of sets be- 
tween $336 and $515 exceed those of 
sets under $335. 

It is evident that the price of sets 
is going down. As recently as last Jan- 
uary we estimated that the average 
cost per set was $415. The Newell- 
Emmett survey of Videotown placed 
the average price in April at $384. 
But even since then production has in- 
creased, the markets have broadened, 
tube and component prices have made 
sharp drops. New lines introduced in 
mid-summer reflected substantially 
lower prices. RCA, for example, in- 
troduced a 10-inch table model for 
$199.95. Emerson brought out its Chal- 
lenger model for $129.95. And there 
were others. Our current best estimate 
for the average price at the end of 
this year is $300. More important than 
the average price, however, is the fact 
that television prices are increasingly 
w'thin the reach of all income groups, 
thus opening the way to a real mass 
market for the industry and the re- 
alization of Wavne Coy’s prediction 
of 18,000,000 television sets and over 
600 stations by the beginning of 1955. 

End 
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(September, 1949) 
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No. Station Station Network 





Location Stations Call Letters Affiliations Location Stations Call Letters Affiliations 
Baltimore 3 hee Los Angeles.......... 6 le 
° KLAC- 
WAAM ABC, DuMont KNBH NBC 
Boston 2 WBZ-TV NBC KTLA 
WNAC-TV ABC, CBS, DuMont, Mutual KTTV CBS 
Buffalo 1 WBEN-TV- ABC, CBS, NBC, DuMont KTSL DuMont, Mutual 
Chicago 4 WENR-TV ABC Louisville............. 1 WAE-TV NBC, ABC, CBS, DuMont 
bs ool ‘ier Memphis............. 1 WMCT NBC, ABC, CBS, DuMont 
Ee NBC, CBS, DuMont 
WGN-TV CBS, DuMont, Mutual Minneapolis.......... 2 WTCN-TV ABC, CBS 
Cleveland 2 WNBK NBC 0 en KSTP-TV NBC, DuMont 
WEWS ABC, CBS, DuMont New Orleans.......... 1 WDSU-TV NBC, ABC, CBS, DuMont 
Detroit 3 WWJ-TV NBC Oklahoma City........ 1 WKY-TV NBC, ABC, CBS 
ae ty — DuMont OCimshe.............. 9 Grew 
. WOW-TV 
Erie a 1 WICU NBC, CBS, DuMont KMTV ABC, CBS 
Grand Rapids. . . 1 WLAV-TV Providence............ 1 WJAR-TV 
es > + red om CBS, DuMont Salt Lake City......... 2 KSL-TV —~ ABC, DuMont 
onnstown, Fa..... - KDYL-TV NB 
Milwaukee 1 WTMJ-TV NBC, ABC, CBS, DuMont San Diego............ 1 KFMB-TV ABC, CBS 
New Haven 1 WNHC.-TV NBC, ABC, CBS, DuMont San Francisco. Fo sce egoue are 9 KGO-TV ABC 
New York 6 WIJZ-TV ABC KPIX NBC, CBS, DuMont 
WCBS-TV CBS Seattle............... 1 KRSC-TV NBC, CBS, ABC, DuMont 
WABD DuMont Syracuse.............. . 1 WHEN ABC, CBS, DuMont 
ney oh ) Mv coaseaxeccevace | >a Mutual 
WPIX. wom Total Non-Intercon- Total Interconnected & 
a ee 1 WATV SR Non-Interconnected 87 
a aw ae TELEVISION STATIONS UNDER CONSTRUCTION— 
Pittsburgh 1 WDTV NBC, ABC, CBS, DuMont September, 1949 
Rochester 1 WHAM.TV NBC, CBS, DuMont DN: scks on bakp ee se i bareeaaewadas eee 1 WCON-TV 
Richmond. . 1 WTVR NBC, CBS, DuMont 0 STOEL OE OCT 
Schenectady 1 WRGB NBC, CBS, DuMont SSS EEE ETT TEETER TEE 
St. Louis 1 KSD-TV ABC, CBS, NBC, DuMont PP TL, ... ivsbsesetcegeisceevavesncy: 8) ae 
Toledo 1 WSPD-TV ABC, CBS, NBC, DuMont EE eee te) he ee wane als 1 WRTB 
Washington 4 WOIC CBS, Mutual RE Eee or ene To 
WTTG — ES rn reer rn, aaray 
WMAL-TV AB /. 
WNBW NBC ey ee fl 
Wyndmoor........... 1 WPTZ NBC EE, ciccecencctsedencteacaeucedsnes One 
Wilmington 1 WDEL-TV NBC, DuMont eT eer ce 
OS TT eT eer ee eee, 
Total Interconnected 42 I i aie hers siete a cence es. 1 WKZO.TV 
Albuquerque.......... 1 KOB-TV NBC, ABC, CBS, DuMont Ns ccc cree chinedsc ciapcteeeveeerseass. SS Se 
Atlanta.............. 2% WSB-TV NBC, ABC aes taldaeiatas asad seen ite Rea ty 
WAGA-TV CBS, DuMont i ae out ceeds eine iekas . 
Birmingham .......... 29 WBRC-TVY NBC led las ke ae ~: 
WAFM-TV ABC, CBS REY x bo6 inns opdincan me hedeiedwels ’ . 
fake ........... § ov ABC, CBS I, ils cccacebareuiiincsiceaxaccce “SE 
Cincinnati........... . 3 WKRC-TV CBS WTPS-TV 
WLWT NBC Norfolk, Va... .-. +0. 00. 0e ee ee ee ee eee e nena 1 WTAR 
WCPO.TV ABC, Mutual Peoria, Ill....... 0... 002 20ee cess eee eee eeees 1 WMBT-TV 
Colsbes............. @ Ware NBC emer Ath snk be seb Sens semeet ato wy 
WBNT CBS NN ot a's ag bar pag ee edin Sn SECOND Re 
Devion.......cscc.... @ ES ee el 
y WLWD NBC ig 2 KEYL 
Ft. Worth............. 2 WBAP-TV NBC, ABC WOAI-TV 
“a KRLD-TV CRBS nee a EIN CE SLM, A 
Greensboro, N. C. 1 WFEMY-TV CBS EE EOI ETE E OTE nee Neem 
Houston.............. 1 KLEE-TV NBC, ABC, CBS, DuMont WAGE-TV 
Indianapolis............ 1 WFEBM-TV CBS, ABC, DuMont eS yee e meee Ee 
"sony Sag sieekiee evade Lr = ee ee ee nee 31 
MEMES <b. t:ainin @ ocesla 1 ° 
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BREAK for Southern California viewers is clustering of all seven Los Angeles- Hollywood TV transmitters atop Mount Wilson. 
from all stations with single stationary antenna. 


BOUT 1,000,000 people in the 
yet states west of the Rocky 
Mountains are enjoying televi- 
sion. The many more millions living 
in this more than a third of the na- 
tion’s land area, and the thousands 
that make their way to the West each 
month, make up one of the most val- 
uable markets for television receivers. 
Reliable authorities show that more 
dollars per capita will be spent on tele- 
vision receivers, telecasting, and tele- 
vision program production, in the 
western states during the next decade 
than in any other section of the nation. 
It is a gold mine for local dealers, 
regional distributors and_ national 
manufacturers—but it is alluvial gold 
obtainable only to those who know the 
terrain and who can develop the effi- 
cient machinery needed to work the 
paydirt intensively. 

For television is a natural for the 
West Coast, but the West Coast is not 
a natural for television. And therein 
lie the many paradoxes that make this 
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Western television, which has had its own 


obstacles and growing pains, is now turning 


the corner to its own success. 


Ahead lies a 


potential market of 5,000,000 TV homes 


By HOWARD EMERSON 


the least understood television market 
and the most difficult to analyze. It has 
been said at local industry meetings 
that West Coast dealers know their 
market, but do little about selling it; 
distributors know a little about it, and 
do a little selling; eastern manufac- 
turers know nothing about the market, 
and do the most selling. A change in 
this condition can come only when the 
whole industry knows something of 
the past, present and future of televi- 
sion in the eleven states. 


1949 


The West Coast has a television 
past that is impressive, a present that 
is encouraging, and a future that will 
be profitable. And each presents a 
paradox: That the first practical elec- 
tronic television method should have 
been invented in San Francisco, by 
Philo T. Farnsworth in 1927, and that 
Mr. Farnsworth’s neighbors on Tele- 
graph Hill should not have television 
in their homes until January, 1949, 
after more than 1,000,000 telesets had 
gone into the homes in other cities 


COAST TELEVISION 


Receivers get peak performance 


throughout the country; that the sec- 
ond television station in the country, 
W60AX, built by Don Lee-Mutual in 
1931 in Los Angeles, should be almost 
the 100th station before it goes on the 
air commercially as KTSL with full 
allotted power; that the section of the 
country having the “entertainment 
center of the world”, Hollywood, 
should feel that television set sales are 
being held up by lack of direct pro- 
gramming from New York; that some 
of the wealthiest families in the world, 
the thousands of prospering farmers 
and ranchers in eleven western states, 
will be the last major group in the 
nation to receive television programs 
and advertising. The person or the 
company that intends to profit in sell- 
ing television sets on the West Coast 
must know the reasons for these para- 
doxes. 

But first, how well is television do- 
ing on the West Coast, since it opened 
officially as a market on March 10, 

(Continued on next page) 
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WEST COAST TV 


(Continued) 


1947 when KTLA, Los Angeles, be- 
came the first post-war commercial 
TV station west of the Rockies? As of 
September 1, 


, 
nately 


1949, there are approxi- 
200,000 television receivers. in 
the homes. The bulk are in the Los 
Angeles metropolitan area, 175,000 or 
one set for each 9} families. The San 
Francisco-Oakland Bay area has about 
8,500 television receivers in use, 
the Seattle-Tacoma area, 7,000. Salt 
Lake City has 5,500, San Diego about 
4000, Albuquerque, N. Mex., nearly 
1,000 receivers. Providing programs 
for these receivers are seven stations 
in Los Angeles-Hollywood; three in 
San Francisco; two in Salt Lake City; 
one each in Seattle, San Diego and 
Albuquerque. Scheduled for open- 
ings in late fall, 1949, are television 
stations in Phoenix, Ariz., and Stock- 
ton, Calif. Major population centers 
in which television stations are not 
yet under construction are: Denver, 
Colo.; Fresno - Bakersfield, Calif. ; 
Portland, Ore.; Calif. ; 
and any of the Colorado, 
Idaho, Nevada, Montana, and Wy- 
oming. . 

But these are the cold statistics. 
They indicate some progress toward 
covering the western states with a 
television signal, but they indicate 
nothing of the profit and loss involved, 
or of the problems being met by tele- 
casters, distributors, dealers and the 
viewing public. 


Sacramento, 
cities in 


The Great Open Spaces 


The most important factor in the 
development of television in the eleven 
western states is distance—the famed 
great open spaces of the West have 
become the great big headache for 
telecasters, distributors and dealers. 
Of the coast’s eight metropolitan cen- 
ters, only two, San 
Oakland, can be 


Francisco and 
served satisfactorily 


1 


Irom the same television station. The 
second most important factor is ter- 
rain. Most of the nation’s high moun- 
tain ranges—the Rockies, the Sierras, 
the Cascades, Bitterroots, Wasatch, 
and many more—are inconveniently 


spotted between the centers of popu- 


lation. And then, most of the nation’s 
desert area lies within these states. 
No coaxial cable is presently available 


for television, no micro-wave relavs 


yet completed, either to link the West 
with the East or to connect any of the 
television centers of the West. 


Progress in Profit 


Yet, in this most difficult of all areas 
to serve, television is progressing sat- 
isfactorily in most centers, amazingly 
well in others, and the future is bright. 
Each television center is in a varying 
degree of development. 

The market, and the best 
veloped, is the Los Angeles metropoli- 
tan area, where 5,053,556 people rep- 
resenting 1,624,937 families, can be 
reached by the signals from the seven 
stations perched in a group atop 5,700 
foot Mount Wilson. Dealers there have 


largest 
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STUDIO PROGRAMS using local material for local sponsors, are essential. At KTTV, Los Angeles, local ‘’song and patter’’ 


team perform under studio lights. 


sold more than $50 million worth 
of television receivers in 2} years, 
and are now selling an average 
of $4,500,000 worth each month. Na- 
tional surveys show that Los Angeles 
is rapidly approaching Chicago and 
Philadelphia to become the second 
largest in volume of telesets—the de- 
ciding factor in the race will be the 
extent to which the public in those 
three areas purchase receivers for the 
fall sports programs. 


Rough Going 


3ut all has not been easy sailing for 
the distributors and dealers in the Los 
\ngeles area. Eighteen months were 
required for television sales to level 
off at a satisfactory monthly volume— 
and then this volume point coincided 
with market conditions that brought 
on a disastrous wave of price cutting 
that ruined many dealers. Already 
known as “the price cuttin’st spot on 
the Coast”, Los Angeles saw teleset 
prices drop from the usual 10 to 15 
percent off to 30, 40 and 50 percent 
off list price by mid-summer. Proxi- 
mity of new model changes, frequency 
of price reduction and model obso- 
lescence by manufacturers, and ex- 
cessive inventories at both dealer and 
distributor level, all contributed to the 
condition. Influencing, too, was the 
normal close relationship between the 
Los Angeles market conditions and 
those in New York and other eastern 
cities where price cutting reached a 
peak in mid-summer. No brand names, 
big or small, escaped well-advertised 
price cutting, except those of western 
manufacturers who closely police their 
outlets. But as summer ended, with the 
sports season in view, the new models 
at lower list prices on hand, and a 


Each city has its supply of local talent. 


much healthier inventory for everyone, 
a return to normal selling by most 
dealers was indicated, with price cut- 
ting left to those who specialize in dis- 
counts. 


The Bay Area Market 


Second largest potential market for 
television receivers in the eleven west- 
ern states is the nine-county area 
served by San Francisco stations. 
Here, where 758,690 radio homes in- 
dicate the potential volume for televi- 
sion receivers, dealers have sold ap- 
proximately $3 million worth of 
telesets since they put them on their 
floors in early December, 1948. In the 
city of San Francisco with its 237,110 
radio homes, dealers have sold nearly 
5,000 television sets in 10 months. 
This unimpressive figure can be ex- 
plained, possibly, by public apathy, 
programming, etc., but the really in- 
quisitive would wonder about the fig- 
ures for June, ’49, which show that 
of the 236 franchised dealers reporting 
to the Northern Calif. Elec. Bureau, 
only 112 dealers had sold a television 
set while 124 dealers had not sold one 
television set during the month. 

But there were extenuating circum- 
stances. Television in San Francisco, 
during the summer of ’49, was only 
half way through the 18-months cycle 
which had been set in Los Angeles as 
the pattern for development of a stable 
retail market. For five months of that 
period, only one station, KPIX, had 
been on the air. Late spring brought 
KGO-TV and Pacific Coast League 
baseball on both stations, but at the 
same time northern Californians re- 
newed their habits of outdoor living 
and week-end jaunting, in which tele- 
vision was not yet a part. Then deal- 
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ers and distributors felt the pressure 
of heavy inventories, lowered list 
prices and the nearness of new models. 
Some price cutting ensued, but on an 
individual dealer basis—that is, at 
various times a dealer would try to un- 
load at a loss, but there was no gen- 
eral competitive program by dealers to 
undersell each other (which had char- 
acterized the Los Angeles market). 

By Labor Day, the television market 
in the Bay Area was brighter than it 
had been at any time. Dealers and 
distributors, individually, had un- 
loaded much of their excessive inven- 
tories. New lines seen in early August 
at Market Week were attractive and 
attractively priced. The dull summer 
months had made many dealers ex- 
periment with free home trials, rentals, 
and home demonstrations—with re- 
sults that surprised them. News that 
Stanford Univ. football games would 
be televised by KRON-TV when it 
went on the air in September was the 
most encouraging news for dealers and 
distributors. All saw the fall as a 
chance to speed up the 18-months 
cycle. Most of the industry felt that by 
the first of 1950, television set sales 
would have leveled to a_ profitable 
point. 


Seattle and Salt Lake 


With a year of regular television 
programming from KRSC-TV behind 
it, the market for television in Seattle, 
Wash., was still in a sluggish state by 
the end of summer, 49, but there are 
few in the industry that did not expect 
the fall to be the turning point. With 
the television signal penetrating other 
market areas—Tacoma, Bellingham, 
Olympia, Shelton and Port Angeles— 
it represented 1.21 percent of the na- 
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..» WHILE IT GROOMS AN ACE IN THE HOLE 


HOLLYWOOD movie talent is west coast television's bid for dominance in national television industry. Stars like Jack 
Benny, above, made television debut over Los Angeles station. 


tional market for television. By the 
end of summer, dealers in that area 
had sold more than $2,000,000 worth 
of telesets, but the operation was 
profitable only to a few. Few dealers 
have instituted active promotions and 
selling campaigns, but those who have, 
particularly Mast’s, have been well 
rewarded. 

3ordered on the east by the Cas- 
cade Mountains and on the west by 
water and the thinly-populated Olym- 
pic Penninsula, Seattle and vicinity 
dealers must look to the north and 
south for prospects. The allocation of 
four stations to Seattle and three to 
Tacoma, plus the possibility of recep- 
tion from Portland in the lower part of 
the market, and reception from Van- 
couver B.C. in the upper portion, in- 
dicate that dealers in this area will 
have a chance to do an intensive job 
of selling telesets. Aiding them will 
be the average income level of the 
middle and lower classes—well above 
national average. 

Another isolated population center, 
struggling through the early stages of 
television programming and set sales, 
is Salt Lake City. Two stations, KSL- 
TV and KDYL-TV, serve the nar- 
row valley that is hemmed in by the 
tall Wasatch Mountains, the Oquirrh 
Mountains and the Great Salt Lake. 
While the Salt Lake City signals are 
being received 60 miles north in Tre- 
monton and 55 miles south in Payson, 
the nearby city of Ogden, with its 
54,000 people, is a definite shadow 
area without satisfactory reception. 
Nearly 6,000 television receivers have 
been sold in this area without exten- 
sive promotions by any large number 
of dealers. The combination of one 
of the most serious winters in history, 
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and a local appliance marketing condi- 
tion resulting from legal battles and an 
anti-trust suit, resulted in a generally 
poor appliance-radio-television market 
during the first 6 months of 1949, The 
next two months brought some price 
cutting and attempts to reduce tele- 
vision inventory. But the fall held 
considerable promise. Possibility of 
more programs tied in with the varied 


activities of the Mormon Church, 
through its own television station, 
KSL-TV, would step up demand 
among the predominantly Mormon 


population, as would telecasts of sports 
events from the several nearby col- 
leges, and from the local capital. 
Utah is the only one of the eleven 
western states which has a television 
station in operation in its capital city. 


San Diego—Mixed Reception 


During late summer of 1949, about 
half the television set owners in the 
city of San Diego were able to tune 
in on more television stations than any 
other large group of set owners in the 
country. Nearly two thousand set own- 
ers could take their choice of any one 
of eight channels—seven from Los 
Angeles and one locally. And their 
local, KFMB-TV, had the distinction 
of being the only West Coast station 
re-telecasting programs from another 
city (by direct pick-up, not coaxial or 
micro-wave) and the second station in 
the country to use this method. 

Located 140 air miles from Los 
Angeles, the people of San Diego and 
vicinity have been receiving Los 
Angeles programs direct for more 
than two years. Reception depended 
on the set owners’ location, and the 
time of year—excellent in the summer, 
very poor in the winter. The secret 
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was the curving coast line which gave 
the Los Angeles signals an over-water 
carry for 75 percent of the distance. 
Because of this phenomenon, dealers in 
the San Diego area had sold more 
than 4,000 television receivers by the 
time long-awaited KFMB-TV went on 
the air May 16. More sets may have 
been in use, because bargain hunting 
San Diegans could have picked up 
small television sets when shopping in 
Los Angeles. 


A Real Selling Point 


With the coming of a local station, 
opening the other half of the San 
Diego market, television set sales be- 
gan to boom. Now backed by intensive 
promotions from the Bureau of Radio 
& Electrical Appliances, dealers could 
go after the mass market which either 
had not been able to get Los Angeles 
signals or which had shied at the high 
cost of antenna installation. 

If one may consider that sales made 
prior to the advent of a local station 
were gravy, then San Diego became 
the first western city to start selling 
receivers to a group of prospects al- 
ready sold on the value of television 
as a valuable means of home entertain- 
ment. Biggest problem is to sell receiv- 
ers on the basis of reception from the 
local station in order to prevent un- 
satisfied customers when reception 
from Los Angeles fades during the 
winter months. 

Unknown quantity in San Diego 
television, as elsewhere in southern 
Calif., is Mexico. Many in the indus- 
try fear that—following their actions 
in putting super-powered AM stations 
on the border—Mexican promoters will 
install television stations with power 
far above 29.5 KW in order to reach 


the southern California audience with 
programs financed by types of adver- 
tising not permitted on U. S. stations. 

Distributors serving San Diego feel 
that the combination of several factors 
—excellent programming, an already 
well-organized dealer group for pro- 
motions, and the large number of re- 
tired families in San Diego, may 
eventually give this city the largest 
per capita saturation of television sets 
of any major city in the country. 


Albuquerque—Rugged Individualist 


Alphabetically first among the na- 
tion’s television stations, KOB-TV in 
Albuquerque, New Mexico, the market 
it currently serves and its potential 
market, are pretty near the bottom of 
the list. But in effort to bring televi- 
sion to its people, isolated in one of the 
most desolate sections of the country, 
and in philosophy to grow slowly with 
the medium, the station and the deal- 
ers stand out. It is not even in the 
path of any of the proposed coaxial 
or micro-wave networks. As such it 
portrays the type of television set-up 
that will be necessary in hundreds of 
population centers before this enter- 
tainment medium reaches the last 40 
percent of the population. 

At the end of the summer, KOB-TV, 
using an RCA 5KW transmitter in a 
temporary location, was serving some- 
where between 500 and 1,000 television 
receivers with 12 hours weekly of film, 
kinescopes, or studio shows. There 
are 150,000 people in the Albu- 
querque dealers’ primary market, an- 
other 40,000 in the secondary market. 
While sales of receivers have been 
slow, several factors make the market 
look promising beginning in late 749. 
KOB-TV will soon move its trans- 
mitter to a location on an 11,000 foot 
mountain, increasing signal area. to a 
radius of 150 miles to include Santa 
Fe and Los Alamos. Contracts to tele- 
cast the Univ. of New Mexico foot- 
ball games have been signed, and 
some of the best kinescope shows are 
scheduled. Most important, however, 
is the possibility that local dealers will 
be better trained and given assistance 
in promotions. Handicap has been that 
the distributors that serve Albuquerque 
do not have television elsewhere in 
their territory—it is served mostly out 
of Denver and El Paso. Action is ex- 
pected from national manufacturers 
who resent seeing this receiver market 
neglected. 


Phoenix and Stockton—Newcomers 


Going on the air in November is 
one station in Stockton, Calif., and 
another in Phoenix, Ariz. Both are 
important in the West Coast televi- 
sion picture. The Stockton station will 
have unobstructed coverage at least 50 
miles up and 50 miles down one of 
the most heavily populated and wealth- 
iest sections of California’s Central 
Valley, practically all of which is un- 
able to receive a television signal from 
the San Francisco stations because of 
mountains and distance. 

It will be possible for the Stockton 
station to pick up San Francisco pro- 
grams direct, without relay, for re- 

(Continued on page 246) 
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Suburban Television, Ber- 
wyn, Ill., with 700 contracts 
in force, sells second year 
contracts for $41, $51, and 
$61 — depending on what 
and how much service the 
customer wants 


ERVICE contracts on television 
S for the second and following 

years probably cause more dis- 
cussion than any other topic of the 
business among dealers. 

Among those who feel they have 
solved the proposition is Suburban 
Television of Berwyn, III. 

“Our standard contract calls for 
the same money as the first year, $61,” 
says Frank J. Jacklin. “With one 
exception—the picture tube. On this 
we prorate. If the set has been oper- 
ating half the year, we pay half the 
cost of a new picture tube. If nine 
months, we pay three-fourths.” 

Another type of contract for second 
year service may be had for $51. This 
calls for repairs on the television set 
alone—the radio and record player are 
not included. 

For $41, the first will give all needed 
service on the television set, with the 
exception of the picture tube. Owner 
carries the responsibility alone on this. 

Reason for this caginess on picture 
tubes, sdys Mr. Jacklin, is the lack of 
data on picture tube life. He says his 
feeling is that picture tubes may go 
safely through their second year, but 
beyond that is anybody’s guess. The 
dealer who has shouldered a lot of 
responsibility for picture tubes may 
run into trouble should a lot of them 
go wrong. 

Mr. Jacklin thinks that there is 
plenty of service in television, if cus- 
tomers are to be kept happy. The 
firm has 700 contracts in force, and 
on his desk were records of 320 calls, 
accumulated in 60 days. 


Two Main Headaches 


“Tuners have been our big trouble,” 
he said. “Tuners and drift. A new 
one costs almost as much as a picture 
tube. We have three outside men 
who get out quickly in response to a 
service call. They take care of the 
little items. Sets brought into the 
shop represent real trouble. 

“We want our men to make the pick- 
up and bring the set in; if somebody 
calls in who is not our contract cus- 
tomer, we tell him to bring it in, con- 
trary to our usual custom. If it is a 
private or off brand, we do not service 
it.” 

Frank Jacklin got started at the time 
when RCA-Victor made installations 
only so far out. He picked up where 
they left off and got a lot of antenna 
experience by installations in the 
suburbs. His agreements, for first year 
and second year, are based on the ex- 
periences of a number of dealers. End 
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OWNER’S POLICY for new purchasers of television sets as 
issued by Suburban Television Co. Nineteen paragraphs on re- 
verse specify features and conditions under which policy is sold. 


ern TELEVISION C0. 
Television Maintenance 


Agreement 

















Three Ways to Handle 
Video Service Contracts 


ONLY SETS with serious breakdowns reach Suburban’s repair shop. 
and the firm’s three traveling repair men can handle them in the field. 
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RENEWAL POLICY sold by the firm offers several different 
types of service, varying in cost from $41 to $61. 
service is specified in ‘Special Conditions”’ 


Extent of 


paragraph on back. 
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Most of the difficulties are routine, minor problems, 
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TV Installation and Service Is Big Business 


The signs point to more participation by dealers in television servicing. 


Here’s what they need to know and to have to realize on the profit potential 


MAGINE a business, when it 

started out, which held dealers at 

arm’s length and wouldn’t let them 
peek. 

That’s television service and instal- 
lation. 

Manufacturers felt that too many 
ex-G.I.s with radar experience would 
mess up the business, and they were 
probably right. Today that situation 
is over the hill, and the trade is jump- 
ing in with both feet. 

It is about time, too, for coming up 
is a job that calls for all the help pos- 
sible. It lies in selling the cost of 
television maintenance to the public. 
John Q. Public has grown used to $7 
and $8 repair bills on $69 radio. When 
he begins getting $25, $50 and $75 
chits on his television, some explain- 
ing will be in order. It probably will 
be sold on the basis of the entertain- 
ment worth he gets (savings on movie 
tickets, etc.) 

Even the optimistic think it will 
cost the owner around $45 a year to 
keep a TV set costing less than $300 
in operation, $30 for repairs and $15 
for electricity. 


It Promises to Be Profitable 


Scratch the surface, however, and 
you can come to some conclusions: 
1. Television service is going to be 
more profitable than radio repair. 2. 
Despite its mystery, it is a business 
which a good journeyman repairman 
can grasp. 

Since its beginning, following the 
war, the television market has been 
whizzing along like a target at a skeet 
shoot. It has gone through three 
rapid phases already—with a fourth in 
the offing as new ultra high frequency 
channels come in. They are: 

First postwar stage—The pioneer 
TV sets were elaborate and conserva- 
tive. They were difficult to throw out 
of synchronization. They used from 
30 to 34 tubes, and the engineering in 
most sets was similar. 


Circuits Are Changed 


Second postwar stage—Manufac- 
turers began investing in their own 
engineering, and produced changes in 
systems and circuits, some elaborate, 
some simple. The aim was to cut down 
the cost of manufacturing and reduce 
the number of parts. Number of tubes, 
for example, dropped to 20 or 24. 
Some makers went around Robin 
Hood’s barn, even though the patent 
situation wasn’t too bad, with the 
cross licensing that existed. With the 


industry getting high prices, the 
changes were not reflected directly to 
the owner. 


Signal Strength Gets Stronger 


Third postwar phase—An era of 
simplifying and meeting a price situa- 
tion. Sets began employing the fewest 
possible number of parts. All effort 
was to contribute to mass market pur- 
chase. The improvement in signal 
strength was a factor; the increasing 
number of TV stations reached into 
what had been considered fringe areas. 
Signal strength was so good there was 
no longer the need to build so big. 
Fewer number of stages of stepping 
up were required, using fewer tubes. 
Broadcasting stations with 30 kw. 
strength was a factor; the increasing 

Forthcoming fourth phase—There 
is likely to be a national reaction when 
the Federal Communications Commis- 
sion assigns new ultra high frequency 
channels to TV. There are now 12 
TV channels, and if the proposed allo- 
cation goes through, the industry will 
have 55. This will call for adaptors 
for almost every set. More than that, 
television service departments will have 
to purchase new signal generating 
equipment and learn new techniques. 


Repairs Being Standardized 


So far, the story of television service 
appears to be mostly confusion and 
change. 

On the credit side of the ledger 
should go the fact that moves are on 
the way to simplify and speed up re- 
pair work. Organizations like the 
Howard W. Sams Co. are applying the 
same technique as they did to radio. 
It has been noted that many of the 
parts in different television sets are 
interchangeable. Manufacturer speci- 
fications are studied and variations 
noted. Procedures are being estab- 
lished. Schematic drawings and photo- 
graphs tell where each part is, how 
best to reach it. As a result, the need 
to trace everything down is eliminated, 
smaller stocks of repair parts can be 
carried. Repairs are made more quick- 
ly after observing faults in perform- 
ance. 


Cost of Installations 


Getting down to the practical, a 
dealer lays out about $7 in cash when 
he installs a TV unit in an area of 
primary signal strength. Inside aerials, 
of course, cost him less. In fringe 
districts, 30 to 50 miles out, his expense 
is around $35, and in superfringe each 


job must be calculated. It takes about 
two hours apiece for two men to do 
the job. 

Antenna runs from $2 to $35 for 
cost. For lead-in wire one needs 300 
ohm polythylene coated cable or for 
noisy jobs a “coax,” metal shielded 
and rubber weatherproofed. A light- 
ning arrestor is a must. 

Dealers who make their own anten- 
na installations are advised to wear 
rubber soled shoes and avoid thin pants. 
Because they are working off the 
ground there is danger of accidents, 
and insurance is a necessity. Trucks 
have carriers for antenna, and tote 
along 50 ft. extension ladders (alumi- 
num are the slickest), Stillson 
wrenches, open end wrenches, pliers, 
saws, hacksaws, 75 ft. rope, 100 ft. ex- 
tension cord, masonry drills, punches, 
chisels, hammers and soldering equip- 
ment. A portable intercommunicating 
system is mighty handy. 


Service Means an Investment 


A store planning to service televi- 
sion must make an investment of from 
$700 to $1,000. It must have a tube 
tester, a signal generator ($165), a 
vacuum tube volt meter ($90), a three 
to five in. oscilloscope ($150) and 
about a $25 assortment of hand tools. It 
will benefit from the fact that in TV 
units containing up to 350 parts, fully 
200 are interchangeable—if one knows 
which one is which. 

A service department will carry in 
stock an inventory of replacement 
cathode ray (picture) tubes. There 
are tour popular sizes, 7, 10, 12 and 
16 inch. One of each type will gener- 
ally serve the majority of units. The 
dealer should carry one 7-in. picture 
tube, three 10-in., three 12-in. (four 
types in use and 12LP4 is most pop- 
ular), two 12-in. G.E. daylight tubes, 
also one 12-in. Dumont (12QP4). 
Dumont has 19 and 20 in. sizes, but 
a dealer need not carry them. The 
store’s layout will be something like 
this: 


List Dealer 

Size Tube Type Price Price 
7 inch 7DP4 $30 $24 
75P4 $28 $22 
10 inch 10BP4 $45 $34 
10FP4 $50 $38 
12 inch 12KP4_ $78 $60 
12LP4 $67 $54 


Besides this, the dealer will need 
a complete stock of TV tubes. There 
are 15 new types differing from radio, 
and each set uses from three to 12. 
Incidentally, these can be tested, where- 


as a picture tube cannot, except ina 
television set. 

Where sets are properly broken in 
and examined before installation, usual- 
ly the average is only one legitimate 
service call during the service period, 
although accounts differ on this. There 
are calls when stations are off the air, 
and when plugs are disconnected from 
outlets. 

Two men can service from five to 
ten sets a day in the shop. Average 
service man gets around $1.50 an hour, 
making from $60 for a 40 hour week 
to $135 for an exceptional man. Firm 
usually charges from $2.50 to $3 an 
hour for his work. 


What Gives—in Service 


Commonest cause of service is 
failure—not the picture tube. 
authority declared that his ratio was 
two picture tube failures out of 200. 

Price cutting by dealers is forcing 
the manufacturer to gradually elimi- 
nate his installation and service. It 
was never profitable, the trade feels, 
and with dealers cutting prices on set 
sales, they think they should make 
something from installation and set- 
vice, and are rooting for this business. 

The pure chiseler, now in the pic- 
ture, will not affect television funda- 
mentally, service men think. He is 
an opportunist who will not give atten- 
tion to service, which the public de- 
mands. The guy who will buy a TV 
unit without arranging for service 
should have his head examined, many 
believe. Centralized service is too big 
and slow for the public’s satisfaction. 


tube 
One 


Retailers Will Land Service 


Chances are that the business will 
be linked in the future to the retail 
outlet that has an efficient repair 
division. 

The coming high cost of repairs can 
be offset by a candid presentation of 
the entertainment value received, it is 
believed. The possibility of a mix-up 
through new channels can be offset by 
adaptors. The primary weakness of 
television service is repair based on 
rough estimate—which means unex- 
pected high prices which makes the 
customer mad—and this can be over- 
come. 

The more you jog around in this 
business, the more evident it becomes 
that quickness of repair, plus close 
proximity of the dealer to the customer, 
will continue to give the independent 
organization an advantage in the tele- 
vision service field. End 


For the technique of installing TV antennas, see next two pages... 
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lighter than ordinary ladders. 


i) ELECTRICITY is borrowed from in- 
side the house for use in running the 
drill as brackets are anchored to brick. 


FIRST STEP is to unload the aluminum ladders which have ‘‘feet’’ to prevent slipping, and are much ON THE GROUND Jack Curry assembles the aerial 
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and answers the questions of family members 


| V ANTENNA TECHNIQUE 


Crack installation men Jack Curry and Olaf Herigstadt are part acrobat, 


part technician, work as a team to make installations quickly and safely 


CARRYING the aerial like a Chris- | BECAUSE an antenna is simply a 4 LIGHTNING ARRESTER is a must. 
tmas tree, Jack Curry takes it to lightning rod, Olaf grounds the A house without one was recently 
roof and tilts it so that Olaf can grab it. aluminum support. struck in Chicago. 
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who are eager to learn all about how 
television works. 


erected and the lead-in wire is tossed over the edge of the 
house, down to a window. 
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brackets, etc., all held together by the lead-in wire. 






MEANWHILE, Olaf shags up the ladder, pulling a drill, 4 SAFETY-CONSCIOUS Olaf doesn’t let go of the ladder 


until he has a firm grip on something solid. 





The minute a dealer or a service man gets off the ground, 
a new element of personal danger—that of falling—enters 
the picture. 

Carpenters, tree surgeons, structural steel workers, paint- 
ers, all have worked out careful formulas for performing 
with a minimum of risk to themselves. Television, being new, 
sees dealers and their men scampering about roofs like 
squirrels, without this background of precaution. 

‘In these pictures are shown the methods which a crack 


team employed by RCA Service Co., Milwaukee, uses in 
handling an antenna job. You will note how each man has 
his work, one on the ground, one in the air, and the coordina- 
tion that takes place. Result is teamwork and an installation 
that is done efficiently and well. Both Jack Curry and Olaf 
Herigstadt are military veterans and perform together with 
as sure a touch as Ringling Brothers’ acrobats. Shown is 
the installation being made at the home of Mrs. Joseph Bori, 
2820 N. 79th St., Wauwautosa, Wis. 





installation men. 





ROOF WORK ends when the antenna is permanently 1 INSIDE, Sis, (Joanne), Jimmie and Mrs. Charlotte Bori wait with bated breath for the magic 
moment when they get their first picture. Their viewing pleasure is dependent on skill of two 
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IF HE WANTS to rent a set, Warmee explains, the prospect must buy an antenna. 
a suspect, this won't scare him off and Warmee con go to work in earnest to sell him a set. 


TV SALES 


To Rental Prospects 


Elyria Electric, Inc., Elyria, Ohio, advertises 
television rentals, but has never yet rented 
a set. They sell them instead 


By WALTER RUDOLPH 


If he’s a genuine prospect, not 


a4 ENT television sets? Well, 
R not exactly,” says Walter B. 


Warmee, president of Elyria 
Electric, Inc., Elyria, O. “O. K., you 
saw our advertisement, and you see 
it again on the store front—but ac- 
tually we haven’t rented a set, as yet. 

“When people come in to rent a 
set, we ‘weed them out’, and we end 
up by selling television to the pros- 
pects who think they can’t afford to 
buy right now.” 

Thus Warmee discusses his sales 
plan, a plan which has gained his firm 
the title, “Lorain County’s Largest 
Television Dealer.” 

First of all, Warmee reports he and 
his salesmen try never to forget that 
television is a great new experience 
for everyone. The feeling predominates 
at Elyria Electric that everyone likes 
television, and will admit it readily. 
Then it’s just necessary to convince 
anybody that he’s going to buy a TV 
set. 


QUESTIONS get the rental prospect 
to admit that he would eventually 


“When someone approaches us about 
a rental,” he explains, “we immediately 
begin to classify him. We talk, ques- 
tion and probe, and find out just how 
much the guy is sold already. 

“Above all, we question. I’m afraid 
that too many salesmen are trying to 
sell television by description and by 
telling the prospect what he should 
do or like. If you ask them, it goes 
over much better. Keep throwing ques- 
tions, is our policy. 

“It’s nice, don’t you think so? 
‘You’re going to buy a set eventually, 
aren’t you?’ ‘You will buy one, won’t 
you?’ ‘You want to own one, don’t 
you?’ ‘Come into our Television 
Theatre, won’t you, and look and com- 
pare sets side by side?’” 

Must Buy Antennas 

In the theatre, the salesman next 

mentions that in order to rent a set 


the antenna must be purchased out- 
right (another good “weeding” meas- 
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coverage by network.’’ 


THE DUBIOUS prospect is sold television as ‘’entertainment on a grand scale, national 
Sold on entertainment prospects are easy to convert into buyers. 











like to own a television set rather than rent one, but doesn’t think 
he can afford it or isn’t sure that he will like present programs. 


ure) and gradually sells the idea of 
personal ownership as the best all- 
around solution. 

“You’re buying the antenna any- 
way, and thinking of owning a set 
one day?” he'll say, “All right, why 
not take the set out and keep it?” 

Elyria Electric has an unusual per- 
sonal guarantee. 

“We go a step further than the 
manufacturers’ warranties,” reports 
Warmee. “We tell them that if they 
are not perfectly satisfied 30 days 
after the set is installed, we'll come 
out and remove it without bad feel- 
ings, and give them a receipt for the 
amount of the purchase as applied on 
any other merchandise in the store. 
This is a double clincher for many 
and, so far, not a single set has been 
returned.” 


Sell Down, Not Up 


This firm, according to Warmee, is 
also careful to sell down, not up, on 
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television and finds that this is im- 
portant. For the simple reason that 
you'll find more people with $100 than 
you will find with $500, Warmee 
points out, you shouldn’t go around 
frightening them with high prices 
with the result that you may not sell. 


Sell Entertainment 


“One of our important sales points, 
too, is acquainting prospects with ex- 
actly what TV has to offer,” he main- 
tains. “A prospect asks, ‘What sta- 
tions can I get on my TV set, and 
how many?’ 

“There is only one answer to that. 
TV, like radio, is going network. 
‘Don’t you know about television net- 
works?’ we ask them. We point out 
on maps just how the country is laid 
out in this respect. We stress enter- 
tainment. And I think manufacturers 
should stop describing their sets, and 
talk about entertainment, too, if they 
want more sales impetus! 


1949 





“That goes for distributors, too, of 
course, Don’t talk about stations, talk 
about national coverage. This is very 
helpful to sales, is interpretative, and 
is truthful. We must remember that 
TV is the blind radio that has just 
been given eyes. It’s like not seeing 
for years and years, and then suddenly 
a vast field of beauty and life and en- 
tertainment is made available for 
everyone who formerly depended upon 
radio for the same thing!” 

You can’t go wrong, according to 
Warmee, if you keep these things in 
mind. His sales record stands behind 
him. 

“The sales program now underway 
was brought about by the frequent 
demand for home demonstrations,” 
says Warmee, “which we have dis- 
continued altogether. It was run to the 
wall. It was too costly. You got a set 
out to a home, they used it a few 
days, and then, ‘Well, we'll try another 
one for a while.’ It got to the place 


re 


WARMEE gives the customer an out if, after buying, he changes his mind. A personal 30-day 
guarantee gives buyer right to exchange set for any other merchandise of equal value. 


where some prospects were angling for 
three and four demonstrations-at-home 
at one time.” 

Lastly, Elyria Electric keeps side- 
walk traffic interested in TV all the 
time. About four feet above the floor, 
a television set is tuned in every min- 
ute that a program is available from 
nearby Cleveland—it runs into the 
night. This set is back from the store 
front some 20 feet, and thus is plainly 
visible to as many people as can crowd 
along the sidewalk and see through 
the show windows. 


Give Them a Chance 


“Many prospects result from just 
that one set, going day and night,” 
claims Warmee. “Again we're stress- 
ing entertainment; we’re not shouting 
about the merits of an individual set. 
Sure, everyone loves television, if you 
just give them a chance, and they 
want to buy if you'll just get them to 


admit it.” End 
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FOUR POINTS OF PERFORMANCE 
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Sell Television Performance 


As the novelty of video wears off, prospects begin to ask, “How does it per- 
form?” Emergency Radio and Appliance Co., Chicago, beats them to the 
question with performance demonstrating—and set selling—answers 


By TOM F. BLACKBURN 


N Indianapolis distributor the 

Avie: day kept repeating, “Our 

TV. set will outperform ll 
others.” 

“What do you mean—outperform ?” 
he was asked. 

“Oh, it’s just a selling phrase,” was 
his reply. 

Gradually, as the wonder boy phase 
of television passes, and the discount 
angle loses novelty, the word “Per- 
formance” is beginning to take on 
meaning. Such lads as Johnny F. Ber- 
anich of Emergency Radio and Appli- 
ance Co., 4439 W. Madison St., Chi- 
cago, who has played with TV since 
1931, are among the leaders in sensing 
the new trend. 


Qualifying Lookers 


The first job for Emergency Radio— 
this was the name Johnny called his 
outfit 15 years ago when all he had 
was a tube tester and a second hand 
automobile—is to qualify the lookers. 
One of the ways it is done is for a 
salesman to step to a group watching 
and say, “Which one of you fellows 
wanted to talk to me about a television 
set?” The interested prospect will 
walk over to the salesman. 

Another way is to say, “Before you 
go, I’d like to show you a special deal 
we've got over in the corner.” Again 
the interested prospect comes up for 
air. 

First step of all in selling perform- 
ance is not to pan the small picture tube 
model. If you knock it, and the pros- 
pect cannot afford anything else, you 
have spoiled your sale. 


How Far Away from Picture? 


Intelligent approach is to qualify 
the prospect by asking under what 
conditions the set will be operated. If 
it is indicated that the picture will be 
viewed from a distance of five or six 
feet, there is no reason for. selling a 
big picture tube model. On the other 
hand, if the prospect says the picture 
is going to be seen in a large room, by 
a crowd of friends, there is a reason 
for a stepup. Also, if questions are 
asked about furniture style, it is a tip 
to the salesman to proceed with some- 
thing more elaborate. For with such 
interrogation the customer has re- 
vealed what he is in the market for. 

Here’s a rough table: Sell a 7 in. 
picture tube for viewers five feet 
away; a 10 in. for viewers seven to 12 
ft. away; 12 in. for an audience 14 


it.; 16 in. for rooms full of company. 

Should you have to resell your pro- 
spect on a small unit, one way to do it 
is by telling the cost of a picture tube. 
Everybody has had experience in re- 
placing radio tubes and is apprehensive 
about the life of such a big item. Fact 
that a 7 in. tube will cost only $24.50 
against $75 for a 12-incher will send 
many a prospect back to where he 
belongs. 

Questions always come up on the 
life of a picture tube. The answer is 
indefinite. When it starts giving out 
it usually grows dim. Sometimes 
something is wrong with the high 
voltage which can be repaired, but 
as the tube ages it usually fades. 

Second step in selling performance 
is to analyze the picture quality for the 
prospect. Taking a pointer in hand it 
is possible to go over the image and 
call attention to things the prospect 
never thinks of. 


Details Indicate Good Performance 


Ability to see the details of a person’s 
hair is an angle of excellence. For 
the public wants, of all things, sharp 
focus. Being able to point out button- 
holes in garments, the texture of cloth, 
are all items that add up. When you 
have a prospect who lives a long way 
from a broadcasting station, ability to 
“oeak” up the set so that it will get a 
picture, even at the expense of detail, 
is important. But in the city, near 
stations, it is detail that really bowls 
them over. 

“Will looking into a light like this 
hurt my eyes?” prospects often ask. 
Johnny Beranich does not recommend 
operating a TV set in a dark room like 
a movie projector. He believes in hav- 
ing it out in a lighted room, where 
surrounding illumination will greatly 
reduce eye strain, if there is to be any. 

Another question: “With so many 
tubes in a TV set, won’t I be having 
service trouble all the time?” 

The answer, from Emergency Radio 
experience, is that it takes about eight 
calls a year to keep a unit operating. 
Most of the trouble, oddly enough, oc- 
curs within a week or two after it is 
started running. Johnny thinks that 
if a unit is kept on two or three hours 
before a delivery, most of the bugs 
can be caught, if there are any. Such 
a shakedown trial will save a dealer a 
number of call backs. 


The Real Closer 
The guaranteed maintenance con- 
tract is really what sells the deal for 
Emergency Radio. Regardless of how 
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a customer shops in trying to get a 
bargain, he wants his bargain to per- 
form. One customer tells another that 
Emergency actually gets a man there 
in short order, and really keeps the 
equipment functioning. In all too 
many cases service is actually only a 
kiss and a promise, and the customers 
know it. Emergency has 15 service 
men, most of them qualified for TV. 

The contract costs the buyer $30 for 
the guarantee period, and the firm has 
found that it makes about eight trips 
to each set during this time. A couple 
may be information calls. After the 
year is up, the customer pays for each 
call, which is probably the reason so 
many buy portables which may be 
lugged in. 

Incidentally, Chicago dealers are dis- 
couraging owners from opening up TV 
units and bringing the tubes to be 
tested. This habit was built up during 
the war with radio, when a customer 
was charged 50¢ if the store had to 
remove the tubes for testing. With 
TV a hatful of tubes means trouble in 
getting them back. 

Average dealers in Chicago, in the 
opinion of Tim Alexander of Motorola, 
find that it takes $500 worth of test 
equipment to function. A distributor 
usually ties up about $2,000 and takes 
over his dealers’ troubles on such jobs 
as those involving realignment. 


The Financing End 


At present in Chicago the real job 
lies in qualifying people who can 
afford TV. As with whisky, people’s 
appetites are often bigger than their 
purses. In the old days, when they had 
to put down $100 on a $300 set, the 
clerk who made $40 to $60 a week was 
automatically out. Today, with $30 
down, a much wider group can come 
in under the wire. 

Johnny Beranich had an experience 
with a bank that is typical of dealers 
selling television. Bankers think that 
TV is uneconomic for a poor man to 
own. Emergency Radio formerly had 
to give recourse on all its paper. 

By getting the bankers to come over 
to see the store’s service department— 
everyone knows that a time payment 
item will revert if it doesn’t work—and 
by building up a record for pay-outs, 
Johnny was able to convince his bank- 
ers that a TV unit was an economy 
with the average working family as it 
cut down on their theater and enter- 
tainment bill and kept the family home 
where it was able to save more money 
than before. Today the bank takes 
his paper without recourse. End 
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Manufacturers of TELEVISION 
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: Sue Eeene Other 
Comb. | Comb. | Comb. | Comb. | Comb. | Comb. | Types 
io, io, Radio, ’ 
Table Console Portable Table | Console a , Bonney a | Table Console & ” —— & Table Console — —. 
Phono. Recorder Phono. Recorder | Phono. | Recorder 
Admiral Corp., 3800 Cortland St., Chicago 47, Ill. x x | x 
Air King Products Co., Inc., 170 53rd St., Brooklyn > . ct i re — 
32,N. ¥ x x x 
Allied Radio Corp., 833 W. Sedaen Bivd., Chicago, i - ce: wee ene: mane ot omeaimes! ae 
i. x 
Andrea Radio 7 2701 Bridge Plaza North, Lens 7 7 a. : ; cn, ae ae ee Dee aes Bie 
Island City, N. x x x 
Ansley Radio & Television, Inc., Trenton, N. J. x x - 4 7 - . - aad : ; mx ? ia, © ih wasien: — iia ieee a) 
Automatic Redio Mfg. Co.,Inc., 12% Brookline Ave., ire. Pee. 
Boston, Mass... . x x x 
Bace Television Corp., Green & Leuning St., So. _ | 7 a tee 7 ," oa 
Hackensack, N. J. x x 
Bell Television, 147 West 42nd St., New York 17, _ poo i. a i si ~ i" a: aie 
5» X(a) X(a) 
Belmont Radio Gam. 5921 W. Dickens Ave., oe | = “4 - =] - a oie lem = 
Chicago 39, Ill. x x | x x 
——E - | —$_ | —_____ NN — = 
Bendix Radio Div., Bendix Aviation Corp., Baltimore | | 
4, Md. x x x 
——_—_—— a | ~ ————_—___ | —___—__ | | ——_—_ — ee = 
Bowen » Battery & Spark Plug o. ‘Box 1262, Reading, | 
+ x x x x 
Sansui Radio & Telostiten, 244 Madison Ave., } : - z ee hay Ge i 
New York 16, N. Y.... x x | x x 
Calbest E g & Electronics Co., 828 N. Hish-| | me a 7 oe mer: Giies % . 
land Ave., Siolieaeed 38, Calif. x x | | 
Copehart- Pemewet Corm., 3702 E. Pontiac St., Ft, ” a 
Wayne 1, Ind. x x x 
BO a ee Se ee, a ee a ee oe a = » = } 
Colonial Redio Corm., 254 Rano St., Buffalo 7, 
N.Y... x « x x x x | 
Cornell Television, Inc., 229 West 28th St., New! | 4 . Rs GAO tein: beotbe: jain, 
York 1, x x x x 
Coronet Radio & Television Corp., 500 West 52nd | —.: ) ee a 
St., New York 19, N. Y. x x | | | | 
teieiieiiasiamidacaed eetliaibiniatitateanipadlinas - Ne 
Cradley Div., anes Mfg. Corp., 1329 Arlington St.,| | | 
Cincinnati 25, Ohio | & aa x 
Deweld Radio Mis. Corp., 35-15 37th Ave., Long | ; | = Css | 
Island City, N. Y. x x x 
oe ——|— |_| ——__|______ } 
DuMont Laboratories, Inc., Allen B., 515 Madison| | | 
Ave., New York 22, N. ¥. x X(b) | x } x | 
—— . | — ee sibicaih | | 
Electrometic Mis. Con., 88 University Pl., New York 
3, N.Y... x | | 
Emerson Radio & Phonograph Corp., 111 om Ave., wi } | 
_New York 11,.N. Yee eee eeeeeecerees x x x x | x | x | 
See Ms. Co., Inc., 528 East 72nd as New York | | | 
%1,N.¥ X(e) | | | 
Fede Radio & Electric Co., Inc., 525 Main St., | x yeaa | | | 
Belleville, N.J...... x | x x | x | x | ; x | x | Xe) 
nani cadens a SS Se eS ee a! | 
Federal Television Corp., 137-9-41 Duane St., New | 
York 13, N.Y. x | x x x = i 8 x a x 
; heer enencetatal es se es —_ oenaaee = | 
Feiler Eavioment Co., 945 W. Geawe St., Chicago | | } 
RR ee Ars gee | x | | | | 
Fiuher Radio Corp, 41 East 47th St., New York 17, | | 
NY, % i *& | x x | x 
Five Star Radio Co., 416-18 Broadway, Cambridge | 
RN cialis c cutscies Unaghaasanaece nl x | x x | | | 
aad a B: : * | 
Freed Elvemann, 200 Hudson St., New York 13, = | 
EEA ES GROEN Ae | x | Xx x 
Garod Electronics Corp., 70 Washington St., Brook- | | 
ee oe ween a why we whee x x x | x x x | 
General Electric Co., Electronics owt. f Electronics | 
Park, Syracuse, N. Y. x x | x ..4 x 
Hallicrafters Co., 4401 West Sth Ave., Chicago 24, | | | | 
eK = 2 
(a) Commercial (d) “Telemovie,” home movie size (g) Custom Chassis Gi) Cathode Ray Tubes 
(b) Consolette (e) TV Projection Console (h) Duplicator TV Sets (k) Remote Control Television—Sight & Sound Only 
(c) TV Kits (f) Tavern (i) “Hotelevision" Prepared by ELECTRICAL MERCHANDISING July, 1949 
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a ee Other 
Comb. | Comb. | Comb Comb. | Comb. | Comb. Types 
Redio, Radio, | Radio, Radio, Radio, Radio, 
Table Console Portable Table Console —-g | Phono. & | Teble |Comole| “a.” | Phonc'a | Teble Console) a’ | prowl, 
| Phono. | Recorder Phono. | Recorder | Phono. | Recorder 
Hoffman Radio Cov, 3761 S. Hill St. Los Angeles | | | | 
alpen oor re eaea | x | | ‘ 
Howard Radio Co., 1735 Belmont Ave., Chicago 13, | 7 ee 
asaundnaeecaqanlinks x | . 
Hudson Electronic reed 110 East 3rd St, Mt. Ver- 7 _ ara ciniel talinriat _ wie : A dma i 
non, N. 
Industrial Television Inc., 359 _ Lexington dein ies - Pi 7 si a) 
Clifton, N. J ; X(b) X(b) | x 
International Television we. 238 William St., New | a oo 
York 7, .N. Y.. x | xX X(b) 
Jackson Industries Inc., 58 E. Cullerton St. &., Chicago —_ 
_ Se x x x 
Jamaica ae _, Co., 95 26 Sutphin Blvd., “i 
Jamaica 4, ie elhca a shoe a sinhniy Se eae aie aac x x x x xf 
Jewel Radio sa 583 pnt of the Americas, New 7 
isa wasn s&ie wala neewemduacet x x 
Kingston Radio Co., i. ehone, Ind. x x x x x x nye 
Le Magna ro rm “ag 51 Clinton Pl., awry Ruther- one 
ford, N. J.. | 
Magneven Ce., Ft. Woyne 4, lad......... x x x * | x x — 
“ Television nhene 19 West 44th me | New York | vis 
Xi) 
Mars Television, Inc., $9-05 40th Ré., Lone Island e 
INU crise a5 Soci athtaeie ne Goa sia sns Sawa x x | | x 
—— | _ — = 
Mattison Riatien & Radio Gun. ., 220 Fifth Ave., | 
SU PUI Wain neo cccenvewsses x | x x 
Meck Industries, Inc., John, Plymouth, Ind. . | | | 
Meissner Mbsg. Div., Deguie Industries Inc., 7th & M3 
Belmont Sts., Mt. Carmel, Ill. x | X(g) 
AeA EGS a | | 
Mercury Television & Redio Com. Los Angeles, 
cs seeseees ae eee lees | | 
Midwest Radio & Television Com. 909 9 Broadway, | | 
Cincinnati 2, Ohio. . . x | x | x 
Motorola, Inc., 4545 Augusta Bivd., Chiceso 51, | | ‘ 
tM. x x x | | x 
SSN REELED SEE ——— = | | 
National Co, ue., 61 Sherman St., Malden 48, 
NS Ar adnan ida eae tigen chao peaanned x x | | | 
— —_——— ————$ —— —__ _—__— ——————— | —_ —__ _——_ | | 
National Polvtoniesn., 2430 Atlantic Ave., Brook- | } 
lyn 33,N. Y.. x x x x 
= = - | 
Nielsen Te levisi Com. ., Newt » Ane. at at Crawford | 
_ ha, MI ccc to aoa G ah 6 pe eh ease ail x 
Noblitt Sparks Industri Inc., Columb rind... x x | | 
Olympic Radio & Television Inc., 34 01 38th Ave., | 
Long Island City | = § ms x x | X(h & i) 
Packard-Bell Co., 3443 Wilshire Blvd., Los + Anaele | 
5 Calif. . x | & | X(b) | x x 
Phileo Com. ¢. and Tioge  Sts., Philedelohie 34,| 
Pa xk | xX X(b) 
Philmore Mis. So. 113 University se iw York 3,| 
oe Bes 
Pilot Redio on. 3706 -36th St., meee Island City! 
1,N.¥. x x x x x 
RCA Victor Div., Front and Cooper Sts., Comden,| 
N. J . | x x x 
Rey Siac 32 West 22nd St., New York 10,.N. Y. x x x 
Regal ee foie 603 West 130th St., New 
York 27,N. ¥ x x x 
Remington Radio acres 80 Main St., White a, 
x x x 
Sate cx Ltd., 21 01 Bryant, San Francisco 10, 
Calif . x x 
(a) Commercial (d) “Telemovie,”” home movie size (gs) Custom Chassis (i) Cathode Ray Tubes 


(b) Consolette 
(c) TV Kits 


(e) TV Projection Console 
(f) Tavern 
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(h) Duplicator TV Sets 
(i) “Hotelevision” 


(k) Remote Control Television—Sight & Sound Only 
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= Other 
Comb. | Comb. Comb. Comb. Comb. | Comb. | Types 
'e R i 'e 'e * 0, 
Table Console Portable| Table | Console | — a a | Table | Console . Phono, &@ | Table | Console a Phono. & 
& Phono. 
| | Phono. | Recorder | | Phono. | Recorder | Phono. | Recorder | 
| 
Royal Television & Radio Corp., 81 Willoughby St., | | 
NEE, Wey sinnckeassmaesies x x x 
Scott Radio Labs. Inc., 4541 N. Revensweed ae, | | | 
Chicago 40, Ill. x x x 
Sentinel Radio Corp., 2100 Gompster St, Evanston, | 
i. ” - x x 
Shevers, Inc., Harold, 33 West Aéth St., New a } } 
19,.N. ¥. x x x | 
Sightmaster Corp., 385 North Ave., New Rochelle, | 
Wa, Vee Nie x | | x x X(k) 
Sonora Radio & Television Reems 325 N. N. Hoyne | | 
Ave., Chicago 12, il... x x 
Sparton Radio-Television, Div. of Sa 
Co., Jackson, Mich.. | x x | x x 
Starrett — Com., 601 West 26th St., New 
York 1, N. ¥ | x x x x x x x x x x x X(a) 
Stewart- Warner Electric Div. of Stewart-Warner a | 
1826 W. Diveney Parkway, Chicago 14, Ill....... x | x | x x x 
Somber Carlson Co., 100 Carlson Rd., Rochester! | 
3,N.Y x | x x x x x 
Syivente | Electric Products, Inc., 1280 Main St., Bot 
falo, N. ¥. x x | x 
Syapheay Radio a a Tel. Com. 721 N. Martel Ave.,| , 
Hollywood 46, Calif. EE ER Se x | x x x x x x 
Taybern Sestement mn be 120 Greenwich St., New| | 
SE con sncccscckssghansephinnerie } x | x | x x x 
Tele oe ee 601 West 26th St., New York 1) | | 
N. Y.. a a 
Telequip Radio Co., 1901 s. “Washtenaw St., ho Caan 
8, ill... x x | | 
Telesonic 1s of Anatom 5 West 45th St., New! | | | | | | 
York 19 pas indncrcervanpeihehahenes | X(c) 
—EEEE ~ | —_— 
Tele-Tone Radio Com., 540 West 58th St., New | | 
York 19, N. ¥... x x x | 
Television Assembly Ons 540 Bushwick Ave., Brook- | | | | | 
MN own ba ose vas cans euaaeonnedeasee X(c) ; Xx x | | X(e) 
Televiste Corp. of Ametan, 114 East 16th St., New | | x x x(a) 
York 3, N. Y. x x | | | 
Templetone Radio Mis. Corp., New London, Conn. . | | | | | | 
Trans-Vue Cow. 1139S, Wabash, Chicago, 5, lll...) Es | | | x | | x(a) 
a 8 on. ., 460 North Ave., New hneeaeemn | | | | | 
x x x xXx | xX | x | | X x x x x | x | 
Trav-Ler Radio Com, . 571 W. Jackson Blvd., Chicago | | | | | | | 
6, lil. | x | 
eee kay Naar Sa ata ae ace te racine |_—-— —-—— 
United Motors Service, Div. of G.M.C., General } | | } 
Motors Bidg., Detroit 2, Mich... . x x | | | | 
United States Television —_~ renee -, 3 West 61st St., | | | | | 
New York 23, N, Y.. | x | “sw x x | 
Univox Corp., 83 Mumay St., New York 7,N.¥....| x | | | | 
_—_—, —aee | 
Video Corp. of America, 229 West 21th St., New | | x | x | | 
York 1, a 2 x | | | 
Videodyne, Inc., 33 Jefferson St., Stamford, Conn. . x x | | | sis | | | | 
Saree 
Videola Com., Tech-Master Products Co., 443-5 | | | | | | 
Broadway, New York 13, N. Y..... 0.6... 600065 x x } } X(c) & (s,) 
beans a } } 
Wells-Gardner & Co., 2701 W. Kildare Ave., Chicago | | | | 
DAs iaadiunwabredsanniskesugaeness x x | . } 
Westinghouse Electric Corp., Home Redio Div., Sun- | | | 
Rs xk catudkinens ee es6iedntsdoeceeenene x x x | 
Wileox-Gay Conp., Charlotte, Mich............++. x | | | 
Zenith Radio Corp., 6001 W. Dickens Ave., Chicago oe =~ | a ‘ | | ” } 
a 
(a) Commercial (d) “Telemovie", home movie size (g) Custom Chassis (i) Cathode Ray Tubes 
(b) Consolette (e) TV Projection Console (h) Duplicator TV Sets (k) Remote Control Television—Sight & Sound Only 
(c) TV Kits () Tevern (i) “Hotelevision" Prepared by ELECTRICAL MERCHANDISING July, 1949 
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Television 
Antennas 


By Donald A. Nelson 


Published by Howard W. Sams & Co., 
Indianapolis, Ind. $1.25. 


There are fifty manufacturers of 
television antennas in the United 
States; a new book called “Television 
Antennas,” a trouble-shooting guide 
on construction and installation, is one 
of the first to gather all the know 
how data in one place. 

Besides discussing antenna in de- 
tail in their installation and service, the 
book gives a summary of how tele- 
vision works. It contains 124 illustra- 
tions. 


A list of antenna manufacturers in- 
clude these firms: 


Aceente®, Inc., 132 Nassau St., New York 7, 


American Phenolic Corp., 1830 S. 54th Ave., 
Chicago 50, Ill. 

Amy, Aceves & " , Inc., 11 W. 42nd St., 
New York 18, 

Anchor ee i. 2215 S. St. Louis, Chi- 
cago, I 

—- ie. 363 E. 75th St., Chicago 19, 
ll 


ton Ave., New York 28, 

Birnbach Radio Co., 145 Hudson St., New 
ork, N. Y. 

L. S. Brach Mfg. Corp., 200 Central Ave., 
Newark 4, N. 

Camburn, Inc. m 32-40 57th St., Woodside, Long 
Island, N. Y. 

Cole & Worner, Inc., 11 W. Monument Ave., 
Dayton, Ohio 

Collins ae Co., 56-21 Northern Blvd., 
Woodside, N 

Cornell-Dubilier Flectric Corp., 333 Hamilton 
Blvd., South Plainfield, N. 

Delson’ Mt Mfg. Co., 126 11th Ave., New York 


Ber-Mac Television Mfg. o-, 1381 Lexing- 


ma ‘Pro. Co. Inc., 125 Virginia Ave., 
Jersey City 5, N. J. 

Eastern Transformer Co., 147 W. 22nd St., 
New York 22, N. Y. 

Electro Technical Industries, 1437 N. Broad 
St., Philadelphia, Pa. 

Electronic Indicator Corp., 35-44 61st St., 
Woodside, L. I., N. 

> Antenna, Inc. * 523 Tiffany St., Bronx, 


m3 Corp. of Am., 36-02 35th Ave., Long 
Island City 1, N. Y. 

Intra-Video Corp. of Am., 851 Madison Ave., 
New York 21, N. Y. 

Jerrold Electronics Corp., 121 N. Broad St., 
Philadelphia 7, Pa. 

JFD Mfg. Co. Inc., 4109 Ft. Hamilton Pkwy., 
Brooklyn 19, N. Y. 

Kings Electronics . Inc., 372 Classon Ave., 
Brooklyn 5, N. 

LaPointe- BS Corp., Unionville, Conn. 

Lyte Parts Co., 15 Washington Ave., Plain- 
field, N. J. 

Marine Radio Corp., New York, N. Y. 

Oak Ridge Antenna Co., 28 Clinton St., Yon- 
kers, N. Y. 


Philco Corp., Tioga and C Sts., Philadelphia 


Philson Mfg. o Inc., 156 Chambers St., New 
York 7, N. Y 


Premax Products Div., Chisholm Ryder Co. 
ae 4909 Highland Ave., Niagara Falls, 


Public Coorating Corp., 100 W. 42nd St., New 
York 18, N. Y. 

~~ -El- £6 Mie. Co., 6300 Euclid Ave., Cleve- 
and hio 

The Radiart Corp., 3571 W. 62nd St., Cleve- 
land 2, Ohio 

Radio Corp. of America, RCA-Victor Div., 
Harrison, N. Y. 

Radio Craftsmen, Inc., 1341 S. Michigan Ave., 
Chicago 5, III. 

Radio Merchandise Sate, Inc.. 550 Westches- 
ter Ave., New York 55. N. Y. 

Radion Mig. Co., 1137 Milwaukee Ave., Chi- 
cago 22, Ili. 

= Rauland Corp., 4245 Knox Ave., Chicago 


Rogers Television, Inc., 336 Madison Ave., 
New York, N. Y. 

S/C Laboratories, Inc., 20 Van Wagenen St., 
Newark 4, N. J. 

Shur-Antenna < e Inc., 266 Sea Cliff Ave., 
Sea Cliff. N. 

Technical Aine Corp., Sherbourne, N. Y. 

Telrex, Inc.. 26 Neptune Highway, Asbury 
Park. N. 

Tricraft Products Co., 1535 N. Ashland Ave., 
Chicavo 22, Ill. 

Tuck Electronic Corp., 
Soren City 2. > 
H. FP. Resonator Co., Guion Road, Rye, 


76 Montgomery St., 


Veri-Best Tel. Products Inc., 8-10 Forrest St., 
Brooklyn, N. Y. 


ts Corp., 17 Williams Ave., Brooklyn 


Ward 5 Corp., 1523 E. 45th St., Cleve- 
land 3, Ohio 

Workshop Associates. 66 Needham St., New- 
ton Highlands 61, Mass. 








Forecasts of TV Set Installations 


(Estimated by NBC Research Department) 





































































































Current 
Estimates FORECASTS Z 
June 1, October 1, January 1, April 1, July 1, 
1949 1949 1950 1950 1950 
1,300 1,800 2,600 3,400 
ae Sree eee " 900 * = pos <= 
Bee tN aks —— — oun “an Re 
ee eee 10,500 17,000 : 
Siiieer.......+-+--- 63,100 78,000 89,000 1 eye 1 9,000 
Binghamton.......-.--- 1,100 poo = 
ee eee 2,200 4,700 7,000 11 em = 
Bloomington......-.--- ; 
Boston. a. 95,700 123,000 150,000 187,000 223,000 
Oullele.......---. 23,500 32,500 41,000 54,000 65,500 
Gisiete........-. 3,000 5,500 10,000 10000 
eee 155,000 212,000 252,000 317,000 t 
IR cxicice awn recs 26,000 35,500 45,000 59,000 pines 
Gesead......-. 59,100 80,000 98,000 126,000 153,000 
oe re 6,900 10,600 14,300 22,000 29,500 
a 5,500 9,800 14,300 21,000 $1,500 
Davenport—Rock Island 1,800 3,400 6,300 fos 
Geile... ...--+-.- 7,300 11,800 17,500 25,500 
Detroit ai AGAR | 60,000 84,000 107,000 141,000 173,000 
ic cick Loe 4,200 5,900 7,900 11,800 16,000 
Ft Worth . AERA 5,100 7,700 10,400 14,300 18,500 
Geadteth....<....: 2,400 4,500 8,100 12,600 
Greensboro.........-. —_— 2,000 4,000 7,500 11,900 
Serer 4,800 9,000 14,000 . _ a 
Huntington.....-.-.--- i : 

i i 00 13,400 21,000 30,500 
Indianapolis........-... 4,500 9,4 ‘ a a 
Jacksonville. . .. , = = -— 
Johnstown.....--..--.- —-- —_— ; — a 
— 2 600 1/300 13300 

ae 8,500 11,000 12,200 14,200 17, 
a PEAEN a 2,900 5,800 9.200 
ra 230,000 284,000 338,000 
Los Angeles........... 138,000 192,000 : 
Loutadiie GEER 7,500 11,800 16,500 23,000 29,500 
Nibeailiks «osc 020s cces 5 600 9,900 14,000 20,500 26,500 
cles aknaes 6,300 8,300 10,400 14,400 1 $,500 
Milwediet. ..-...-... 26,700 36,000 44,500 58,000 ? 0,200 
Minn.—St. Paul........ 17,100 26,500 — — a 
. ‘ 
PENG 65 ose cess 5 
New Haven..........- 32,200 46,500 60,000 75,000 be yo 
Pie COONS. «oss 4,500 9,900 15,000 an ae 
i BN oak. 05S bases 650,000 795,000 894,000 1 ~~ pon F “pon 
be oe Fic ogee, 
13,400 18,500 
t 3,400 7,700 9,900 
oan ieee aoa 1,700 3,300 6,200 9,700 
Tc eiwransiins _— 1,200 3,500 Br 
Oia... esse esos «nue aan . 
eee 177,500 221,000 ; 
an ...........-. enmns 400 1,100 2,000 3,000 
Pender... 2.602005. 20,000 32,500 yrs 7 5 p00 1 00,000 
Portland, Oregon....... —_— a , : ’ 
ee 10,000 20,000 25,500 36,000 — 
eee 11,500 15,000 18,500 24,000 : pons 
ee ee 2,100 6,200 9,000 14,100 —_ 
Salt Lake City..... 5,000 7,800 10,000 13,200 — 
ee eres —— 1,000 2,900 = — 
Sen Olame.....--.-.-.- 3,000 4,900 6,500 ron 13,400 
San Francisco.........-. 8,200 24,500 44,000 65, — 
Schenectady......-.. 25,000 32,500 39,500 49,500 pose 
REE Eee ee 6,700 13,700 21,000 wo peo 
SE ree —— fc : 
os 32,100 46,500 $9,000 nae 77,000 
St. Petersburg. ......-. —— } . ; 
ee 4,200 8,500 12,300 18,000 pn 
No av ccrasishens 15,000 22,000 28,500 38,000 500 
MS cece bax casters —— 2,500 4,900 7,8 
a cd wlckins 800 2,200 3,900 s 000 
Washington............ 48,000 62,000 71,000 pry —— 
Wilmington.......-.-.. 4,000 8,000 9,000 b } 
WR sccciclawsaevne 51,400 — npiens — 
MR aS ost eraas swans 1,858,000 2,425,000 2,950,000 3,735,000 4,523,000 
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trouble convincing 
rent, for a short period anyway, than to buy. 


TRADE-IN RENTALS 
ARE GRAVY 





THE SALES CONTRACT means that another refrigerator will make money 
for LeMoine. If the customers decide to buy the appliance at any time 
they can apply one-third of the rental cost to the purchase price. 
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A REBUILT REFRIGERATOR catches the prospects’ eyes and a salesman has no 
incm tnat it will g.ve good service and is a lot cheaper to 


ts ORE: 





iin 


+ 





YOUNG COUPLES are among LeMoine’s best rental customers. Unable to afford 
new appliances, they can rent a radio for as low as $2 a month, a vacuum 


cleaner for $3, a washer for $3.50, and a refrigerator for $5. 


LeMoine Bechtold of Denver, Colo., would 


rather rent out a trade-in refrigerator than 


sell it outright because rentals show a 


greater profit per unit 


ENTAL service on reconditioned 
refrigerators, washing machines 
and radios has proven the ideal 

solution to the trade-in problem 
at LeMoine’s, outstanding Frigidaire 
dealership in Denver, Colorado. 

The LeMoine organization, headed 
by LeMoine Bechtold, does a volume 
upwards of $500,000 per year in the 
Colorado capital city, the heavy end of 
which is concentrated in refrigerators 
and washing machines. Naturally, such 
a volume engenders plenty of trade-in 
dealings, with a swap now involved in 
at least 15 percent of all refrigerator 
sales, and more than 20 percent of all 
washing machine transactions. 

“We expect the need for trade-in 
offers to increase rapidly during 1949 
and 1950,” Bechtold explained, “as 
tighter money conditions make it neces- 
sary for homeowners to budget appli- 
ance purchases more carefully. Women 
who heretofore were willing to give 
away or junk old boxes or washing ma- 
chines are now shopping the dealers 
for the best allowance offer, and con- 
sequently, it is always going to be the 
store which can absorb the most trade- 
ins which will wind up completing the 
most sales. 

“However, we aren’t worried about 
the increase in trade-in deals, because 
we have always found that we can 


OCTOBER, 


either resell a refrigerator which has 
been well reconditioned and refinished, 
Or more important, that we can in- 
variably rent it out on a monthly- 
rental basis. Over the long run, we 
much prefer the rental method.” 

Renting of used appliances to low- 
income customers has been an out- 
standing merchandising asset at Le- 
Moine’s for more than seven years, 
Bechtold having gone into the field 
during the middle of the war, and per- 
fecting the system with constant 
changes ever since. Getting an early 
start on this market freed him from 
entanglements with Regulation W, 
when in effect, inasmuch as the gov- 
ernment permitted appliance dealers 
who had an already established rental 
policy to continue operations. There- 
fore, LeMoine’s has had as many as 
125 refrigerators, 400 radios, and 75 
washing machines out on rental at a 
time, 90 percent of them procured di- 
rectly via the trade-in route. 


Rentals Profit More than Sales 


“Tf renting operations are carefully 
handled, they can be the most profitable 
means of obtaining new customers and 
at the same time absorb all of the 
worthwhile trade-in refrigerators and 
washing machines which the store 

(Continued on page 224) 
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Specialists in Super Service 


Not just another service operation, Panhandle Appliance 


Service Center, Amarillo, Texas, handles rush repairs for 


manufacturers, distributors, dealers, and consumers 


By GRIER LOWRY 


“ICHAEL MELOT, a cowboy- 
hatted young Texan, has hit 


the jackpot with a setup de- 
signed to cure the repair service woes 
of dealers, distributors and house- 
holders. 

Labeled an “Exclusive Repair Sta- 
tion and Parts House’, the Panhandle 
Appliance Service Center, Amarillo, 
Tex., has filled a long standing void 
in Texas home appliance merchandis- 
ing. 

“When I was a salesman for West- 
inghouse and the Independent Elec- 
trical Jobbers,” he says, “covering New 
Mexico, Oklahoma, Kansas and Colo- 
rado, I saw appliances stacked to the 
ceiling at dealers’ and wholesalers’— 
some waiting for parts or authoriza- 
tions from manufacturers to return 
them to the factories for adjustments, 
repairs, etc. If lucky, the authoriza- 
tion came thru in three weeks—but 
sometimes it was three months and the 
owners feverishly demanded return of 
their merchandise. 

“Dealers cold-shouldered lines on 
which they couldn’t obtain prompt and 
proper service. A customer went to 
a dealer down the street and bought 
another brand of iron when the first 


dealer approached advised repairwork 
might require a month or two.” 

After witnessing this state of affairs 
for a few years, Mike Melot suddenly 
realized that there might be a place 
under the Texas sun for an appliance 
service depot—a setup that advertised 
service, and produced. 

In a preliminary analysis of the 
possibilities, Mike confronted ninety 
percent of the dealers in the state he 
travelled with the plan; almost to a 
man, they jumped on the bandwagon, 
sending him from their doors with 
their backslaps of approval. 

“It was a gamble, though, and | 
gambled,” says Mike. “Before I con- 
sulted a single manufacturer, I invested 
$4,000 in equipment, stockbins, work 
benches and shipping material. My in- 
itial payroll listed one shop foreman, 
with experience; an ex-railroad man, 
no experience, but eager; and yours 
truly. Then I took off for the East.” 

In the East, he went from one manu- 
facturer to another, camping on sales 
managers’ desks “until I sold them, or 
they surrendered from sheer exhaus- 
tion.” 

Proctor Electric, Universal, 

(Continued on page 150) 


Sun- 





NINETY PERCENT of Panhandle’s repair business is conducted by mail, which 
means that clerical detail is heavy. Hence, partners E. B. Hawkins and Michael 
Melot and bookkeeper Eleanor Ubben don’t have any free time. Looking on is 
Herbert J. Carter, Sunbeam Corp. representative. 





EFFICIENT ORGANIZATION of the work made it possible for the company to repair 7,217 items during its 


first eight months in business. 
eliminates delays. 
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Running inventory on parts keeps the bins well-stocked in advance of demand, 
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THIS YOUNG EMPLOYEE walks the streets to put 
pennies in parking meters that have run over time. 
An explanatory card builds good will. 
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YOUNG HOUSEWIVES in the Chicago area drop quarters in some 3,000 
Thor machines located in apartment houses, enough washers to provide the 
company wth a fat file of facts and figures on the requisites of metered 


appliance operation. 


Back in popularity after years of near oblivion, 


the coin meter can be an effective sales tool 


for merchants who know how to use it 


HE end of the government’s 

Regulation W and the growing 

use of no-money-down sales, has 

given coin metered appliances the big- 
gest shot in the arm in a decade. 

For it appears that there is a host 
of young folks who cannot pony up a 
third, twenty percent, or even ten per- 
cent cash down payments, but who are 
able to carry out monthly obligations 
on an appliance. These, then, are the 
ones who are responding to the pub- 
licity offering these quarter catchers. 

Truth is, the young folks just don’t 
have enough fat on their ribs to do all 
the buying of things that they need. 


Differences in Buying Groups 


Said the Federal Reserve 1949 Study 
of Consumer Finances: “There (are) 
considerable differences in the buying 
performance of various age groups. 
The buyers’ coming from age brackets 
in which marriages and births are 
most frequent, 25 to 44, bought con- 
sumer durable goods more frequently, 
and spent somewhat more on the aver- 
age than did other age groups. More 
than half .. . reported at least one 
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durable goods purchase—while only 
one-sixth of (those) over 65 made 
such purchases.” 

The coin operated control, or “piggy 
in life was foiled by the war, offers 
the greatest demand for appliances, 
and the least savings with which to 
buy them. High employment makes it 
possible for them to carry their con- 
tracts. 


Coin Meters Used Before War 


The coin operated control, or “piggy 
bank,” is not new. It appeared in 
1930, and was widely used before the 
war. There are several makers of 
them today, including: General Appli- 
ance Corp., Springfield, Mass.; Inter- 
national Register Co., Chicago; Wil- 
liam J. Doherty Co. (Robco), New 
York City; M. H. Rhodes (Mark- 
Time), New Jersey; Miller Harris 
Co., Milwaukee; Walker Electric, 
Worcester, Mass.; Welcome Meter 
Co., Los Angeles; and Terman of 
Chicago. 

Kelvinator and Frigidaire refriger- 
ators speedily became available with 
coin attached collectors, and in Chi- 
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cago the idea of “let your friends pay 
for your entertainment” won atten- 
tion. Boutells of Minneapolis has had 
a refrigerator deal; in Albany and in 
Erie, Pa., slot machine campaigns 
were conducted. Gimbels and the Val- 
ley Appliance Co. in Milwaukee were 
active; so was May Stern in Cincin- 
nati. Fish Furniture, Chicago, hit upon 
the ingenious scheme of employing a 
meter to sell electric ranges. Coins, of 
course, continued to go into the re- 
frigerator meter already in use. Thus 
220 volt current complications were 
sidestepped. 

The Grand Leader Store, South 
Bend, quickly discovered that there 
was horsepower in its meter advertis- 
ing. In a town recovering from the 
Bendix strike, sales jumped from a 
normal of 10 refrigerators weekly to 
294 in seven days. Twelve percent of 
the applicants were turned down for 
credit reasons. In fact, the store ran 
out of Kelvinators and when the ad 
was repeated, it was stretched to in- 
clude ranges and freezers. 

Kelvinator experts in Chicago 
thought the idea best fitted indus- 
trial areas. The same deal in Dubuque 
brought in only nine sales. 


Where to Be Careful 


Operators report that the credit 
standing of prospects has to be checked 
up as carefully as if the prospect were 
making a down payment. This way a 
large number of reverts is avoided. 
Shoving stuff out blindfolded is a 
sure way to court trouble. 

The return of the meter as a selling 
tool gives the dealer several strings o 
his bow: 

1. It offers an easy way to sell good 
risks. 

2. It gives him a chance to build 
up a rental fleet, particularly if he is 
overstocked; while washers and re- 
frigerators are lines most generally me- 
tered, other items are possible. 

The new generation of dealers has 
had little experience with meters. A 
series of questions bobs up when one 
contemplates putting out machines in 
which the user has little investment, 
and where the temptation of a box full 
of money is added. How about skips? 
How about robbery of coin boxes? 
How about thefts of appliances? How 
badly damaged do they get? 


Experience with 3,000 Washers 


Paul Welchans of Thor, Chicago, 
probably has had more experience with 
meters than any other user in the 
country. He has supervised their oper- 
ation on rental washers for years all 
over the country, and today is in 
charge of a rental fleet of 3,000 ma- 
chines in Chicago. 

The Thor plan is to place machines 
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in 12 or more apartment buildings, 
Each washer is used about three hours 
weekly by five families or more. 

Robbery of coin boxes, says Mr. 
Welchans, happens to about one ma- 
chine out of 3,000 per month. It is 
usually committed by teen age kids 
early in the evening, kids who gen- 
erally live about three buildings away 
and know the lay of the land. Aver- 
age loss is $5. Charge against them, 
when caught, is damage of property, 
which is a misdemeanor. Prosecution 
takes place only on confession. 

In depression times break-ins were 
by adults, particularly in 1935, 1936 
and 1937, some 30 a day taking place. 
Pickings are too small for professional 
attention. 


200 Machines Per Man 


Mr. Welchans says that one man 
can handle service and collection on 
about 200 machines. Automatics take 
more time to maintain than wringer 
type. Good service is a must on a me- 
ter operation. Thor is able to get a 
man there in an hour. Incidentally, 
pumps are taken off rental washers; 
they offer just one more thing to go 
wrong. 

About 40 percent of Thor’s calls are 
on meter trouble. The firm has em- 
ployed both mechanical and electric, 
and prefers the electric type. Most of 
the difficulty is due to coin jamming. 

Originally Thor chained every 
washer rented, but this has been 
found unnecessary. After four years 
of service the washers are rebuilt and 
sold at a nominal profit. This has been 
found best, as machines do not get the 
attention an owner would give them. 

Usual setting of the meter is 20 
minutes for 10¢. Sometimes it is 30 
minutes. The owner of the building is 
given 10 percent of the gross to pay 
for electricity. Some four percent of 
gross collections go for liability in- 
surance, with a rebate coming back 
after seven years. 


Rental Field Not Overcrowded 


Biggest opportunity for washer 
rental, says Mr. Welchans, is in towns 
of around 50,000 or wherever there are 
apartments. New York, with 22,000 
meters estimated in use, has the largest 
concentration of these devices. A 
dealer with a good operation should 
recover $20 a year before taxes on 
each $100 invested, he says. 

Furthermore, says Mr. Welchans, 
on sales, where single owners are con- 
cerned, 70 percent of meter troubles 
are avoided. On a grand scale oper- 
ation, meters permit effective sam- 
pling, and this eventually pays off as 
most people prefer to own their own 
appliances, and like best the makes 
they are familiar with. End 
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SELLING | 8 van 


IN-STORE SIGNS promote meter plan. Gadget can be used in selling ironers, washers, 
radios, television sets, but merchants find it’s better to attach meter to refrigerator, 
which has to keep running. 





General Furniture, Chicago, one of the first post- 


war users of meters, sold 2,600 refrigerators in 


nine days with its “No down payment” plan 


the General Furniture Co. store 

in Chicago three times in one day 
because there were too many people in- 
side for safety. 

Twice the store had to close early 
because exhausted clerks had been 
run ragged trying to handle the mobs 
who turned out to buy refrigerators. 

What was behind this human stam- 
pede? It’s simple. Eugene Coyne, 
general manager of the company, 
merely had dusted off a merchandising 
trick that had been tucked away in 
moth balls since the dollar-tight de- 
pression days of the 1930's. 

The trick was the Meter-Matic, a 
little black box that looks like a piggy 
bank with the face of a clock on it, 
and the magic buying slogan, “No 
money down, as little as 25¢ a day.” 

Full-page advertisements in four 
Chicago newspapers announced the 
plan to the public and quickly snatched 
the refrigerator industry out of a sell- 
ing slump that hadn’t been so acute 
since before the war. 

Nine days after the promotion 
opened, 2,600 refrigerators—Norge, 


\IREMEN came around to close 


Kelvinator, Admiral, Philco, and Cros- 
ley—had been sold, Coyne said. He ex- 
pected the figure to total 3,500 in an- 
other week. 

Asked what percentage of the 
people attracted to the store by the 
advertisements actually bought under 
the meter plan, he said, “Almost 110 
percent of them.” 

“It’s an excellent enforced-saving 
idea for people in the low income 
brackets,” Coyne pointed out. “It costs 
less per day than ice they had to buy 
for old-fashioned boxes.” 

Advertisements told people how 
they could get a refrigerator quickly, 
cheaply, and almost painlessly: The 
Meter-Matic would be attached to the 
box, out of sight if the customer 
wished. By inserting a quarter a day 
(or two a day, depending on the price 
of the refrigerator and the installment 
conditions) the machine would con- 
tinue operating for 24 hours. Other- 
wise, the gadget would disconnect the 
electricity from the refrigerator. 

At the end of each month, a service 
man would call on the customer, 

(Continued on page 230) 
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SALESMAN SHOWS customers how Meter-Matic plan will enable them to 
get box with no down payment, as little as 25¢c a day. Note dial, which 
tells customer when time period ‘‘bought’’ is about to run out. 
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THIS TYPE of advertising in four Chicago newspapers brought crowds 
to General Furniture Co., forced firemen to close store three times in 
one day. Firm sold 2,600 refrigerators in nine days under meter plan. 
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si ARY Proctor’s Ironing Book” operations. Blueprints of recom- 
just off the press and pub- mended step-saving arrangements for 
lished by The Proctor Electric Co., laundry rooms and combinations are 
Philadelphia, Pa., is not just another included. 
book of ironing techniques. It is a A list of laundry supplies and equip- 
textbook on the art of washing, iron- ment necessary to maintain an efficient 
ing, and keeping the American family home laundry, and an orderly produc- 
starched and clean with a minimum of _ tion-line procedure for doing the laun- 
physical effort. dry are given; also listed is up-to-the- 
No problem in housekeeping has minute information on sorting, soaking, 
been too trivial for consideration in boiling, washing and rinsing. A table 
this “cookbook of laundering” with of approximate weights of the various 
its 1016 tested recipes for making garments and household linens used in 
vig WAYS washing and ironing easier. And ev- an average household is included in 
ve wont rose Sessits ery problem from the big family wash _ this section. 
i, to the smaller, but equally important Hanging the wash, taking it in, 
problems of the “washbowl laundress” sprinkling and folding, are other inter- 
and the baby’s wash is covered in this esting chapters with information on 
book. how to do these operations with a 
minimum of effort and a maximum of 
good results. “It isn’t necessary to 
It should prove a valuable tool to dampen the entire surface of flat 
NEW hand ironing textbook published by dealers for use in advising their cus- pieces,” says Mary Proctor. “Non- 
Proctor has plastic coated cover : : : . ; By ; 
tomers in the selection of laundry’ sprinkled surfaces, when properly 
equipment, as well as an aid intraining folded, absorb much of the original 
their salesmen. It should also serve as moisture.” And she illustrates in a 
a basic textbook for home economics — series of picture sequences the most 


* departments in high schools and col-_ efficient way to sprinkle and fold for 
leges where proper equipment use is dry and steam ironing every imagin- 
taught. able piece of laundry from sheets and 

On the assumption that ironing is pillow cases to the frilliest slips and 
only half the laundry battle, the book _ blouses. 
starts out with a chapter on the all- In addition, there are more than 400 
important matter of when and where _ step-by-step, how-to-do-it pictures 
New Mary Proctor textbook on the use of iron should be _ to do the laundry, discussing the need and diagrams illustrating every phase 
for providing adequate space in the of the ironing process—dry and steam. 
valuable sales and demonstration tool for appliance trade kitchen or basement for all laundry (Continued on page 242) 
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HOW TO IRON ... with steam iron Ro or dry iron & 


CHILDREN'S DRESSES 





CHILDREN’S DRESSES 








STEP-BY-STEP IRONING 
2 WONT COUR A @ vert couse 
AND SHOULDER a rR AMO SHOULDER 
* aes 2" 
. , 
ON A Divert sceve 
AT TT los vee @ 


10 RIGHT 


4 @iGert SaeEve 
( FQud DEtvE 50 NT 


1$ DOUBLE 4N0 #08 
ftvet) 





5 . “a “ 1 Ploce dress on boord as shown Put yo and dowr * colior and shovider 




















sside half of right sleeve, g 3 Now iron around inside of sleeve, pointing the ir 8 fe the dress over the tapered end of the board stline seam. Retease leg. Slide over 
nto the gathers and over the | 5 oF cu Thos m from hemline to woistline. ron seams well to g and iron bodice. Finish ironing 
cocvler crease gives the sleeve a puffed ‘oo prevent puckerw am hem to woist to badice 
; 
) { 
by the shoulders ond Z turn the 10 Remove dress from boord and iron streamers or ties 
the left sleeve is in position to os shown first one side, then the other. Hang on 
hanger ond place on rock to dry completely, 
74 








HEM 


PICTORIAL DIRECTIONS for ironing a child’s dress—note the line drawing diagram top left outlining the various steps. 
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SPECIALTY SELLING to women means for Southern Electric a special effort to demonstrate to women’s 
Partner Pincus Feinberg unlocks the mysteries of ironer operation for the Junior Women’s Club of 
Tallahassee, reaching many prospects who are in the process of outfitting their homes. 


clubs. 








CONTESTS WILL always catch a woman's interest, says J. M. Feinberg (left), especially when you tell 
them about it on the radio and make entry as easy as just registering their name at the store. 


TEVER underestimate the buy- 
ing power of a woman, says J. 


M. Feinberg, paraphrasing a 
well known advertising slogan. And 
Mr. Feinberg doesn’t. Along with his 
brother, Pincus Feinberg, he owns and 
operates the Southern Electric Co., at 
116 South Calhoun St., Tallahassee, 
Fla., one of General Electric’s largest 
retail appliance outlets in west Florida. 

“Here in Tallahassee, women buy 
from 75 to 80 percent of all appliances 
sold,” he says. “That’s why we have 
geared our selling plans to appeal to 
the housewife. In the appliance field, 
it’s a woman’s world.” 
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Advertising is the first example of 
the Feinberg technique in appealing di- 
rectly to the woman buyer. The firm 
writes and designs its advertising copy 
with the woman reader uppermost in 
mind, 

“When the average woman reads an 
ad she is more interested in what an 
appliance will do for her, in relieving 
the daily load of housework, than she 
is in what it costs. That’s exactly op- 
posite from the male reader’s point of 
view. He doesn’t have to do the house- 
work, but he has to pay for it. 

“The fact is, when a women reads an 
ad she is continually thinking to her- 
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self, ‘That machine would fit exactly in 
the nook next to the stove. It matches 
the other equipment in the kitchen, too. 
It’s just about the right height,’ and 
similar thoughts. Advertising, to be en- 
tirely effective in stimulating woman’s 
interest, must appeal to these inner 
reaches of her mind.” 


Contests Are Appealing 


The Feinbergs, in analyzing the buy- 
ing psychology of housewives, have 
found that contests have a natural ap- 
peal. While preparing dinner, or sew- 
ing, or bathing the baby, women fre- 
quently listen to the radio. If a timely 





VISUAL DEMONSTRATION is much more effective with 
women customers than reading something out of a book. 
Men like to read instruction booklets, but women don’t. 


Something 
For the Girls 


“Women do most of the appliance 
buying, so let’s design our selling to 
fit their psychology,’ reasoned the 
Southern Electric Co. of Tallahassee, 
Fla. The result is an unusual adver- 


tising and merchandising program 


contest is brought to them at such 
times, the Feinbergs reason, they auto- 
matically think about it and work on 
it while continuing their chores. The 
reasoning process may run something 
as follows: “Well, all I have to do to 
get a chance at that new washing ma- 
chine is to stop in and register. It only 
takes a minute or two and doesn’t cost 
a thing.” 

“Dear to the hearts of most women 
are the clubs to which they belong,” 
says Mr. Feinberg. “There’s always a 
drive to raise a little extra money or 
to furnish a club house or to take part 

(Continued on page 248) 
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CAREFUL HANDLING and loanee instruction has kept to a minimum scratches and other damages on the new boxes 
which the company loans to repair customers. Hanley (left) has efficient repair shop, sells old boxes at a profit. 


_.. Lead to Sales 








THIS PROSPECT’S old refrigerator is being repaired and he is pleased enough with the new one which A. E. Hanley 
(right) has lent him and the attractive trade-in offer that he visits the store to select a new Frigidaire. 


When Hanley & Co., Maplewood, Mo., takes a refrigerator for repairs, 


it is replaced with a new one—and often the old one never goes back 


HIGHLY effective new ap- 
A prceet to the refrigerator pros- 

pect has been developed by 
Hanley & Co., Frigidaire  appli- 
ance dealers at 2907 Sutton, Maple- 
wood, Missouri, through offering 
repair-service customers the use of a 
brand-new Frigidaire, while the old 
box is undergoing reconditioning. 

A. E. Hanley, head of the store, 
who has used the soubriquet of “Hot 
Syrup” Hanley in a decade of appli- 
ance merchandising, has found an ex- 
cellent response to the idea—inasmuch 
as almost every customer who uses a 
brand-new refrigerator in her kitchen 
during the loan period is almost certain 
to be a new-refrigerator purchaser at 
some time in the future. In fact, the 
dealership has already rung up several 
sales, in which home owners who had 
sent in an old refrigerator for repair 
telephoned a couple of days later and 
asked for a trade-in allowance on the 
box, stating that they wished to keep 
the new refrigerator which had been 
loaned them. 

Hanley, a service-minded dealer, has 
built up one of the largest and best- 
equipped refrigerator reconditioning 
shops in the southwest St. Louis area. 
In addition to maintaining all of the 
boxes sold through his own firm, he 
offers domestic refrigerator service to 
local residents at flat rates, and has 
a reputation for “getting the job 
done” in a minimum amount of time. 
The shop, staffed by four mechanics, 
is large enough to recondition for re- 
sale all trade-in refrigerators accepted 
on new Frigidaires, as well as paying 
its way through steady service volume. 
Along with a fixed schedule of prices 
for various repair operations on cus- 
tomers’ refrigerators, he has developed 
several “flat rate overhaul” prices, 
which cover complete rejuvenation of 
refrigerators of all makes, including 
new hardware, a new paint job if de- 
sired, thorough overhauling of the 
unit, thermostat, controls, etc. Success 
of this “complete overhaul” plan, which 
has enabled many housewives to con- 
tinue using old refrigerators during 
the inflationary cost period, gave rise 
to the new “loan-out offer”—which, 
first offered in May, has been achiev- 
ing sensational! results ever since. 


An Advertised Plan 


The plan is entitled “Refrigerator 
Accommodation Plan” and has been 
advertised by half-page ads, appearing 
in St. Louis neighborhood newspapers 
covering the populous southwestern 
suburbs of the city. The ad is headed 
“‘Hot Syrup’ Hanley says: If your 
old refrigerator needs rejuvenating ... 
we'll fix it! And you can use one of 
our brand-new 1949 model Frigidaires 
absolutely free while your refrigerator 
is being repaired.” In the center of 
the ad is a cut of a 7-foot Frigidaire, 
and, at the right, copy explains, “Here 
is how it works. If your refrigerator 
needs refinishing or repairs, regardless 

(Continued on page 249) 
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The John A. Brown Co., 
Oklahoma City, has gone in- 
to high gear with 16 outside 
salesmen, a self-supporting 
trade-in operation, cooking 
schools, and an encyclopedic 


follow-up system 


OUGH competition for the ap- 
pliance prosnect’s dollar is mak- 
ing necessary a new kind of 
selling to produce maximum profitable 
volume in 1949 and later years, ac- 
cording to the John A. Brown Co., 
appliance retailers in Oklahoma City, 
Oklahoma. 

Brown’s, long a top-volume dealer 
in the Oil City, has just completed a 
sweeping reorganization of appliance 
promotion methods, designed directly 
to “gear us up for a tougher selling 
market.” Under the watchful plan- 
ning of Ray Hodge, veteran major 
appliance manager, a four-point plan 
has been adopted which includes: 


1. A beautiful new store with completely 
segregated departments for every major ap- 
pliance and live kitchens for cooking schools. 
2. A minimum quota of outside calls per day 
for a 16-man sales crew, alternating eight 
in and eight out daily. 

3. Complete cardfile records on every appli- 
ance sold, for followup five, six, or ten years 
in the future. 

4. A well-organized service department which 
can handle any type of trade-in to show a 
profit on used appliance sales. 


The first step was the remodeling 
of a former cafeteria in downtown 
Oklahoma into the biggest appliance 
store in the Oil City. Done in pastel 
green with low partitions segregating 
each department, the first floor includes 
home freezers, refrigerators, ranges, 
washing machines, automatic laundry 
equipment and space heaters, backed 
up at the rear with two complete “pack- 
age kitchens” designed to appeal to 
average-income and __ better-income 
prospects respectively. Both kitchens 
are set up for regular use in cooking- 
school demonstrations, which Brown 
offers on a daily basis. 

Upstairs, on a mezzanine balcony 
where crowds of downtown workers 
formerly ate their lunches, Hodge ar- 
ranged for separate showrooms for 
radios, radio phonograph combinations, 
enclosed studios for television (WKY- 
TV in Oklahoma City), and to use 
up a lot of available space, a piano 
department. Every section is arranged 
for individual operation without dis- 
traction from the next. Shown through 
the entire lineup are Frigidaire, Ben- 
dix, Universal, Magnavox, Speed 
Queen, Philco, Hotpoint and Easy 
products, all top lines carried by the 
store for years. 


Big Outside Crew 


Whereas in past years the Brown 
Store sold the bulk of its volume to 
“drop-in customers” due to heavy 
downtown traffic, Hodge had no illu- 
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WORKING KITCHENS are important tools in Brown’s new store and in Brown’s new selling program. 











held here furnish more prospects for the outside sales force to follow up. 


4-Point Program 
for the 
Buyers Market 


sions about this ideal situation con- 
tinuing for long. Therefore, his 
second step was to create the biggest 
crew of outside specialty men in the 
state, consisting of 16 well trained 
salesmen, all college graduates and 
sent through manufacturers’ schools 
one after another. “The outside crew 
will alternate,” he explained, “with 
eight men on floor duty one day, and 
eight out. Every day they will switch, 
using outside time to follow up leads 
accumulated on the floor or by the 
office.” 

Brown’s outside salesmen, who 
drive their own cars and are free to 
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Cooking schools 








sell prospects in any section of the 
city, are paid a straight seven percent 
commission on all sales, substantially 
above the average in this section of 
the country. In return for this, each 
guarantees to follow up every sale 
within one week after installation. 
“We penalize each salesman who for- 
gets to make a callback,” Hodge says, 
“by sentencing him to three extra days 
outside without floor time. This is 
actually only a gag, but it is sufficient 
to make sure that every man shows 
up to help the housewife make adjust- 
ments and pick up prospects in the 
process.” 





EVERY SALE made by Brown’s is listed in this voluminous 
card file, a cumulative encyclopedia of prospects which 
has been ten years in the building. Every five, six and 
ten years after a sale a salesman makes a callback. 


Hodge has invented what he believes 
is a sure-fire means of supplying a 
stream of prospects. When making 
his callback at the user’s home, the 
salesman must get the names of three 
neighbors, two adjoining and one 
the street. Then, after the call- 
back is completed, the salesman visits 
each home, introduces himself, and 
asks what appliances the housewife is 
interested in. The first customer’s 
name is used as an entry with the 
other three, which, Hodge reports, 
“works like a charm.” 

“It is difficult to get salesmen to 

(Continued on page 220) 
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HIS OWN receipted electricity bills for the operation of appliances in his own home, including an electric range, are the clincher which dealer Paul 


Sadler (left) uses to convince prospects that it costs no more to cook electrically. 


Receipted Electric Bills Clinch Range Sales 


In New Orleans dealer Paul Sadler proves that electrical appliances are economical to operate by 


simply showing prospects receipted utility bills for his own home, completely 


GQONOME consumers think this is 
a gas range town. So do a 


lot of New Orleans dealers. 
But I don’t believe it. We go out 
after electric kitchen and electric range 
sales and we're selling plenty !” 
That is the challenging report of 
Paul W. Sadler, president of Sadler, 
Inc., New Orleans. When he opened 
the store after the war ended, Paul 
Sadler determined to concentrate upon 
sales ot complete kitchens, with special 
emphasis on electric ranges. He car- 
ries the entire Hotpoint line, in addi- 
tion to other electric appliances. It 
wasn’t long after he launched the busi- 
ness that Mr. Sadler realized that New 
Orleans at the time was, indeed, a “gas 
range town.” 
“There was no reason why gas 
ranges should sell so well and electric 
ranges so poorly by comparison—then 
or now,” he says. “I am sold on elec- 
tric kitchens myself. My own home 
is completely run by electricity. But 
the field here had a lot of obstructions 
and hurdles that had to be overcome. 
The biggest stumbling block to selling 
electric ranges is a widespread idea 
that the comparative gas and electricity 
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rates here make the operation of elec- 
tric ranges expensive. That’s a lot of 
nonsense. But the idea has to be 
broken down and we have a working 
system for breaking it down.” 


The Sadler System 


3asically, the Sadler system involves 
two steps. They are: (1) Strong and 
consistent advertising that features the 
economy and comfort of electrical kit- 
chens. The ads, in themselves, are not 
designed to close any sales. They are 
meant to pull traffic and inquiries; (2) 
strong selling to prove the fallacy, by 
dramatic, understandable means, of 
the idea that electric kitchens cost pro- 
hibitive sums to operate. 

“No one insertion in any paper, and 
no single direct mail or radio effort 
could possibly do the job. This is 
primarily an educational task. Con- 
sistent advertising is the answer. Our 
ads appear every week in the three 
New Orleans daily newspapers. Most 
of these insertions are small, one- 
column advertisements. To supple- 
ment the continuing, small advertise- 
ments, we run larger ads, some as big 
as a quarter page. That is quite an 


advertising campaign for a store that 
is a long way from being New Orleans’ 
largest appliance outlet. 

Faced with a constant objection that 
always takes the same form—‘“Yes, 
Mr. Sadler, it looks good; I like it; 
the price is right; but I cannot afford 
the terrific electricity bill I would have 
if I tried to cook with an electric range 
instead of a gas range”—Mr. Sadler 
has developed a stock answer. It goes 
like this: 

“You are wrong, Mrs. Smith. This 
electric range definitely will not cost 
you any more to operate than a gas 
range costs. Let me show you proof.” 

With that, Paul Sadler produces 
from a desk drawer where he always 
keeps them handy, a file of receipted 
utility company bills. They extend over 
three years. 


Electricity Costs No More 


“Here, Mrs. Smith, are my own light 
and gas bills for the past three years. 
Two years ago, I put in a complete 
electric kitchen in my own home. In- 
cidentally, you should see it—and see 
the ease with which we run our home 
today. Now please note, Mrs. Smith, 
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electrified for years 


the comparative bills for the same 
month, during one year when we did 
not have an electric range, and during 
two years when we did. Look them 
over carefully, Mrs. Smith. Note the 
figures. I haven’t paid any more to 
operate that electric range than we paid 
before we had it! And this Hotpoint 
range that you agree is the best and 
most efficient range for your kitchen 
won't cost you any more either! 

“T’ll tell vou what I'll do, Mrs. 
Smith, to prove further that electricity 
won’t cost you any more than gas: If 
your bills for any month run more than 
a dollar and a half over what they 
presently run, I’ll foot the difference 
myself. And I'll put that offer in 
writing.” 

The way to break down a fixed ob- 
jection that is held widely, says Mr. 
Sadler, “Is to state the objection be- 
fore the customer brings it up, putting 
it in terms of, ‘some people think elec- 
tric ranges cost money to operate, but 
they are wrong,’ and then giving all 
the objection-breakers in advance of 
the time when the customer raises his 
question. In that way, you leave him 
wide open for a sale.” End 
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Small 
Town 


Promoter 


Modern Home Appliance 
Co., Shrewsbury, Mass., is a 


small business in a small 


town, but it puts to effective 
use two important tools of 
the trade: using the user and 
outside selling 


ORCESTER, Mass., has a 

\ \ population of over 200,000 
people. Shrewsbury, located 
about eight miles east, has only about 
8,000. Nevertheless, Ray Taylor has 
located his Modern Home Appliance 
Co. in the smaller town and does a 
large share of his business in the city. 
Taylor’s business is still a small one 
by metropolitan standards; in 1948 his 
gross was around $55,000, probably 
double what it was in 1947. It could 
be a good deal smaller without the ag- 
gressive promotion he puts behind it. 
He has had to work for his sales ever 
since he opened the 550 Main St. store 
after a wartime stint in another field. 
Before the war he had a business in 























“GO AHEAD, FEEL IT. That bird is hard as a rock, but when it’s cooked it’ll taste better than the day it was killed,”’ 
Taylor (right) tells a prospective freezer customer. 


Sterling, Mass., another small town. 

Out of his small town experience 
and his dealings with New Englanders 
he has evolved three selling rules: (1) 
avoid high pressure, (2) use the user, 
and (3) get out and canvass. 


Avoids High Pressure 


Taylor avoids high pressure by 
using the user. “Ninety percent of 
our business is done through users,” 
he says. “Using the user you've got 
first hand information; the user has 
already done the selling for you; all 
you have to do is push the fine points. 
The user even sells the prospect on 
your service, provided, of course, that 
your service is good. You don’t need 
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DEMONSTRATION TELEVISION antennas were made up by Taylor out of pre- 
measured lengths of lead-in tape.* When he puts on a demonstration in a 
prospect’s home he lays these on the floor or tacks them to the wall. 
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to use any high pressure when the sale 
is already half-made for you by one of 
your customers.” 

The “no high pressure” rule doesn’t 
mean that Taylor can’t sell the cus- 
tomer up. Last year his Bendix auto- 
matic washers outsold conventional 
washers because he did just that. He 
sold 75 Bendixes and attributes them 
to selling up. “All you have to do,” he 
declares, “is sell the prospect on the 
idea that she doesn’t have to put her 
hands in hot water.” That one idea 
hits the prospect on comfort, 
venience and vanity. 

Modern Home Appliance does a loi 
more outside selling than some big 
dealers. Taylor himself gets out and 


con- 


he has three outside salesmen, two of 
them part time, ringing doorbells in 
almost all of Worcester County. Not 
all their calls are cold turkey. A fair 
follow-ups on leads. It 
amounts to a combination of using the 
user and outside selling. 

The outside men make about $75 a 
week, working on a straight 10 percent 
commission. When they approach a 
house they are armed with two aids to 
entry—a free gift, such as a pot 
cleaner, and the old reliable “I’m 
making a survey” routine. There’s 
nothing untrue about the survey angle, 
because everything they learn goes 
down in the prospect book. Once in 

(Continued on page 218) 
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THE INSIDE of Modern Home Appliance Co. is small and it doesn’t have an 
over-supply of floor traffic, but it does make an attractive headquarters and 
Taylor does most of his selling outside, anyway. 
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INFORMAL AND CHATTY ARE the “pie and coffee parties’ 


oven and plenty of coffee on hand, Mrs. Hart (pouring) tells 


NEIGHBOR NEIGHBOR 


staged by Mrs. Hart for her neighbors. With lemon pie in the 
all about the appliances her husband's firm sells. 


Neighbors all, Daytona 


Beach; Fla., residents flock 


No: 2 


to the Louis Hart home or 
store for informal parties 
which have made plenty of 
sales for Hart Refrigeration 


Service 


HE telephone rings and a pleas- 
ant voice says, “We're having a 


little coffee and pie party. Can 
you drop in for a few minutes ?” 

And that is the beginning of a suc- 
cessful sales stunt which over a period 
of several months, has brought friends, 
customers and profits galore to the 
Hart Refrigeration Service of Daytona 

Seach, Fla. 

The voice is that of Mrs. Hart, who 
worked up the idea of a series of “pie 
and coffee parties” last fall and who, 
since, has been selling and demon- 
strating ranges and refrigerators to 
her neighbors at home or in her hus- 
band’s spacious appliance shop. The 
homely and appreciated stunt origi- 
nated by Mrs. Hart is credited by her 
husband, Louis Hart, owner and oper- 
ator of the business, with having sold 
10 Frigidaire ranges to owners of 11 
houses in their own block. 

“We got the idea for the parties be- 
cause Frigidaire has always suggested 

(Continued on page 138) 
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... Sell the Neighbors 





NEIGHBOR NO. DeesdA happy housewife with a full Frigidaire kitchen 
installed by the Harts was sold, according to Mr. Hart, after attending one 
of his wife’s famous parties. The parties were so effective that 10 out of 11 
of the residents in his own block bought equipment from him. 
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NEIGHBOR NO. 2 e «te Mr. Hart beams on his best customer, who is 
shown signing an order for his 7]st purchase of a major appliance in two 
and a half years. Naturally, this customer and his wife are regular guests 
at the parties staged by Mrs. Hart. 
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GEORGE DUGE believes the distributor should carry most of the stock. Dealers are asked to invest time 
and effort. For dealers who don’t have a large volume, Duge Distributing’s services are a godsend. 


DAN HOUSTON is the daddy of the visualizing kit which 
permits prospects to set up replicas of kitchens-to-come. 


KITCHEN INSTALLATIONS 








ARE A SEPARATE BUSINESS 


Installation headaches are a thing of the past for kitchen dealers of the 


Duge Distributing Co., Cleveland. Two independent crews set up by the 


distributor employ all necessary experts and do the job economically 


AN Houston was with a Cleve- 
1B) land printing firm when one of 

the early problems of the com- 
plete kitchen industry was laid before 
him. 

A way to visualize a new kitchen in 
the prospective customer’s location was 
needed. Dan Houston understood how 
to manipulate scoring rules, and very 
shortly turned out a kit that could be 
mailed flat, and yet could be quickly 
folded into a miniature replica for 
use in filling a the size of 
the prospective customer’s kitchen. It 
was as much fun to put the thing to- 
gether as cutting out dolls. 

With this background he was 
equipped to visualize a new method of 
installing kitchens. 

As sales manager of the George 
Duge Corp., in charge of complete 
kitchen sales, he took a birdseye view 
of the history of the business. 

When the kitchen business first 
started it was rather an elaborate affair 
involving blueprints and projects that 
ran up to $5,000. Only a few big shots 
could afford them and the public was 
left to wish and wonder. 

When the small customer appeared 
on the horizon in the early days the 
job of installing was too formidable. 

The foreign element of Cleveland, 
where the wives do their own work, 
and really appreciate good tools and 
equipment, was the first to start buying 
kitchen ensembles piece by piece. 
Many a Giuseppe lugged home a cab- 


space 
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inet, assuring the dealer that he could 
hang it himself. These workers, many 
of them mechanics in factories, got 
hold of stilson wrenches, had pipe cut 
and threaded at hardware stores, and 
boldly tackled the plumbing jobs that 
went along. 


Reluctant Dealers 


The stuff was moving, Dan Houston 
said, but dealers were reluctant to get 
into the business. It looked like a three 
ring circus to them, with a plumber, 
carpenter, electrician, linoleum layer 
on the payroll, all costing money. 
Without a big volume it didn’t look 
smart for the dealer to do more than 
order for the occasional over the coun- 
ter buy. 

Schools were held by the distributor 
showing dealers how to install. At 
these places they measured up floor 
space, hung cabinets and got the hang 
of things. A lot of dealers have con- 
tinued to do their installation ever 
since. 

“We began to observe that certain 
dealers got the business,” says Mr. 
Houston. “We found that they had 
a plumbing connection or a handy man 
about the shop. 

“Bit by bit it became apparent that 
the handyman had a real opportunity 
in this business. In fact, the handyman 
started coming in to the distributor and 
wanted to get jobs of installing. 

“Out of it grew the determination 
of the Duge Distributing Co. to set 
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up two installing crews for dealers 
who didn’t have the volume. These 
two crews were independent organ- 
izations and actually built around 
handymen, carpenters, plumbers and 
electricians. 

“The operation is something like 
this: After a dealer has measured up 
a home, and turned the order over to 
us to fill, we (or he) call in an install- 
This group 
again checks the measurements, and 


ing crew. independent 
moves in with the necessary mechan- 
ics and the merchandise is picked up 
from the dealer. By routing the in- 
stalling crews with orders in 1, 2, 3, 
sequence, the boys can get busy and 
get things in and done in an astonish- 
ingly short time.” 

There are about 175 retail dealers 
which are selling complete kitchens in 
George Duge Distributing Co. terri- 
\bout 90 dealers are selling them 
in Cleveland, served by these installing 


tory. 
crews. The two crews each handle 
about 40 \bout 40 
dealers are putting in their own, hav- 
ing learned how to do it. 


dealers. other 


How Installing Crew Operates 


With the installing crew the dealer 
has a couple of ways of doing the job. 
He can collect the total bill and re- 
mit to the installing crew. Or, he can 
collect on the merchandise and let the 
installing crew collect on the labor. 
A dealer can carry the paper. 


For the handyman the installing 


business is a break. On one recent 
$2,100 job there was a $600 profit for 
the boss man after paying for labor. 
Both groups have been making good 
money. Furthermore, with labor the 
way it is today, it is an advantage to 
both dealer and distributor to 
labor on an independent payroll. 


have 


Standard Charges 


installing crew run 
for a sink, $40 for any 


Charges of the 
$35 base or 
cabinet, and if more than five 


installed, $3.50 apiece. 


wall 
cabinets are 
This kind of a deal is good only where 
the stuff is put exactly where the old 
equipment went. If the customer wants 
to move the sink to a new location, 
that is a different proposition 

The installing crew works with a 
truck, in which is carried plumbing 
tools, mallet, 
hammer, BX, patching plaster and the 
like. One installer has a bunk in his 
truck so that if a man gets too far from 


wrecking bar, rubber 


home he can spend the night there. 
The typical customer spends about 
$400 for modernization, taking two or 
bases, one kitchen sink, about 
Installation runs 
from $60 to $75. As a rule they buy 
from $75 to $100 worth of extras from 


three 


five wall cabinets. 


the installing crew. 

\bout 60 percent buy on time, pay- 
ing 10 percent sales that 
run over $300, dealers usually get about 
$50 down. 

(Continued on page 243) 
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WIDE-OPEN to customers’ eyes are all parts of the Moere-Tally service shop and 
this radio repair bench has been painted white to maintain the impressive atmo- 


sphere of cleanliness and efficiency. 


Does Their Selling 








GLAMOROUS on the outside, the store maintains an atmosphere in keeping with 
the wealth of Reno. Although many of its sales are simply telephoned orders, 
the company keeps its lines and prices right for the non-millionaires in its area. 


Moore-Tally, Inc., of Reno, has struck it rich in its 
golden market area by putting its promotional 
emphasis on service and using its repairmen as 


an indirect, but effective outside sales force 


PAGE 98 


sal, 


is 






TRADE-INS are an important part of the Moore-Tally operation, hence this 8x10 


ft. spray booth for painting reconditioned appliances. The firm maintains a staff 


of 22 servicemen. 


HE Moore-Tally, Inc., organi- 
zation in Reno, Nevada is a 
brand-new appliance retailing 
firm which has upended a lot of no- 
tions about appliance merchandising 
to “do it western-style.” 
Moore-Tally, with more than 155,000 
square feet in its super-modern build- 
ing near Reno’s famous gambling halls 
and casinos, is headed jointly by Joe 
Moore, a veteran of Savier’s electrical 
distributing firm of the samé city, and 
Milo Tally, who spent 16 years with 
Westinghouse as a manufacturer’s 
representative. When the Savier or- 
ganization, which comprises commer- 
cial refrigeration, electrical parts dis- 
tribution, appliance wholesaling, etc., 
elected to give up the retail field, Moore 
and Tally formed a partnership which 
blossomed into one of the largest ap- 
pliance stores between the West Coast 
and Salt Lake City. With sights set 
on a half million dollar per year gross, 
partners Moore and Tally have built up 
a unique business. 


$500,000 a Year 


Franchised with Philco, Westing- 
house, Youngstown, Healy, Pureaire, 
and a dozen other nationally-adver- 
tised lines, Moore-Tally does not be- 
lieve it inconceivable to do half a 
million dollars business in a city of 
only 30,000 population. ‘We are aim- 
ing for the entire trading area of 
northern California and northern Ne- 
vada,” Tally explained, “and we ex- 
pect to consummate this kind of a 
sales volume by putting our promo- 
tional emphasis on service. There are 
thousands of wealthy stockmen, miners, 
ranchers, etc., who have little or no 
opportunity for appliance repairs or 
service in the trading area, who are 
already responding to advertising, and 
we believe we’re well on the way.” 

Since service is the watchword with 
Moore-Tally, it is well to look over 
this section of the organization first. 
Moore-Tally has a staff of no less than 
22 servicemen, splt into two separate 
departments for radio repair, automo- 
bile radio repair, major appliance 
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overhauling, domestic refrigeration 
service, washing machine, electric 
range, and trade-in refrigerator re- 
pairs. “We inherited most of this 
staff,” Tally said, “in taking over the 
building along with a long-term lease. 
From the outset, we have had enough 
work to keep all of the servicemen 
busy, and we see no reason why it will 
be necessary to cut down.” In addi- 
tion to complete electrical repairs on 
any type of electrical home equipment, 
Moore-Tally will contract and install 
commercial refrigeration, carrying a 
complete stock of reach-in refriger- 
ators, beer coolers, home freezers, and 
packaged air conditioners. 


Glamor in Service 


The service arrangement is one cal- 
culated to encourage plenty of visits. 
Coming down a wide flight of stairs, 
the customer finds first the parts room 
with a retail counter handling a $3,500 
stock of handy parts for the home- 
owner, next a complete small appli- 
ance repair shop with a drum-shaped 
repair bench at which he may watch 
the work carried out, next an 18x20 
foot radio shop, done in immaculate 
white, free from the “messy appear- 
ance” usually associated with such de- 
partments, a 60x50 foot major appli- 
ance repair shop, the store’s display 
department, with a full-time window 
trimmer and poster-painter. In the left- 
rear, the building has been altered to 
provide a drive-in driveway which 
will accommodate two automobiles, 
permitting cars to be driven right up to 
the radio repair bench for efficient 
service no matter what the weather 
conditions may be. Each service de- 
partment has a staff of anywhere from 
three to seven men, all specialists, and 
the company from the outset has spe- 
cialized in getting small appliance and 
radio repairs “out the same day” for 
Reno visitors. 

One of the most helpful ideas which 
Moore-Tally has incorporated is an 
8x10 all-metal spray booth, constructed 
in the right-rear corner of the base- 

(Continued on page 212) 
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DROP A FROZEN PACKAGE, says Admiral’s Willie Mae Rogers, right. The thump it makes on the floor is convincing 





proof of the freezing ability of the low temperature compartment. 


Two-Temp Refrigerators Need Demonstrating . . . 


.. . Says Willie Mae Rogers of Admiral Corp. She has some ideas on how to do it 


HEN a woman uses her hips 

to bump shut the door of her 

refrigerator, she’s giving a 
demonstration that her method of oper- 
ation is different from men’s. And, as 
the Frenchman said, “Thank God for 
the difference !” 

The arrival of the two temperature 
electric refrigerator on the market in 
quantity is driving home the fact that 
it takes a woman’s viewpoint to sell 
them. For, standing alongside a con- 
ventional refrigerator, the two-temp 
box looks just like another denizen in 
a marble orchard. And a lot higher 
priced, too! What makes it worth the 
difference in price is what it will do. 
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So says Miss Willie Mae Rogers, di- 
rector of home economics for the Ad- 
miral Corp., and a housekeeper in her 
own right. 

“Up to now most two-temp refriger- 
ators have been sent out by distributors 
to dealers with no more than a tele- 
phone message, ‘We got one for you,’ ” 
says Miss Rogers. “They have been 
delivered into homes without an iota 
of instruction and dealers have been 
getting service calls on account of the 
moisture that collects on their walls. 
Some housewives have even stuffed 
towels in them.” 

Women use appliances, declares 
Miss Rogers, and they know what 
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their troubles are in the kitchen. That 
is why it behooves every distributor 
and dealer to employ the best feminine 
help he can in putting over the story 
of what this new two-temp box means 
in the way of performance, which justi- 
fies its price. With up to 80 percent 
of the families today already owning an 
electric refrigerator, the job in the 
future is to sell these people on re- 
placements. You can only obtain an 
order for a replacement when you prove 
that the new job will do things that 
the old one never dreamed of. And 
you have to use women’s language 
and explain women’s situations to 
drive home your point. 





ICE CREAM BARS given away to prospects and 
children are another proof of freezing quality. 





SMALL FAMILIES waste bread. Unwrapped 
slices stay fresh in the moist cold refrigerator. 





HOUSEWIVES who have leftover egg yolks can 
keep them fresh in one of the new refrigerators. 


“What annoys a woman making a 
white cake or an angel food is that 
she has a couple or a dozen egg yolks 
left over in a bowl after making the 
cake. She knows perfectly well that 
if you put these in a conventional re- 
frigerator they will dry out and will 
have to be tossed away within the next 
day or so. With a modern moist cold 
refrigerator, she can put them in and 
they will be fresh and usable for as 
long as ten days. 

“Take melons,” said Miss Rogers. 
“People like them cold, and they are 
always having trouble putting them in 
the refrigerator because they smell up 

(Continued on page 232) 
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PUPIL SALESMEN go to school under the Cooper-Louisville training program. Teacher 
H. H. Van Dyke, head of the firm's education department, teaches by example and 


A DISTRIBUTOR 
TEACHES SELLING 





EDUCATORS S. J. Rapier (right), president of Cooper-Louisville, and M. M. Scott, 
general manager, developed the company’s plan for relieving the shortage of trained 


and experienced salesmen. 
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demonstration, gets students to participate. He follows up on formal classes with 


visits to dealer stores. 


The Cooper-Louisville Co., Kentucky wholesaler, figured 


that the best way to overcome the dearth of good salesmen 


was to hire a teacher, set him up in a classroom and put 


him to work. Judging from results, it is an idea which could 


be put to good use by other distributors 


to teach retail dealers and their 

salesmen how to sell. Mr. Van 
Dyke sells nothing himselfi—except 
himself. But he is the head of a depart- 
ment which was expressly created to 
do something about the dearth of good 
salesmen. 

S. J. Rapier, head of Cooper-Louis- 
ville Co., Crosley’s largest Kentucky 
outlet, is the man who put Mr. Van 
Dyke in business as one part of a plan 
for building up a strong sales personnel 
among the hundreds of dealers who are 
serviced by the big distributing firm in 
Kentucky and Southern Indiana. 

Cooper-Louisville’s education pro- 
gram includes a sales training depart- 
ment which is an established part of the 
business and a follow-up of selling in- 
struction which serves as a refresher 
course and keeps the dealer sold on his 
lines. 

“Our sales training and education 
department is not just a title,” says 
Rapier. “It is an integral part of our 
distribution system just as is our sales 
department. The success of an appli- 


, job of H. H. Van Dyke is 
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ance distributor depends largely upon 
one factor alone—the ability of the re- 
tail dealer to sell. We realized this a 
long time ago, so we went out and got 
a teacher.” 

That description is a pretty literal 
one. Van Dyke is a teacher who knows 
how to get his message over. He has 
made an analysis of merchandise and 
merchandising methods, with particular 
emphasis on the art of meeting sales 
resistance and handling competition. 

“Mr. Van Dyke spends almost all 
of his time in the field,” explains Mr. 
Rapier. “He walks unannounced into 
a dealer’s store and asks permission to 
go through the line with the idea of 
finding out what products the dealer 
and his salesmen are unfamiliar with. 
That is his method of discovering the 
weak spots in the dealer’s selling rou- 
tine, and he immediately follows it up 
by teaching the dealer to overcome 
these weak spots.” 

At a meeting held in the firm’s head- 
quarters and attended by several deal- 
ers from the trade area, Van Dyke 

(Continued on page 136) 
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ECENTLY a reader wrote me 
an interesting letter, in part, as 
follows: “We sold _ electrical 

ejuipment on the installment payment 
plan and took a mortgage on the equip- 
ment. A service company repaired it 
January 1, 1949. The note and mort- 
gage was due December 1, 1948, which 
was one month before the equipment 
was repaired. The purchaser has 
failed to meet his payments and we 
have demanded possession of the 
equipment from the owner of the serv- 
ice shop. He has refused stating that 
he will file suit to enforce his lien to 
secure payment of his bill for repairs. 
Can we win the suit if we sue to get 
possession of the equipment ?” 

The answer is no, since your note 
and the mortgage was due one month 
before the purchaser took the equip- 
ment to the service shop for repairs. 

In Liberty v. Walker, 199 Pac. (2d) 
205, the testimony showed facts, as 
follows: A service shop owner held 
equipment to secure payment of a $458 
repair bill. The work was done on 
order of its owner. One Liberty held a 
note and recorded mortgage on the 
equipment due seven weeks before it 
was taken to the shop for repairs. 

The holder of the mortgage sued the 
shop owner to recover possession of 
the equipment. However, since the 
mortgage and note were overdue, the 
higher court held that the shop owner 
could keep the equipment. This court 
said: 

“So long as the property legally re- 
mained in his (the shop owner’s) pos- 
session this lien was in force. The 
mortgage showed upon its face to be 
inferior to plaintiff’s claim.” 

Hence the law is well established 
that a mechanic’s lien may be superior 
to an overdue mortgage. 

On the other hand, if electrical 
equipment is mortgaged, and the 
mortgage is properly recorded and 
not overdue, the owner of a service 
shop cannot keep possession of the 
equipment for an unpaid repair bill 
because under these circumstances the 
mortgage is superior to the shop own- 
er’s lien. 


Title Passes 


Considerable discussion has arisen 
from time to time over the legal ques- 
tion: When does legal title pass from 
a seller of electrical merchandise to a 
buyer? The answer is: At the time 
the buyer and seller intended that the 
title pass. If, for instance, a seller sells 
electrical merchandise on open credit, 
the purchaser “takes” legal title imme- 
diately, unless a contract is made by 
the buyer and seller which states that 
the legal title remains in the seller. 

Another important point of law is: 
Once legal title passes to a purchaser, 
the seller cannot recover the 
chandise from the purchaser. 

For example, in Daine v. Price, 63 
Atl. (2d) 767, the testimony showed 
facts, as follows: The Price Refrigera- 
tion Co. sold to one Daine an elec- 
tric delicatessen case and comput- 
ing scale having a total value of $1,085. 
At this time no chattel mortgage or 
conditional contract of sale was 


mer- 
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Can you repossess an appliance on 
which payments are overdue if it is in a 
service shop? Can you recover unpaid- 
for merchandise if it has legally 
changed hands?—More summaries of 
recent court decisions tell the answers 


By LEO T. PARKER 


‘ Attorney at Law 


LEGALLY SPEAKING 


Have You Got a Case?, published on page 53 of the December, 
1948, issue of this magazine was the first of Leo T. Parker's 
articles on the involuted workings of business law as it applies 


to electrical appliance dealers. 


This article, like the first, was 


written from Mr. Parker’s own studies of numerous court cases. 


signed. The sale was made by an oral 
agreement under which the purchaser 
gave three checks to the seller. The 
first, for $600, was dated on the date 
of the sale and was cashed by the 
seller. The others, for $400 and $85, 
respectively, were postdated. The elec- 
trical merchandise purchased by Daine 
was delivered to him on the date the 
checks were delivered to the seller. 
Subsequently the $400 postdated check 
was dishonored by the bank. Then the 
seller called upon Daine and had him 
execute a promissory note, a certificate 
of installation, and a conditional sales 
contract. The conditional sales con- 
tract, in the usual form of such docu- 
ments, treated the $600 already paid 
as “cash with order” and provided for 
the payment of the balance, together 
with a finance charge, in 12 monthly 
installments. Under it, title to the 
chattels would “remain” with the 
seller until payment in full was made. 

Several weeks after the purchaser 
signed the new contract he failed to 
make the agreed payments and the 
seller filed suit to take possession of 
the merchandise. 

Daine argued that the conditional 
sales contract was invalid because the 
seller did not have title to the chattels 
or merchandise. 

It is interesting to observe that the 
higher court refused to allow the 
seller to repossess the merchandise. 
This court explained that at the time 
the checks were accepted by the seller, 
the purchaser took legal title to the 
merchandise. Hence, when the condi- 
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tional contract was signed it could not 
be valid because the purchaser, not the 
seller, held legal title to the merchan- 
dise. The court said: 

“We find no authority holding that 
personal property may be sold under 
a conditional sales contract when the 
purported seller has no title to the 
property and when it is totally owned 
by the buyer, and when the only in- 
terest of the seller is that he has not 
been fully paid the consideration for a 
previous sale.” 

This court explained that when a 
conditional contract of sale is signed 
by a purchaser the seller must own 
the merchandise, otherwise he cannot 
make a valid sale contract. The court 
said: 

“By the contract the seller purported 
to sell something which they did not 
own.” 


City Liable for Fire Loss 


According to a recent higher court 
a city or electric company is liable for 
damage or loss of property caused by 
defective electric wires, if the testi- 
mony shows that the city officials had 
knowledge of the dangerous condition 
and failed to remedy it. 

For example, in Grissom v. Town 
of McMinnville, 213 S. W. (2d) 811, 
it was shown that the owner of an 
electrical accessory store called city 
officials over the telephone and _ in- 
formed them that electrical wires lead- 
ing from a pole to his store building 
were without insulation. The city of- 


ficials failed to repair the wires and 
soon aiterward the building caught fire 
trom a spark coming from the wires. 
The buildings burned, resulting in 
financial loss to the store owner. He 
sued the city for several thousand dol- 
lars damages. The higher court held 
the city liable, saying: 

“There was evidence that these con- 
ditions could have caused the fire and 
that the defendant (city) had been 
notified of the dangerous and defective 
condition existing and had failed to 
remedy it.” 


Remedies of Purchaser 


A review of late and leading higher 
court decisions discloses that if a 
seller breaches a sales contract, the 
purchaser may rescind the contract 
of sale and recover back the purchase 
price; or he may sue on the warranty 
and recover the difference between the 
actual value of the electrical goods at 
the time of the sale and what they 
would have been worth if they had 
answered to the warranty. Also, in 
special instances the purchaser may re- 
cover additional damages. However, 
a purchaser cannot keep the subject 
of the sale and also recover the full 
purchase price from the seller. 

For example, in Powers v. Rosen- 
bloom, 62 Atl. (2d) 531, it was shown 
that a purchaser paid a seller $100 for 
a used refrigerator supposed to be in 
working condition. Later the 
purchaser sued the seller for damages 


good 


and alleged that the refrigerator was 
entirely useless and of no value. Dur- 
ing the trial testimony was given which 
proved that after the purchaser had 
terdered the refrtgerator back to the 
seller and demanded repayment of the 
purchase price, he removed the work- 
ing parts of the refrigerator, sold them 
them 
an expense of over one hun 


for junk, replaced with new 
parts at 
dred do'lars, 
fused to 
the seller. 

The purchaser asked the court to 
order the seller to pay him $100 and 


and thereafterwards re 
redeliver the refrigerator to 


perm't him to retain in his possession 
1 } 41 
ecause it was worth- 


less and of no vale 


the refrigerator 
whatsoever when 
deli, ered bv the seller. 

The court awarded $100 damages 
to the 
return the refrigerator to the seller, 
saving: 


purchaser but ordered him to 


“Recovery of the purchaser is not 
it is the differ- 
ence between the actual value of the 
article purchased and what it would 
have heen werth had it answered to 


of what was paid, but 


the warranty.” 
back his 
$100 but lost the money expended for 


Thus the purchaser got 


repairing the worthless refrigerator. 


Worthless Fuse Plugs 


Modern higher courts consistently 
hold that 
in damages to a purchaser to whom 
worthless electrical 
sold. Also, fraud practiced by a seller 
entitles the purchaser to rescind the 
sale contract and recover damages. 

(Continued on page 234) 
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APPLIANCE DEPARTMENT in one of Cloquet’s Co-ops is located in back of store, 


in rear of groceries and meat market. 





MR. AND MRS. M. A. OIEN of Thompson Electric maintain that an aggressive 
dealer is not menaced by co-op competition. 


...Dont Get In His Hair 
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DOWNTOWN CLOQUET, Minn., has its cooperatives also. In this section 
is the Thompson Electric Co. 


M. A. (Curley) Oien lives in Cloquet, Minn., the 


cooperative capital, and yet does a nice business 


up to Cloquet, Minn., some time. 

The cooperative just about runs 
that place and you will get a picture 
of whether they are a threat to appli- 
ance retailing.” 

Cloquet is a town of 7,304, about an 
hour’s run out of Duluth. It made the 
headlines in 1918 when a forest fire 
burned the place down. ~ Today its 
comeback has been based largely on 
production of wood products, the town 
being totally surrounded by trees. 

Perhaps the Finns who came over 
from the old country are responsible 
for the many cooperatives in the town. 


Be RITT said, “You should go 


A clannish people, they remembered the 


co-ops of the old country, and today 
Cloquet cooperative societies sell oil 
and gasoline, hardware, groceries, flour 
and feed, automobiles and own a 
mortuary. 


V3 of the People Own Co-op Stock 


About 30 percent of the people in 
the town are shareholders in the so- 
cieties, paying $25 a share. Total sales 
at the time of this visit amounted to 
$1,700,000. A report on two stores 
selling merchandise showed $875,000 
volume for six months, with a gross 
margin of 15.67 percent. A net for 
the patrons of 4.15 percent was earned, 
amounting to $36,000 out of $875,000 
in sales. The actual merchandise earn- 
ings did not run over $21,000, less than 
three percent. 

The manager and office salaries for 
six months amounted to $8,310. Clearly 
the co-ops do not have a highly paid 
personnel, depending on items which 
sell themselves rather than on sales- 
manship. 

Two cooperative stores in Cloquet 
carry electrical appliances, and have a 
very scant stock compared to what 
could be seen in any retailing establish- 
ment in Duluth. The co-ops do not 
service the stuff they move. They 
sell wiring supplies and BX 12-gauge 
was listed at 12c a foot, Romex at 8c 
a foot, comparable to prices anywhere. 
' A water heater had a $127 price 


tag on it, and a refrigerator, $225. 
They both had co-op labels on them. 
Well known brands were not on dis- 
play. 

Snuggled down in the town of 
Cloquet, rubbing noses with the co-ops, 
is the Thompson Electric Co., founded 
in 1918. It is owned by M. A. (Cur- 
ley) Oien. The firm, says Mr. Oien, 
does $100,000 a year, half of it from 
contracts. Five electricians are em- 
ployed and one outside salesman. 

The firm is located in an old bank 
building and carries well known ap- 
pliances. No trouble has been expe- 
rienced with plumbers on piped-in 
appliances. Farmers are still paying 
cash, and while the firm has not been 
active with merchandising it is now 
getting every kind of item it wants but 
refrigeration. 

National promotions are used by the 
store, and the Bendix towel give-away, 
costing 40c a copy, brought in 75 calls 
from women, Only one of the women 
couldn’t afford a Bendix, in the Oien 
opinion, 


Co-ops No Competition, Says Oien 


“We do not feel that the cooperatives 
give us any competition,” said Mr. 
Oien. “In the first place, they do not 
service what they sell and depend on 
us to handle it. Then the pull of name 
brands is lacking. Third, the co- 
operative is set up largely on a help- 
yourself basis, and lacks salesmanship. 
We do not feel that it is a threat to 
appliance retailing.” 

Far more a threat to Cloquet’s pros- 
perity, according to Lynn Olson of the 
bank, is the pulling power of Duluth. 
He knows it from the fact that the 
bank frequently has to bring in money. 
Some $1,800,000 in currency was re- 
cently brought in by the bank. It can 
be ascertained that there is a steady 
drain of the cash to Duluth, where 
people go for entertainment as well as 
for shopping. The small town needs 
more entertainment and more activity 
to hold its people and their money at 
home, he feels. End 
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N anniversary coming up? If 
you're like most retailers, you 
recognize an opportunity to 

launch a promotion that will bring, 
possibly, thousands of old customers 
and prospects into your store. 

And if you’re like Graf’s, in Dun- 
kirk, N. Y., you know that there’s a 
“right” way to play up an anniversary 
event. This firm, which has been a 
leading appliance retailer in addition 
to furniture headquarters in the com- 
munity for years, has always done a 
bang-up job with anniversary parties. 

The last was the best, according to 
George Graf, founder and head of the 
store: 

“If you’re going to promote an an- 
niversary, you’ve got to do it right 
to accomplish anything,” he remarked. 
“We put plenty behind it, and our 
promotion rang the  bell—which 
means we cemented old relationships 
and started a lot of new ones.” 


Eight-Point Program 


It was 12 years ago that Graf’s held 
a 38th anniversary sale that assumed 
the proportions of the 50th, just past, 
but every yeat, of course, Graf’s holds 
an anniversary sale. This store be- 
lieves in spending money on anniver- 
sary promotions, as witness the details 
of the golden anniversary: 

1—A complete, 8-page, both sides 
of each page, newspaper _ section 
launched the promotion; naturally, this 
carried advertising, in fact some 75 
percent of the space was occupied by 
ads. The rest was occupied with news 
features and company write-ups and 
pictures of personnel. 

This newspaper section was printed 
up for mailing, too, with a postal per- 
mit right on the first page; the entire 
section could be put into a post office 
box, with “Boxholder Local” designa- 
tion, or could be used as a stuffer or 
mailed direct to city addresses. 

2—The promotion lasted three days, 
and something was doing every minute 
to keep traffic at a peak throughout 
the store. On the first day the firm 
gave away souvenir plates (Salem 
China Co.,) a really practical gift for 
any family. The plates were of first 
quality china, and had a gilt impres- 
sion of the Graf store imprinted on the 
top surface. 


A Constant Reminder 


“We passed out some 12,000 of these 
plates,” reported Lester Graf, son of 
the founder and very active in man- 
agement of the large store. “You can 
figure that almost every home in the 
Dunkirk area has at least one of them 
decorating some part of the dining 
room or kitchen—these plates are real, 
concrete reminders of the event, the 
biggest anniversary promotion held by 
any retailer in Dunkirk.” 

3—On the second day of the promo- 
tion, Graf’s had Billy Keaton, a well- 
known Buffalo, N. Y., disc jockey and 
announcer come into Dunkirk (about 
25 miles away) and m.c. a big gather- 
ing in the store. The broadcast by 
Keaton reached thousands of homes, 
of course, and afforded an opportunity 
to outline the firm’s history, interview 

(Continued on page 128) 











FAKED ARREST of Lester and George Graf, caught parking in an ancient Olds- 
mobile outside the Graf store, brought the firm a lot of pre-anniversary publicity 


Capitalize on Your 


ANNIVERSARIES 


Graf’s, in Dunkirk, N. Y., reached 12,000 old and new custo- 
mers with its 50th, a three-day promotion featuring free china, 
a one-ton cake and a radio show 





A WELL-PUBLICIZED CAKE, weighing over a ton, was cut CHINA PLATES, like the one being shown to founder 
up into 10,000 small pieces and distributed to anniversary George Graf by son Lester, were given away to 12,000 
guests of the store. Lester Graf, son of the founder, store visitors during the anniversary. Each plate bore a 
presided at the cutting ceremonies. picture of the store. 
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DISTRIBUTOR REPRESENTATIVES like this one are trained to go right into 


the dealer's shop and help him arrange attractive displays which show merch- 


andise to the best advantage. 





SYD D. CAMPER, President of Southern Wholesalers, Inc. 


at Jackson, Miss 


4 &~ kind of states’ rights that Syd 
Camper believes in has nothing 
to do with politics. 
ident ol! 


Mr. Camper, pres- 
Wholesalers, Inc., 
holds to the idea that if an appliance 


Southern 


distributor is efficiently going to serve 
the state in which he operates, he 
should tailor his business to fit the 
needs of dealers in that state. 

To prove his point, Mr. Camper 
came out of virtual retirement during 
the war years to organize and launch 
the big wholesaling firm in Jackson, 
Miss., which he heads. The selection 
of the Mississippi capital as a site for 
his operations was not a haphazard 
A former banker and official of 
various top-notch manufacturing or- 
Mr. Camper knew his 
field and what was needed in it. The 
giant distributing firm with an annual 
volume of business running into seven 
figures is the result of his far-sighted 
and cooperative planning. 

“When we took on the full Crosley 
line for Mississippi, we realized there 
were several things needed in the ven- 
ture which would have to be done if 


one. 


ganizations, 
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has convinced Mississippi retail deal- 
ers that it pays to buy from a Mississippi distributor. 


we were going to serve the area prop- 
erly,” Mr. Camper says. “We came to 
Jackson because we spent a long time 
investigating the possibilities of vari- 
ous localities for electrical appliance 
distribution and came to the conclusion 
that this area was the answer to our 
search.” 

Then began the process of tailoring 
the business to fit the peculiar needs 
of dealers in the state. First of all, as 
Mr. Camper points out, appliance buy- 
ers in Mississippi are different from 
appliance buyers in Wisconsin, Oregon 
or Florida. Their tastes are different, 
their sales resistance is different, their 
approachability is different. Their 
buying habits differ in a multitude of 
ways from buyers in 47 other states. 
Only a native of the area (Mr. Camper 
is one) realizes this and designs his 
business to meet it. 

“Our first move was to study Missis- 
sippi advertising methods, selling 
methods, buying habits and _ other 
strictly local factors,” says Mr. Cam- 
per. “The original idea—and the idea 
upon which we operate today—was to 








PRETTY GIRLS IN THE RADIO department can boost sales aplenty. 





Tips like 


this from distributor representatives, who know all the angles, mean more 
profit and larger business volume for the retailer. 


make this firm as much a part of the 
state as its red hills, its pine trees and 
its cotton patches.” 

The distribution firm’s first step was 
to set out to sell dealers on the idea of 
buying in their own state. This meant 
overcoming a situation which had ex- 
isted for several years, a situation 
whereby retail appliance dealers had 
been supplied from out-of-the-state— 
New Orleans, Birmingham and Mem- 
phis. Mr. Camper launched a “buy in 
your own state” campaign which be- 
gan to show results almost immedi- 
ately. 


Full Page Ads Tell Story 


Full page advertisements in news- 
papers of Jackson, Vicksburg, Me- 
ridian and other key cities of the state 
told retail dealers to “help build 
Mississippi by buying in Mississippi.” 
The theme of the ads was that the 
business of the distributing firm, like 
that of the dealer, depended upon the 
growth of his home state; that every 
dollar spent in the state turned over at 
least four times before leaving the 
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Distribution... Tailor Made 


Southern Wholesalers, Inc., of Jackson, Miss., figured that a 
business ought to be fashioned to fit the peculiar needs of deal- 
ers in their own state. The firm proved its point by giving re- 


tailers what they want in their own localities 


community in which it was spent and 
that such dollar turnover contributed 
to the growth and development of the 
State. 

The second important step taken by 
the distributing firm was the institu- 
tion of an overnight service to almost 
every part of the state. Five full time 
district managers were stationed at key 
points to cover and serve specific ter- 
ritories aad Southern Wholesalers’ 
trucks could be seen day and night on 
Mississippi highways speeding deliv- 
eries or service to dealers all over the 
state. The firm stressed its slogan at 
all times: “Adequately Equipped To 
Serve You In The Mississippi Area!” 

To back up this localized policy, the 
company spares no effort to provide 
more than 100 full line Crosley dealers 
and approximately 700 other accounts 
with every facility which can be ex- 
tended to the retailer. A series of 
dealer meetings, rarely held in the 
state before Mr. Camper instituted 
them, became a regular firm policy. 

“We lay our cards on the line with 

(Continued on page 228) 
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a falka Dot Christmas 
as Betts Crockgn helps shoppers choose their gifts 


Have you heard the good word? In | America’s best known homemaking 
full page ads in 6 major magazines, | authority. She’ll be boosting your 
Betty Crocker helps write your | sales, so place your order early! 
customers’ Christmas Lists. Yes, 
that’s the headline idea behind a Your customers 
new series of Christmas ads. And on willwantto “% _ 
Betty Crocker’s own ‘‘Magazine of | See were ~~ eS 
the Air’’, many another well-placed . | «es 
reminder will send shoppers out for SPONSORED allt 


General Mills Appliances. Count on Betty Cocker 
customers to take the gift advice of 
This year, for the first time— 
- General Mills appliance purchas- 


ers get big coupons for famous 


p “Queen Bess”’ Pattern Silverware 
\ in Tudor Plate by Oneida Com- 


munity Silversmiths—the same 
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MILLS APPLIANCES coupons from Wheaties, Kix, Gold 
Medal Flour, Bisquick and 10 
DOUBLY ATTRACTIVE hie’ iuenedl Mills food products. 
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SATISFACTORY STUDY LIGHTING is provided by one 25-inch table lamp PAIRED PIN-TO-WALL LAMPS provide more balanced illumination than a 
with eight-inch plastic or blown glass bowl and 150-watt bulb. Luminous shade single wall or table model. Wall types free desk space, provide good distribu- 
is 10x10x18. Lamp should be placed no more than 15 inches to left of desk tion on 24-inch wide desks. Lamps shown have 6-inch plastic bowls, 100-watt 
center. Same lamp with 14-16 inch diameter straight-sided shade and R-40 bulbs. Shades are luminous pastel, six inches wide at the top, 92 at the 
white indirect-lite bulb costs less, but does not give such smooth, even lighting. bottom, 62 inches deep, hang 15 inches above desk and 24 to 30 inches apart. 


Good Home Study Lighting Will 


SAVE STUDENTS’ EYES 


Between the eighth grade and college, students suffer a 30 percent increase 
in eye defects, says G-E’s Mary Webber, who has a formula to help prevent it 






‘“WNYESIGHT defectiveness in physical factors involved in critical 4. Chair height should be adjusted 
kK many students, it has been  cye work incident to home study.* to place the student eye position at a 

found, starts on the upgrade “Eye-use, posture, mental habits normal distance from the reading ma- 

with the advent of home study assign- iormed in this learning period have terial .. . 14 in. above the desk top is 
ments,” said Mary Webber, Home a lasting influence for good or bad on considered best. Adjustable posture 
Lighting Specialist, G-E Lamp De- the individual,” Miss Webber pointed chairs are desirable, but cushions can be 







































partment, Nela Park, in a recent Resi- out. “A simple, planned study center used to raise the short student to proper 
dence Lighting Forum Meeting oi the that provides the best possible light- height. Foot stools are also used to as- 
New York Section of I. E. S. ing for the eyes’ needs, the most com- __ sure a relaxed posture. 
Recent surveys show an increase of iortable posture, and the least visual 5. Propped at a 45 deg. angle is the 
| 10 percent in eye defectiveness at and mental distraction is of the ut- ideal position of book or other reading 
about the time home study starts— most importance,” she added. matter for long periods of study. Ma- 
usually at the eighth grade level—and As a result of her study Miss Web- terial placed flat on the desk fore- 
| ONE CERTIFIED 25-inch table lamp with extending to 30 percent at college ber worked out the following tested shortens size of type. 
150-watt bulb gives adequate light if graduation, Miss Webber reported. recipe or formula ior home study lo- 6. Good artificial lighting. A pair 
placed no more than 15 inches to left Prevalent use of low-wattage bulbs cation and proper lighting. The recipe of lamps, wall or table types, provides 
of work center and in line with it. which can’t possibly supply the amount calls for accurate attention to light more even desk illumination than single 
of light needed for long reading periods measurement, quality, and the accurate units with one exception—a single unit 
SMALLEST GOOD LAMP is o 21-inch ontributes to this condition, accord- combination of ingredients as shown with fluorescent tubes placed ahead of 
table model with a six-inch plastic or ing to Miss Webber. And the fact in the accompanying photographs. student in such a manner that the tube : 
blown glass bowl, 100-watt bulb, flaring that few desk lamps now on the mar- is located over the reading or writing 


Basic Ingredients for Study 


| 16-inch shade ket are suitable for appropriate study ; ; material. 
lighting is another factor. Lack of Each study center, though it may Dark .red and dark green shades 
'» | @ desk space in most homes where hit- have some variation, must have the frequently found in many so-called I 
‘ y ind-miss study spots are located at a Same basic ingredients as follows: study lamps should be avoided. Pastel 
ty dining or kitchen table is another con- 1. A flat-topped desk or table of and moderately luminous shades pro- 
i , tributing factor. ample size—24 x 36 in. preferred. vide a more balanced “less contrasty” 
L- 2. A dull, light-finished top of high appearance of all surfaces in view. 
10-Million Student Market reflectance—35 to 50 percent. Dark Table lamps should be placed not 
With over 10 million students in the woods should be covered with pastel more than 15 in. to the left of the 
country spending from one to five blotters or linoleum. student, and not in the back corner of 
hours daily in home study (most of 3. Desk placed flat against a blank the desk. 
these hours occur when artificial light wall, away from family activity—never Distance from the desk to the bottom 
is needed) there is a proved need fora __in front of a window. The wall should rim of shade should be 15 in. 
planned home study center for our also reflect light—45 to 65 percent— A minimum of 100-watts in the 
students. and should have no distracting pattern. smaller scaled incandescent bulbs 
To find the answer to some of these Where the wall is dark or heavily should be used, and should be closer 
problems Miss Webber analyzed the patterned, a tackboard or pastel blotter to the work center. 150-watts are re- | 
lighting results obtained from 20 lum- 36x42 in. may be hung, bottom edge quired in the larger-scaled models. 20- | 
inaires popularly advocated and used even with the desk top. watts is the minimum in straight fluor- 
for home study. She also conducted an —WiGhudies of Lighting and Seeing for the cscent tubes, 32-watts in a circular 
exhaustive study of all the human and Student at Home” by Mary E. Webber. tube. ; End 
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Every sound businessman has 
one principal objective—to 
assure himself a profitable 
business which he can depend 
upon today and for many years 
to come. A business that will 
continue to grow and prosper 
as it gains a stronger and wider 
reputation within the commu- 
es y nity. 

Crosley has grown to a point where we can rightfully 
claim a position with the leaders in the appliance 
industry. Yet this is only the beginning. On the fol- 
lowing pages you will see clearly and emphatically 
that Crosley means business. We have prepared a 
sales-building promotion unexcelled in any field. We 
are backing it with a concentrated advertising cam- 
paign that exceeds anything of its type in the history 
of appliance advertising. And we are continuing to 
develop, through extensive consumer research and 





painstaking engineering, the types of products that 
you and your customers really want. 


Crosley is fully aware of the need of sound, aggressive, 
profitable retail operation, and our every move—in 
design, manufacture, pricing, advertising, and selling 
—is studied carefully for its effect on retail sales. Our 
aim is to provide full value in quality and in sales-mak- 
ing features in Crosley appliances, radio, television. 
Today’s increased cost of doing business, and the 
necessity for fair retail profits have guided us in the 
establishment of our price structure. We sincerely 
believe Crosley has the retail point of view. 


I feel certain that Crosley’s message on the following 
19 pages will prove of vital interest to appliance 
dealers everywhere. 


° ¢ 
W. A. Biess, Vice President 
and General Sales Manager 


CROSLEY DIVISION 
AVCO MANUFACTURING CORPORATION 


ame 19 MORE PAGES ees, 





























Nan 


You can’t afford to miss it... this 
history-making promotion that’s 
designed to do the most tremen- 
dous selling job you've ever seen 
-right in your own store... 


* Increases traffic— attracts new customers into 
dealers’ stores 


* Stimulates sales in every department of a dealer’s 
business 





HERE’S JUST ONE of the 
many big consumer ads run- 
ning in 248 newspapers and 
4 mass-circulation weeklies 
telling your customers about 
the sensational Crosley Con- 
test Giveaway. Everybody 
will be told about this giant 
giveaway contest. 


* Builds up new and active prospect lists quickly 


* Spot lights the revolutionary new 1950 line of 
Shelvador* Refrigerators 


* Increases public acceptance of Crosley 
products from coast to coast 


* Kicks off Crosley’s tremendous new advertising 
and promotion campaign for 1950 


* 
& 
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THE 1959 ¢; 
W saan OSLEY GIVES You 


you © new 1950 


CONVENIENCE 4 
—— LEVEL 


BIG DOUBLE-BARRELED CONTEST GIVEAWAY! 
5,000 BRAND NEW 1950 CUSTOM MODEL 
SHELVADOR® REFRIGERATORS 


$27,500 im cash—25 complete Crosiey Electric Kitchens— 
and 100 new 1950 Shelvader Retrigeraters | 


SEE YOUR CROSLEY DEALER FOR AREZ ENTRY BLANKS! 


This Contest is easy and FUN! DONT WAST’ ENTER TODAY / 






















dt ypodlaecullee mecwbaniliting event Ge Aypluuie Hou 


ckly | Here’s the amazing type of promotion that dealers all over the country 
of have been dreaming about for years. Now it’s a brilliant reality—think of 


the power of over one million dollars’ worth of cash and valuable prizes to 


attract customers into your own store. 


sing And what’s more, with Crosley’s big giveaway the customer has to visit a 





Crosley dealer to win! 








Here’s the biggest chance you’ve ever had for a spectacular store promo- 
tion. For details on the contest—or for information on how you can join 
Crosley’s rapidly growing family of profit-minded dealers—contact your 


nearest Crosley distributor. Or write: 


Crosley Division 
Avco Manufacturing Corporation 
1329 Arlington Street 
Cincinnati 25, Ohio 
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ADOR—New plastic 


SHELV 
in door—@ 


shelves @ recessed 
nearly 2 cu. ft. of extra capacity. 

’ GIANT NEW DOUBLE FREEZER — Holds 

shelf for 


ponte : 
up to 70 pounds. Sub-zero freezer 
compartment, 


quick freezing. 
with door, stor nd day-to-day 


Separate lower 
es ice cubes 2 
n foods. 
TTERSAFE — Keeps b 
perature control. 
ARRAN GING SHELF — 
y, solid resting place 
ging foods. 


utter 


supplies of froze 


* THE NEW BU 
just right. Separate tem 


* THE NEW RE 
Slides out to make room 


when loading or rearran 
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Model CB-11 














WITH THE AMAZING 


Cd) 1950 Sheer 


ee ee 
CROSLEY LAUNCHES SALES WITH 
A SENSATIONAL MILLION-DOLLAR CONTEST GIVEAWAY 











MODEL MB—11 


MODEL CB—9 





MODEL DB—9 


MODEL DB—7 


There are 8 great new 1950 Shelvadors—one for every purse and purpose 
Prepare today to make 1950 your biggest 
year. Get in touch with your nearest Crosley FOR HAPPIER LIVING: Crosley Division, Avco 
distributor for complete details on the full 


Manufacturing Corp., 1329 Arlington St., 
Cincinnati 25, Ohio. 


to tell vou about Crosley’s BETTER PRODUCTS 


Crosley line. Or drop us a card—we'll be glad 





STAKE OUT YOUR CLAIM! 


*Made only by Crosley. T. M. Reg. U. S. Pat. Off 














Now Crosley gives you 5 great freezers in sizes to 
satisfy every customer. They’re packed with outstanding 


selling features — features you can really demonstrate. 


CUSTOM MODELS HAVE ALL 
THESE EXTRA FEATURES 


SYSTEMATIC STORAGE. Removable baskets 
and adjustable metal dividers let customers sepa- 
rate and arrange foods exactly as they want them. 


MORE SAFETY. Warning light that flashes on 
or off (depending on model) when temperature 
rises or current goes off. 


MORE CONVENIENCE. Custom models fea- 
ture exclusive handy Shelvatray that comes fitted 
with Ball freezer jars and an additional Shelva- 
tray holds pies and cakes. 


AND ALL THESE FEATURES, TOO! Counter- 
Balanced Lid that opens and closes with finger- 
tip pressure . . . stays open in any position to give 
free use of both hands. Recessed Toe Space for 
working comfort, easy cleaning around cabinet 
base. Tumbler Type Lock to safeguard contents. 
Three custom models have Interior Light that 
goes on when you lift the lid. 































Crosley Custom 
Home Freezer \ 


\ Crosley De Luxe Home and 
) Model CF-7 Farm Freezer Model DF-12 
7.2 cubic feet capacity. 12.3 cubic feet capacity. Freezes and stores 
Freezes and stores up \ 


up to 430 pounds of food. Special quick freeze 
compartment freezes vegetables and fruits 
to seal in their original fresh flavor. custom 
HOME FREEZER MODEL CF-12 has these fea- 
tures plus special Shelvatrays to hold pies and 
cakes and 6 Ball freezer jars. 


) to 252 pounds of as- 
sorted foods in easy-to- 
get-at compartments 
that can be adjusted by 
owner with two con- 
venient metal dividers. 
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7 Crosley Farm Freezer Custom Model 
“ cnsses CF-20—20 cubic feet capacity 
BP Ior 
: A farm and home storehouse for approxi- 
yinet 


mately 700 pounds of assorted foods, in two 
ents. separate compartments for easy access. Two 
that removable sliding baskets and four adjustable 

cS metal dividers let customer separate and ar- 
range foods exactly as he wants them. Three 
interior lights. Two built-in locks. 
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SELL AND GROW WITH CROSLEY 











DE 129 


Divided Top Model 


Crosley’s new line of Electric Ranges—the ranges with beauty 
and brains! And they're here with many fine features that will 
make your selling job easier. They're the kind of selling features 
every salesman looks for in a product . . . the kind he can talk 
about .. . demonstrate . . . sell. 
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| IGNAL LIGHTS—For both broiling and voting | 














FLOODLIGHT — 
Fluorescent top-lamp. 








AUTOMATIC 
PUSHBUTTON— 
Pre-heat control 








ELECTRIC CLOCK-TIMER 
—Makes oven and appli- 
ance outlet automatic 














SIGNAL LIGHTS —For surface units 



















| DEEP WELL —Double-duty unit converts to surface unit 











HIGH SPEED—7-heat Crosley Rod surface [™_ 





units ae 








| owioeo TOP —For beauty and co | 








oe as 








| AUTOMATIC OVEN LIGHT — 





























lubricated rollers 











| weav Y-DUTY HINGES—On oven door. 








SELF-SEALING OVEN DOOR 








STEEL FRAME — One-piece, rustproof 
porcelain enomelled 














END PANELS—Off the floor—chipping prevented | 





| TOWEL-BAR DOOR HANDLES enti 
STORAGE SHELF —For broiler pan sg 
| HUGE OVEN—Holds the largest rahey. |-—— e 


STORAGE DRAWERS-~— Spacious, with permonently 







| —~ ie INSULATION—Gloss fibre for lifetime |, 





WIDE — Full forty inches. 





INTERVAL TIMER—For timing surface cooking ! 


TWO APPLIANCE OUTLETS 
—One avtomotic 











SPILL-PROOF FLANGE—Under chrome borde 


" of surface-units 











OVEN VENT—Out of sight 











WATERFALL TOP—One-piece, acid-resisting 





porcelain enamel 











REFLECTOR PANS—Easily cleaned 








DRIP PANS—Under every surface unit | 








efficiency 














1 > 
BROILER ‘ROASTER —Specially designed pon 
and rack 











NON.-TILT RACKS 








TEN OVEN RACK POSITIONS | 








PORCELAIN OVEN LINER—Easy to cleon } 








DESIGN—Flush to wall 








UNIFORM OVEN HEAT—With scientific heat bofle 








TOE-SPACE—Recessed | 














amprcnmnamt CROSLEY eae cman 
We Letliie Reuge with, $3 cailly and Fraind 


CLEANER... FASTER... COOLER COOKING 
* Crosley’s super-speed surface and oven units, plus the latest auto- 
matic controls, speed up cooking. 
* Crosley’s insulation and exclusive oven door design hold heat inside 
oven. Surface units concentrate heat on utensils. 
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itetime | | THE SE 139—double-oven THE SE 199—extra value THE SE 119—another easy-on- 
utility at an economy price! features at low cost the-pocketbook model 
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START YOUR PROFITS GROWING TODAY! 


Don’t delay! Get all the details on how you can 

grow by selling Crosley. Write your nearest Crosley 
to cleon | } distributor — or drop us a card at: 

Crosley Division, Avco Manufacturing Corporation 


| 1329 Arlington Street 
baffle i Cincinnati 25, Ohio 




















Ary 
~ “5 In all popular sizes 
za a, N 
_AK. In both round models and square table-top 
~ ai models for kitchen use 
| Zs. sail ~ 
Aky With a special patented galvanizing process 
~ } that gives tanks added years of dependable 
A ~ service | 





~ wa PLUS all these other sales-making features: 














, . 

% Simplified installation features. Recessed back —, 
permits extremely simple, flush-wall installation. 

% Extra heavy-gauge steel storage tanks. = 

% Conveniently-located drains at bottom; easy to < 
get to—easy to open. 

% 3-inch thick Fiberglas insulation—fills entire | . 
area between tank and jacket. | “ 

% Highly efficient electrical immersion heating Y- 
elements. ” 

% One- or two-element models available. 

% No other electric heater on market has higher 
recovery rate. 








Yl all oye door 7m 


Yes, Crosley gives you a complete, exciting line of electric water 
heaters. Scores of outstanding features make them easy to sell, ~— >= 
easy to install, and keeps them performing for years and years. 



























De luxe and custom round models are available in 13 different 
sizes ranging from 12 to 82 gallons in capacity. Square, table- 
top models for kitchen installation are available in 30-gallon 
and 40-gallon sizes. 


| * * * * * 
CUSTOM MODELS | 








¥% Liberal 10-year protection plan, including a full five-year guar- 
antee 


¥%& Magnesium anode rod gives double protection against corrosion 


¥% High-temperature cut-off prevents water from over-heating even 
if thermostat should fail 


¥%& Surface-mounted thermostat 
¥%& High-Gloss Baked Enamel Finish 


DE LUXE MODELS 
Protected by a liberal one-year guarantee 





Automatic adjustable temperature control 
High-Gloss Baked Enamel Finish 


Convenient Electrical Connection Box—located at high level 
inside back of jacket 











+ + + + FH 


Hot Water Outlet—draws water from top of tank where tem- 
perature is highest 


es aa lz 
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| Crosley Custom Table-Top Electric Crosley 
Heater CMT-40DE-— Designed for kitchen Custom Electric 
use. Styled as a base cabinet and provides Heater CM-82DE 
table-top work surface. Porcelain enam- 
eled top is acid and heat resistant. START PROFITS GROWING TODAY WITH THIS 


OUTSTANDING LINE OF ELECTRIC WATER 
HEATERS 


Crosley engineers have concentrated on developing the crispest possible 
reception . . . clear, bright, constant pictures, without ringing, unsteadiness 
or distortion. Compare Crosley picture-quality with all comers . . . you'll see 


how well Crosley engineers have succeeded ... youll know why Crosley 
owners stay sold on Crosley TV! 


Crosley precision-engineered TV sets have all these outstanding points to 


sell your customers... 


* Crosley’s ELECTRONIC PICTURE 
STABILIZER 


* MICRO-ADJUSTED CIRCUIT that re- 
ceives the picture exactly as it is trans- 
mitted 


AN UNDISTORTED PICTURE is as- 
sured by a correct aspect ratio of 4 to 3 

















* 


* 


HEAVY-DUTY CONSTRUCTION for 
long, dependable service 


CONTINUOUS TUNER—most trouble- 
free method of tuning 


REPEATED FACTORY INSPECTIONS 
combine with Crosley’s precision engi- 


neering to help bring your customers the 
clearest TV picture 


The “FAMILY THEATRE,” Crosley TV in a mag- 
nificent Carrollton cabinet . . . 


* Brilliant pictures on a big 12%” picture tube 


% 3-speed automatic record player—for 33%, 45, 
and 78 rpm 


%* Complete FM broadcast radio and AM radio 


The “POPULARITY,” Crosley TV on a big 121%” picture 
tube... 


%* In a beautiful cabinet of matched mahogany veneer 


% Static-free FM sound for all TV channels, plus a full- 
range FM broadcast radio 
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OUTSTANDING VALUES IN THE 
PRECISION-BUILT CROSLEY TV LINE... \ 


The “GOOD NEIGHBOR,” with a 
brilliant 10” picture tube that gives \ 


razor-sharp reception eee 












% Ina handsome console of matched 
mahogany veneer or special blond 
woods 

% With a full-range FM _ broadcast 
radio (in addition to FM sound for 
all TV channels) 














The “PORTA-VISION,” popular 
new Crosley lightweight port- 
able TV receiver... 





* Brilliant, lifelike pictures on 
a bright 7” picture tube 
The “MASTER SHOWMAN,” superb 
Crosley TV on a huge 16” picture tube 


% Handsomely cased in brown 
leatherette, with handy 
leather carrying handle 


* In a richly designed console of hand- 
rubbed, matched mahogany veneer 


% With full-range FM broadcast radio 
—an extra feature to help clinch the 
sale 


= 9-422 M 
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Full-Year Cathode Ray Tube Guarantee 
The big picture-tube, heart of each Cros- 


ley television set, is guaranteed for a full 
The “GOOD TIME,” a superb 





vear. : 
; table model in a handsome 
NOTE: With the continuous tuner in cabinet of matched mahogany 
, my £ - sneer . . . also available in 
Crosley TV, future provision can be made - os “i ' 
: “ 


to secure reception on proposed UHF — ; 
* Clear, lifelike reproduction 


channels based on present standards. on 0 big 10” picture tube 





% Anextra sales feature —full- 
FOR DETAILS ON THE BIG PROFIT OPPORTUNI- range FM broadcast radio 
TIES WITH CROSLEY just contact your nearest 
Crosley distributor. Or write: 















Crosley Division 
Avco Manufacturing Corporation 
1329 Arlington Street 
Cincinnati 25, Ohio 











| When you demonstrate Crosley radios, you demonstrate clear, 





sharp, full-toned reproduction. And in addition, Crosley engi- 
neers and designers are turning out the styles your customers 
want. With Crosley you offer a wide range of selection. There’s 
a model for every need, and every budget. 


The forced: \N PORTABLE RADIOS 


—here are three top-selling models with all the big features 
your customers want... 

% Three-way operation, for AC/DC, or battery 

* Lightweight, durable construction, modern in design 
% Special Crosley built-in loop antenna 





Available i i f col 
“iin % Available in a variety of colors 


“PLAYTIME” | %& Powerful AM reception on broadcast band 

















NEW FM-AM TABLE MODEL 


—you can see for yourself why folks go for this handsome 
new Crosley table model—it’s got everything desired in a 
fine radio... 





* All the fine tone and clear reproduction of many higher 
priced sets 





* Handsomely cased in durable, lightweight plastic 





* Full-band AM radio with improved superheterodyne 


circuit 
* Full-range FM radio, for powerful, static-free reception 
*& Frequency lock on both FM and AM bands 
* Built-in antenna for FM and AM reception 
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( @;)) THE NEw crostty L222 RADIO 


— —the only radio made especially for the kitchen... 


* Gleaming white cabinet with Dulux finish and polished 


; - chrome to match the modern kitchen 
10-135 
* Superb-quality tone usually heard in large console 
radios only 


Zy be * Built-in antenna for sharp, clear reception 
GO RADIO-PHONOGRAPH 


The new “Merrymaker,” shown here, affords a 
wealth of entertainment at low cost... 
' 


* Your best seller for folks who want the 


Le Add 


new 7”, 45 rpm records 


* Full-toned AM radio reception or the finest 
recorded music at the flick of a finger 


* Automatically plays up to 10 of the 


new 7” records 
* Makes changes twice as fast as 
conventional record players 


! 


0-145 






SUPERB CONSOLES, like model 

9-214 ML pictured here, more than . 
fill the bill for customers who want 
the finest in broadcast and recorded 
music... 


* Beautiful mahogany veneer cabi- 
net, a masterpiece of authentic 
reproduction 

* Full-range FM radio 

Powerful AM radio 


* Automatic record changer han- 
dles standard 78 rpm and long- 
playing records 


* 


* Continuous tone control 

* Built-in loop antenna 

* Record storage compartment 
* Large PM speaker 


SELL AND GROW WITH CROSLEY 
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Custom model 
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cabinet sinks offer you complete size and price 


chese extras: 
x —keeps most- 


used utensils within 


s have all 
*« Compa tlery drawe 
easy reach. ' 

» Finger-tip rinse an 

*% Shelvatrays for soap 

r vegetables. 


» Flectric garbage disposer opti 


d spray attachment. 


powders; 


dishcloths. 


cleansers, 
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FEATURES WOMEN VALUE: 


* 


WRITE TODAY for complete details about the tremendous 
profits you can make with the complete Crosley Kitchen: 




















HAVE PRACTICAL 


All drawers are rounded inside ...no corners or cracks 
to catch dirt. 


Double-action spring hinges hold doors fully open or fully 
closed. 


Doors are unbelievably silent. Double-wall insulated con- 
struction deadens sound. 


Crosley Division, Avco Manufacturing Corporation 
1329 Arlington Street, Cincinnati 25, Ohio 








Crosley firmly believes good advertising and promotion will help you 
sell the fine Crosley products developed by top-notch engineers and 
designers. Good products and good advertising go hand in hand to 
promote better business. 


Here’s how Crosley is helping you. During the months of October and 
November alone Crosley is backing you with- an advertising and 
promotion campaign costing... 


| MILLION DOLLARS! 


You can’t miss when Grosley supports you with a thorough, 
concentrated campaign like that! 
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A big new TV show— 
“This Is Broadway” 
on the CBs network 


Another big TV show— 
“Who Said That?”*_ 
on the NBC network 


Colorful Point-of-sale materia] 
to help you do a better selling job 






20 cents 








Zasored Why 


PROGRESSIVE DEALERS PRIZE 
THEIR CROSLEY FRANCHISE 


l CROSLEY PRODUCTS STAY SOLD because Crosley precision engineering reduces 


service calls to a minimum, helps to build favorable word-of-mouth advertising. 


2 CROSLEY HAS THE RETAIL VIEWPOINT. Liberal dealer margins take into account 
today’s increased cost of doing business and allow fair profit for the retailer. 


3 COOPERATIVE SALES FORECASTS help you to secure increased turnover of mer- 
chandise. Proper manufacturing controls help keep your inventory balanced. 


4 COMPLETE LINES OF APPLIANCE PRODUCTS take fullest possible advantage of 
the customer’s desire to select at will. Customers do not have to shop elsewhere, because 
Crosley lines are designed to fit every purse and purpose. 


5 MODERN MANUFACTURING FACILITIES contribute greatly to a high standard 
of quality in the product . . . make it possible to set prices attractively low. 


6 NATIONAL AND LOCAL ADVERTISING helps to presell Crosley products. Crosley 
invests heavily in all forms of advertising and dealer promotion to help you sell more 
quickly and easily. 


7 EXQUISITE MODERN STYLING gives every Crosley product the eye appeal that 
will draw customers into your store. 


8 FAIR PLAY AND COOPERATION underlie Crosley’s pleasant relationship with the 
dealer. Crosley’s policy is to support the dealer in every way possible and to help him 
with his individual retailing problems. 


TAKE ADVANTAGE OF CROSLEY’S PROFIT OPPORTUNITIES NOW. 
Contact your nearest Crosley distributor, or drop us a line: 


Crosley Division, Avco Manufacturing Corporation, 1329 Arlington Street, Cincinnati 25, Ohio 
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THE CUSTOMER of Nides G-£ Appliance Co. may 
purchase anything from an automatic washer to a 
mixer, but the educational callback system will work 
just the same. 


FOLLOW-UPS 
MAKE PROSPECTS 


sales follow-up plan whereby 

an outside salesman averages at 
least five “educational calls” per day 
on appliance customers who have 
been sold the day before, has com- 
pletely done away with cold canvass- 
ing while at the same time keeping 
every outside salesman hustling at 
Nides General Electric Appliance Co., 
Denver, Colorado. 

Sam Nides, veteran G-E executive 
who went into appliance retailing in 
Denver in mid-1947 with one of the 
largest appliance dealerships in the 
Rocky Mountain states, is one of those 
go-getter sales executives who believes 
in seeing te it that every salesman has 
plenty to do. Fully cognizant of the 
value of getting there first in a com- 
petitive appliance market, he started 
building up his outside sales crew al- 
most simultaneously with the opening 
of the 3,000 sq. ft. store at 2017 East 
Colfax Avenue in East Denver. “Our 
philosophy is simple,” he says. “From 
the opening day, I have taught all of 
my sales personnel to sell as if they 
had a warehouse crammed with appli- 
ances to back them up.” 

In setting up his outside sales organ- 
ization, Nides kept uppermost in mind 
the fact that nothing is so discouraging 
to the specialty appliance salesman as 
cold canvassing or doorbell ringing. 


. SMOOTHLY - OPERATING 
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While there is undoubtedly much to be 
said for contacts made in this way, 
Nides preferred to pave the way for his 
salesmen by setting up a prospect-lead 
system so complete that there will 
never be a day in which a salesman will 
find himself with nothing to do and be 
forced to rely entirely on his own 
initiative. “I want every one of my 
salesmen to be out calling upon home 
owners who are logical electric appli- 
ance prospects,” Nides points out, 
“whether they are showing a previ- 
ously-sold customer how to operate a 
sit-down ironer, or even merely how 
to set a newly-purchased electric alarm 
clock. If we allow a salesman to sit 
around and wish for hot prospects to 
telephone in, the chances are he will 
become discouraged and lose a lot of 
his esprit de corps. If, on the other 
hand, we make it necessary for him 
to be calling on home owner after home 
owner as part of his job, with a pre- 
determined welcome awaiting him, he 
is going to be kept too busy to become 
lax and he is bound to succeed in mak- 
ing sales on the simple theory that he 
has got to make calls in order to get 
results.” 


User Followup 


he result of this type of thinking 
has been the amazingly successful 
“user follow-up plan” by which every 
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AFTER SELLING the mixer, the salesman makes 


out the sales slips in triplicate, one for the record, 
one for the customer, and one for the salesman 
who will follow up the sale. 





THE NEXT DAY a Nides salesman makes an edu- 


cational call, designed to insure the buyer's satisfac- 
tion and loyalty to the firm, and also to get the names 
of more prospects. 


Every sale made by the Nides General Electric 


Appliance Co. of Denver is followed up the next 


day with an educational call which not only 


makes the buyer happy but gives salesmen leads 


Nides sales-person now operates. Put 
into operation some months ago, the 
plan rests on Nides’ decision to follow 
up on every single sale of everything 
sold in the store, large or small, as 
well as sales made outside. 

Here’s how the plan operates. Each 
day a daily report on deliveries and 
pickups is made out in the office from 
sales tickets which have been written 
during the day, showing by means of 
the customers’ signatures that an ap- 
pliance has been delivered or pur- 
chased and picked up at the store. One 
girl is assigned to the duty of examin- 
ing this daily report, and from it mak- 
ing ‘user cards” which are alphabeti- 
cally indexed form cards giving the 
name of the customer, the address, the 
type of appliance purchased, and any 
other significant facts. These “user 
cards”, whether they refer to a cus- 
tomer sold by an outside salesman in 
the customer’s home, or store sales, 
are then transferred the next morning 
to the salesman who has that territory 
—irrespective of whether he made the 
sale, or whether it has been made in 
the store. The “user card” then be- 
comes that salesman’s market for the 
following day’s operations, and auto- 
matically becomes his number one con- 
sideration each morning. 

In addition to the daily report on de- 
liveries and pickups, Nides has devel- 


oped a triplicate sales ticket, covering 
all sales made in the store, which con- 
sists of an original copy, customer’s 
copy, and a third copy which is black 
printed at the top “Educational Call”. 
Whenever a sale of any electrical ap- 
pliance whatsoever, from a toaster to 
a complete electric kitchen, is made in 
the store, floor sales people get the 
name and address. “Obtaining the 
name and address is not much of a 
problem with us,” Nides points out, 
“inasmuch as 99 percent of the mer- 
chandise we carry in our complete 
G-E line carries a warranty or guaran- 
tee. Sales people take the name and 
address as if it were a routine matter, 
pointing out that this binds the store 
to maintain the appliance for the war- 
ranty period. Consequently, we have 
no objections from the customer as to 
giving the information. 


Educational Calls 


“The pickups list purchases in the 
store picked up by the purchaser, while 
the daily delivery sheet shows where 
larger appliances have been delivered 
by our company trucks. The original 
then goes to the bookkeeping office, the 
customer’s copy to the customer, and 
the third—and most important—copy, 
identified with the Educational Call 
letters, goes to a salesman’s peg in the 

(Continued on page 240) 
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and pass the information 
on to your customers... 


we'll all benefit! 


x YOU...Customer Satisfaction 
More Sales 
x YOUR CUSTOMERS... 
Better TV Pictures 
* WE...Your Good Will — 
More Sales 


The prospective TV-set owner is interested 
in the PICTURE HE WILL SEE. And you 
g sure he gets the 


nt out of his set. 
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are interested primarily in bein 







maximum enjoy 
But to 

right answer to every question 
MORE BESIDES. The Sales “Sell a TV 
' PICTURE", is one of the most important guides avail- 
able for selling TV. YOU CAN'T AFFORD NOT 

i TO READ AND STUDY IT. Do you know, for ex- 


ample, that it has been proved time after time that 


sell effectively, you must know the 
about TV sets AND 
M , 
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SINGLE BAY 
MODEL 114-005 


Standard INLINE on 
fenna 


“an inferior set with a good antenna will out- 


perform a better set with a poor antenna’? 
Operates 
TV channels 
and covers both h 
and low bands 


This 16-page book was especially planned 
for those TV dealers who 
familiar with the factors of importance in producing 


Over ai 
want to become more ' 


igh 
nase 
the best picture. 

Sell a TV PICTURE” gives power-packed 
selling inform . exact 


ation .. scientific data in easily 


understood terms . . . that will help you help 
your customers. 
Written and prepared by radio-electronic 


experts, the manual is a new approach to TV pic- 
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free copy 
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Capitalize on Your Anniversaries 











visitors to the store and generally 
“plug” the big promotion. 


Giant Cake 


4—On the third day of the promo- 
tion, a huge beautiful cake that had 
adorned one show window during the 
event was cut into about 10,000 pieces 
and these were distributed to all 
comers. A placard gave these astonish- 
ing figures to readers: 

The cake required 250 pounds of 
sugar; 250 pounds of butter; 210 
dozen, or 2,520 eggs; 300 pounds of 
flour; 125 quarts of milk; 48 ounces of 
vanilla and 250 pounds of Royal icing. 
It was ringed by 50 candles and was 
admired by the thousands who passed 
through the store during the promo- 
tion. 

5—Lester Graf found an Oldsmo- 
bile of 1900 vintage in the area, and 
hired the owner and driver to bring 
it into Dunkirk during the entire three- 
lay promotion, just to drive around 
with the sign, “Be sure to visit Graf’s 
50th anniversary. . .” Of course this 
rare automotive piece received pub- 
licity in the local and area papers, and 
a mock arrest was staged, with George 
and Lester Graf in the car, for news- 
worthiness. 

6—This could well be the first and 
most important tie-in with the anni- 
versary promotion—the store was al- 
tered, modernized in some departments 
prior to the date of opening. This 
program included a new store front 
in the modern trend: recessed, angled 
windows, aluminum trim and aluminum 
covered columns, neon lighting behind 
giant store name letters overhead, all- 
glass visual front. The new depart- 
mental features included entire room 
layouts on the store’s second floor; a 
new commodious elevator speeds cus- 
tomers to the second floor, leaving an 
older elevator for freighting purposes. 


Customer Gifts 


7—Actual selling was not by-passed 
in this promotion, but rather received 
great impetus with the presentation of 
gifts to every customer buying $50 or 
more worth of merchandise. These 


CONTINUED FROM PAGE 103 








TELEVISION was new to Dunkirk at 
the time of the Graf anniversary and 
the store didn’t miss the opportunity 
to educate its customers. 


gifts included floor and table lamps, 
mirrors and occasional chairs. 

8—“Come in and see a television 
show” was another facet of the pro- 
motion pleasing to many people. Dun- 
kirk receives programs from nearby 
Buffalo, and sales are beginning to 
boom in this area. Graf’s capitalized 
on the overflow traffic to acquaint many 
with this comparatively new home ap- 
pliance. 


Appointments Made 


Appliance salesmen, headed by V. V. 
Vaughn, manager of the appliance de- 
partment, were able to make appoint- 
ments for demonstrations of television 
and other major appliances. 

“All in all, the anniversary promo- 
tion was a great success,” concluded 
George Graf. ‘We're ready for an- 
other 50 years in the business—why 
we even put an extra button for an- 
other floor stop on our new elevator! 
We expect expansion in the future, as 
we have grown in the past. Anniver- 
sary promotions are pleasant growing 
pains.” End 











“| KNOW HE SHOULDA GOT HERE SOONER, JOE—BUT IT’S HIS SET.” 
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Gibson 
HAVE IN “77 2 














~ WHAT WILE 


NEW, NEVER-SEEN-BEFORE FEATURES 
TO BUILD TRAFFIC AND SELL! 


OUR customer has two hands 
and feet for her housekeeping 
work, and she keeps house all day. 
That’s a job few men know by ex- 
perience ... but the women do! 
Wherever a home appliance has 
been in any way inconvenient— 
wherever there is a chance to aid the 
job of housekeeping—there’s real 
SALES opportunity, IF you have the 
answer ... and the 1950 Gibson 
line has the answers in mew, never- 


seen-before features! 


GIBSON 
REFRIGERATOR 
COMPANY 


GREENVILLE, MICHIGAN 





Putting food into her refrigerator and ? Most every kitchen has a 

taking it out has always been a tire- space problem ... or a purse 
e 

some, often awkward act. . . and the problem! . . . and the 1950 


1950 Gibson has the spectacular, Gibson Line answers both! 
logical feature which answers that “<a 
problem! 


Seasonsand family needs change She wants food econ- 
her wants from month to month omy... and the 1950 
. and the adjustable Gibson Gibson has the specific, 





meets those wants as never provable answer to that 


before! demand. 
a “* When she’s busy getting 

® * meals she wants to save 
bd a “ae steps and save motions . 


and the 1950 Gibson does 


a 
s 
just that! 
» 8 


Whole Sales Campaigns have been built around a single 
new convenience ... and the 1950 Gibson gives several 
never-seen-before conveniences—as “bonuses”! The 
1950 Gibson Line is Designed-for-Selling. See it now! 


Copyright 1949 
Gibson Refrigerator Co. 


NEW REFRIGERATORS ... RANGES... FREEZERS! 
NOW ... PHONE OR WRITE YOUR GIBSON DISTRIBUTOR FOR A PREVIEW SHOWING! 
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Look! A WHOLE CARLOAD 





CARLO 


AD 
EUREKA VACUUM CLEANERS 


T.A. WITZEL. a ane CANADA 


SO. E. Nesmith, Vice-President—Manufacturing; H. W. 
my Burritt, President; and A. Ll. McCarthy, Executive Vice- 
President, Eureka Williams Corporation bidding bon voy- @ 
age to carload shipment of new Eureka Models "600" and M 


% “ A ge ae 
" Se Be } w, 5. | ia see 0 e 3 
"700" going to Canadian distributor. ES | ee an i Rove % 4a.. Fe tt ray re 








LIGHT AND LIGHTNING FAST — QUIET! = YOU CAN HARDLY HEAR IT! 


EUREKA 700 AIROMATIC 
79 95 _ —£ 


COMPLETE 


with Attachments—No Extras 









New ALL STEEL BODY 


More Suction 
More Power 






















NO DUST BAG 
TO EMPTY BOTH vw "*¥600” AND "'700”’ ot 
Merely throw HAVE THE AMAZING NEW Positively oper- 
away the ates easier on 
paper bag a, REKA all types of rugs 
Hf and carpets than 
ed any nozzle you 
have ever seen 
RUG NOZZLE or used. 
reieap oe j ' 
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**} Bought a Carload Because They’re the... 


2 HOTTEST CLEANERS 
IN THE BUSINESS 


You can’t miss with completely new feature-packed 
products ... an old and trusted name. . . plus compet- 
itive prices! And that’s what we have in these sensational 
new Eureka models!” 








T. A. WITZEL, President 
Onward Manufacturing Co. 
Kitchener, Ont. sees: 
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NEVER BEFORE WOULD $59.95 BUY A CLEANER LIKE THIS! 


EUREKA 600 













Complete with 7 attachments 
packed in carton caddy kit 


Au ue nig ol 


; 
round dusti 


WA\QQnnasyyy> 





pase tool 





No. 60 rug nozzle 
wall and floor brush 
upholstery brush nozzle 


2 aluminum wands— 
satin finish 


8’ fabric hose 



















New glider “shoes” 
x make nozzle oper- 
ate easily—no tire- 
some arm-action 








Long “floating” 
brush instantly 

removes surface 
litter Can be 
locked into “up” 


Send this Coupon for 


IMMEDIATE ACTION 
TODAY 
_———_ 






"Ss or “down” fixed 























' EUREKA DIVISION ’ 
position 

E mm... a Eureka Williams Corporation ; 

> - rane; Bloomington, Illinois : 

or Distributor, i Yes! We want to see the New Eureka “600” , 

See these ,; and “700.” ' 

ng pi —— ae ; 

praee~n Values! \ ‘ 

4 | ADDRESS 4 

and it cleans like sixty! ihe dit tsi . 
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ONE CORNER OF THE GIANT DISPLAY ROOM in the firm’s headquarters in Birmingham contains appliances which may be demonstrated in practical manner 


to dealers with selling problems. 


Developing 
CRACK DEALERS 


The challenge of developing retailers to the 
highest point of merchandising efficiency has 
been a major goal of the Steel City Supply 
Co., one of Birmingham’s large distributors, 


for several years 


‘4 “HE development of good elec- 
trical appliance dealers has long 
been a major aim of the Steel 

City Supply Co., of Birmingham, Ala. 

This firm represents the Crosley line 

in the 67 counties of Alabama and in 

12 counties of Northwest Florida. 

“Our experience has convinced us,” 
says Robert F. Hall, president of the 
firm, “that merchandising household 





ENERGETIC AND PROFITABLE has been the Steel 
City Supply Co.’s campaign on small home freezers, 
stressing the freezer’s supplementary features. 


PAGE 132 





The dealers have a standing invitation to call 


appliances is a highly developed and 
extremely technical science. The major 
burden of such merchandising lies on 
the shoulders of the distributor, because 
it is through him that both the dealer 
and the manufacturer are going to 
stand or fall.” 

Therefore, Mr. Hall reasons, if the 
distributor is going to realize all the 
potentialities of marketing a product, 





A COMPLETE STOCK of parts for all appliances han- 
dled by the Steel City Supply Co., is a feature of the area 
big distributing firm’s headquarters in Birmingham. 


in at any time for help and advice on demonstration. 





ROBERT HALL, (LEFT), president of the firm, and J. W. Hamilton, Jr., (right) 
vice president, here talk over merchandising problems with a Crosley dealer. 


he finds himself faced with the chal- 
lenge oi developing his retailers to the 
highest point of efficiency. 

The Steel City Supply Co., “brain 
trust”, composed of Mr. Hall and his 
right hand man, J. W. Hamilton, Jr., 
vice-president of the firm, has met this 
challenge in an exemplary fashion. The 
800 to 1,000 dealers who are serviced 
by the company are among the out- 


OCTOBER, 






standing appliance retailers in Alabama 
and Florida and the firm’s estimated 
business during 1948 is expected to 
exceed the $2,000,000 mark. Obviously, 
the merchandising methods of Messrs. 
Hall and Hamilton are right out of 
the top drawer. 

The first factor in the company’s 
program of developing dealers is in 

(Continued on page 244) 





CROSLEY 
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ROBERT HALL studies a map of the Alabama-Florida 
in which he distributes Crosley products. 
Approximately 160 dealers are served in 79 counties. 
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MODEL 9-F POSTURE BACK 
KITCHEN CHAIR: The revolutionary, 
new work seat that “cradles” the back. 
Posture-type backrest, adjustable for 
height, tilts to follow the back in all 
positions. Seat sloped for extra com- 
fort... extra high (25”) for kitchen 
convenience. All-plastic Duran uphol- 


stery in five colors; chromium finish. 
















Packed with gay, Yuletide gift appeal 


Backed by COSCO’s biggest campaign yet 


BETTER ORDER ZAS5ZZ NOW! 














MODEL 4-D STEP STOOL: The all-time dollar volume leader 
Steps swing in, swing out to form a handy, safer ladder or a 
restful seat. Duran upholstery—red, yellow, blue, green or 


black. Chromium finish 


MODEL 8-C UTILITY TABLE: (Above) Extra work 
space, extra shelf space—on wheels. 17” x 24” top. 
Shelf deep enough for roasters, mixers, etc. Two-coat, 


baked-on enamel finish. Chromium legs. 


MODEL 7-C FOLDING IRONER TABLE: Perfect for port- 
able automatic ironers. 24” x 34” top, 252” high. Two- 
coat, baked-on enamel finish. Chromium legs fold flat for 
easy carrying, convenient storage. 
MODEL 9-E POSTURE BACK IRONER CHAIR: Adjustable 
backrest supports the back in all positions. Ideal with table 


above, or any floor-type ironer. Duran upholstery in red or 





black; chromium finish; casters on legs. = 
——— euankD : 
Tye ) Demand this seal on every 


stool, chair and utility 


11,172,965 CHRISTMAS MESSAGES SELLING COSCO 
FOR YOU! In December, half-page, full-color Cosco 
ads will appear in Good Housekeeping and Better Homes 
and Gardens; quarter-pages in Ladies’ Home Journal 
and House & Garden. Fr 


eo 


table. It is your customers’ 
assurance of genuine 
COSCO products—genu- 
ine COSCO quality. 


HAMILTON MANUFACTURING CORPORATION ¢- COLUMBUS, INDIANA 
Makers of COSCO Household Stools, Chairs and Utility Tables 
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* Guaranteed by ~ 
Good Housekeeping 
Nd . 


“or 








” 
45 aovearsia HE 


™ © Before you know it, you'll be 


hanging the holly and your cus- 
tomers will be scouring your store 
for Christmas gifts. Be ready—with 
the gayest, most practical gift array 
of them all: Cosco Household Stools, 
Chairs and Utility Tables! 
x« * * 

This year, your customers will be 
looking for practical, moderately 
priced gifts . . . just like old times. 
In Cosco’s new, gay and expanded 
line are the very items you need to 
capture buying interest, make sales 
and keep your customers from 
“shopping around.” 

Cosco’s complete Christmas line- 
up offers 25 handy, handsome mod- 
els in five bright, displayable colors 

. attractively priced from $2.95 
to $17.95. 

Included is a whole new group 
of sales-making models—the revo- 
lutionary Posture Back Kitchen and 
Ironer Chairs, new-size Folding 
Tables, the All-Metal High Chair— 
plus all the familiar products that 
have made Cosco America’s big- 
gest-selling line of household stools, 
chairs and utility tables. 

Get started early! Check your 
Cosco stock—order now. Write your 


: distributor for your copy of Cosco’s 


colorful new Christmas Broadside 


& which unfolds into a giant, 18” x 


24”, colorful banner, ideal for your 


» Cosco window or floor display. It’s 


the perfect tie-in with Cosco’s big- 
ger-than-ever national advertising 
to make a gay and profitable Cosco 
Christmas in your store. 








Utility Tobles. & is your war- 
renty of genvine COSCO 
Quality in moterial ond work- 
mansmip. Accept no substitvies. 
WARILTON MANUFACTURING 
CORPORATION 
COLOMBUS, INDIANA 
































PRINCE 


WHEN A CUSTOMER BRINGS UP ECONOMY, 
I KNOW I'M IN THE MONEY, BECAUSE I 

HEAD HER TOWARD AN ELECTRIC 
RANGE. FOR INSTANCE 


(> LADIES, 









EVERYTHING ABOUT THE 
ELECTRIC RANGE IS PLANNED 
FOR ECONOMY. WHEN COOKING 
VEGETABLES, FOR EXAMPLE, 
YOU DONT BOIL THEM IN A 
WHOLE POTFULL OF WATER. 
JUSTA LITTLE IN THE BOTTOM 
IS ALL THAT'S NECESSARY, ANP 
YOU TURN TO A LOW HEAT AS 
SOON AS THE WATER STARTS 



















LESS HEAT. THATS TANGIBLE fe 














YOU # 





















KIN? OF 





ANP FOOD WASTE IS REDUCED 
WITH ELECTRIC COOKING. THINGS 
| DON'T STICK TO THE POTS. YOU ‘ 
| EVEN NEED A POUBLE BOILER, THATS Pe" se 
BECAUSE THE HEAT IS DIRECTED 

TO THE FOODS 10 BE COOKED AND 

IS SO READILY ADJUSTABLE 





GOOP MORNING, ) THIS IS My DAUGHTER. \ THAT'S RIGHT: I HAVE 
SHE'S ABOLIT 10 GET 
MAY I HELP ) MARRIED, ANDI WANT / BUDGET, SOLWANT 

HER TO HAVE A KITCHEN / THE MOST ECONOMICAL 
STOVE THATS 


TO KEEP WITHIN MY 


ST 


\ 
































WAY To A 


NOW, YOLING LADY, 
REMEMBER WHAT 
THEY SAY ABOUT THE 
MANS HEART 
SEE THAT YOU 
FEEP ME WELL! 
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I KNOW JUST WHAT YOU MEAN. BUT THE CHEAPEST RANGE 
ISN‘T NECESSARILY THE MOST ECONOMICAL TO USE. IT'S WHAT 
THE RANGE WILL 90 THAT CUTS THE COST. THATS WHy I'D 
SUGGEST YOU LOOK 
FIRST AT THE 
ELECTRIC TYPE 








OH, BUT THEYRE 
EXPENSIVE... AND THE 
BIG ELECTRIC BILLS! 
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OH, NO, I CAN'T f AFFORD AN 
ELECTRIC RANGE. THEY'RE 
NICE, BUT NOT FOR NEWLYWEDS 
wa THEY RE IN THE LUXURY CLASS 

















ON THE CONTRARY, THEY'RE JUST ABOUT MADE-TO-ORDER FOR NEWLYWEDS! 
ELECTRIC COOKING IS AN EASY AND ECONOMICAL FORM OF COOKING 
YOU BUY THE ELECTRICITY ATASORT OF “BARGAIN BASEMENT” RATE WHEN YOU 
INSTALL AN ELECTRIC RANGE. YOU PON‘T WASTE ELECTRICITY, EITHER, 
BECALISE HIGH HEAT IS USED ONLY A FRACTION OF THE TIME...AND YOU PAY 
ONLY FOR THE HEAT YOU NEED 5 








THAT SOUNDS 
LIKE A BIG 


WILL YOU 
EXPLAIN THAT A 
LITTLE MORE 4 

































RANGE ECONOMY 
THAT THING THERE 


LOOKS LIKE WHAT 
THEY CALLED A 

‘FIRELESS CooKER” 
IN MY NEWLYWED 
\ DAYS 


(hag 




















ITS STILL’ FIRELESS, BUT 
EFFICIENT, T0O. BY USING A 
HALF CUP OF WATER IN THIS 
DEEP-WELL COOKER YOLI CAN 
COOK MEATS, VEGETABLES, 
EVEN DESSERTS ALL ATONE 
TIME. THAT'S ANOTHER 
EXAMPLE OF ELECTRIC 
















IN THE ELECTRIC RANGE OVEN, {EVEN FOOD 










BUT WHAT SHRINKAGE (S REDUCED. THAT'S BECAUSE 
ABOUT THE LARGE VOLUME AIR CIRCULATION, SUCH AS YOU 
OVEN 2 MUST HAVE WITH FUEL FIRED OVENS, IS ELIMINATED... 
ALSO, THE OVEN IS INSULATED ON ALL SIX SIDES. 
YOU SEE....WITH AN ELECTRIC RANGE 
YOU PAY ONLY FOR THE HEAT 
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DARLING, I'LL NOT ONLY PO THAT 
BUT I‘LL BE ABLE 10 KEEP WITHIN 

MY HOUSEHOLD ALLOWANCE ANP 

SAVE MONEY ON FOOP BILLS WITH 




















SEEMS LIKE ALL THE 
PENNY-PINCHING HOUSEHOLD- 
ACCOUNTING WIZARDS 














CHOOSE ELECTRIC 
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POWER! 


POWER! 


POWERT 


Hitch it up 
to Sales! \ _... 
\ LEIS 
a a7 
SALES =\27 ~ POWER! 


= 

\ 

S> 4 
= REVI 


There’s the 3-B—finest mixer in the com- 
petitive field, There’s the larger, huskier 
K4-B and the incomparable Model K5-A. 
Plus a varied line of expertly-designed at- 
tachments for every kitchen need. There’s 
the KitchenAid Coffee Mill—a natural 
tie-in sale for all coffee lovers. There’s 
more sales power in this complete line. 








ZPOWER! 


KitchenAid never needs “power- | 
boosters,” even for tougher chores like 
freezing ice cream. Show customers how 
this extra power, along with the costlier, 
exclusive Planetary Action, means easier 
preparation—means exact fidelity to rec- 
ipes every timel 


oe 
MIXING \\\ 


\ 


ty 


. . y see yf 
ARS AL 
a idane, Ve J AROUND! 


MORE 

POWER. ' 

KitchenAid advertising is stepped up 
too! Hitch up with KitchenAid’s advertis- 
ing power in Ladies’ Home Journal, Time, | 
Better Homes & Gardens, Country Gentle- 
man, and Bride’s Magazine. More power 
to you for a KitchenAid Christmas! 











A PRODUCT “GD 


KitchenAid 


* REG. U.S. PAT. OFF, 


THE FINEST MADE 





KitchenAid Small Appliances Division ¢ THE HOBART MFG. CO. « TROY, OHIO 


PAGE 136 


A Distributor Teaches Selling 





draws out experiences with certain ap- 
pliances, showing how an appliance’s 
strong points may be played up and 
getting the dealers to take part in 
a question and answer sales forum. 


Education Must Pay 


“The results obtained by the educa- 
tion department are watched and 
weighed just as are the results ob- 
tained by the sales and service depart- 
ments,” Mr. Rapier says. “Since it is 
an independent section of the business, 
it has to pay off just like other sec- 
tions.” 

Some of the achievements so far 
claimed by the sales training depart- 
ment include the elimination of price 
cutting, the establishment of dealer 
confidence in the distributing firm 
and a marked increase in the ability 
of dealers’ salesmen throughout the 
territory. 

The second factor in the education 
program set up by Cooper-Louisville 
is the plan of refresher courses which 
keeps the dealer alert for selling and 
appreciative of the goods he sells. Not 
only is Mr. Van Dyke concerned with 
this angle but the district managers 
and field representatives also have it 
for a goal, according to Mr. Rapier. 

“We just don’t want dealers who 
don’t believe in their merchandise.” he 
explains. “The supplier sells us, so we 
work to do the same thing for our 
retailers. One of the most effective 
ways to get over this phase of the edu- 
cation program, we find, is to carry 
the merchandise right to the dealer. 
Some shop owners are reluctant to 
come all the way into Louisville from 
their down-state locations to attend 
sales meetings and to see new models. 
To overcome this we hold meetings in 
their own district with a full setup of 
new models and new selling ideas. 

“A short period after the meeting 


CONTINUED FROM PAGE 100 





has been held in a district, a field man 
calls back on the dealer and refreshes 
him and his salesmen on the exhibits 
and ideas brought out at the meeting. 
The field man repeats his visit until 
he is certain of the dealer’s familiarity 
with new models, his enthusiasm for 
selling them and his use of suggested 
promotions to move equipment from his 
floor. Once the field man reports that 
these ends have been achieved, we 
know we have done the retailer a fine 
turn in gearing his selling plans for 
increased sales volume, and that re- 
sults are bound to follow. In other 
words, the original instruction in sell- 
ing which we provide the dealer is 
enhanced and made to work thoroughly 
by the use of refresher courses.” 


Selling Tools Provided 


The determination of Mr. Rapier and 
his organization to provide the dealer 
with the tools for selling takes forms 
other than actual instruction in sell- 
ing. For example, there is the help 
extended in writing advertisements. 

“Too little attention has been paid 
to the dealer’s advertising problems 
in the past,” says Mr. Rapier. “We 
like to confer with our dealers and 
if they need assistance in framing their 
ads for newspapers or radio, we try 
to provide them with the best aid 
possible. This is done by furnishing 
copy, mats and photographs, and by 
contacting the paper or radio station 
ourselves to exert the power of the 
advertising dollar for whatever pub- 
licity it will bring.” 

A constant stream of information 
bulletins is sent out by the firm to all 
of its dealers, informing them of new 
developments, selling ideas and activ- 
ity within the district. Dealer display 
ideas are worked out by the six dis- 
trict managers of the Cooper-Louisville 
Co. End 
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YOU CAN CHALLENGE THE FIELD 



















Here’s how LYON features compare 
with those of 7 best-known competitors: 


LYON ws ape tee Make Make Make Make 























Roller Bearing YES NO NO NO NO 
Drawers 

Rounded Corners YES NO NO NO NO NO NO 
Adjustable Shelves NO NO 

Platter Grooves NO NO NO NO NO NO NO 
Tap-O-Matic Handle NO NO NO NO NO NO NO 
Steel Kitchen Cabinet ; 

Institute Seal ne no no no no 
Insulated Doors 

and Drawer Fronts 
































THEN—get the latest information on LYON PRICES 


Our direct-to-dealer prices, with all the above features, are lower than the above competitors 


MAIL THIS COUPON TODAYI***e"e*eeeeeeeeeee8 eeee se ‘ e« 


Get up-to-date information on 
how and why dealers are making 
fast profits on the Lyon line of 
steel kitchens and kitchen units. 


LYON METAL PRODUCTS, INC. 
1021 MONROE AVE., AURORA, ILL. 


Yes, I would like to know more about the 
Lyon Kitchen Cabinet dealership you have 








LYON : °” 
METAL PRODUCTS, per 
INCORPORATED 
General Offices: 1021 Monroe Ave., Aurora, lll. City STATE 





Branches and Dealers in All Principal Cities 
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How General Electric keeps YOUr customers happy . ee 





Because G-E uses 


Inco Nickel Alloys 

for this appliance, 

you have added assurance 
of customer satisfaction 


il celina that carry the name of a maker like GENERAL 
ELECTRIC are usually easier to sell. 


But folks can’t bake waffles or grill sandwiches—even on a 
famous name plate. After the sale is made, only performance 
counts. 


So GENERAL ELECTRIC COMPANY, Bridgeport, Connecticut, 
safeguards performance in a good many ways. For example, 
instead of using ordinary metals in vital parts of their appli- 
ances, they frequently choose an INCO Nickel Alloy. 


Their combination waffle iron and sandwich grill is typical. 
On it, the casing springs are Monel*—rustproof, solid Monel, 
a metal that never loses its good looks. 


Inside, cam and contact springs are made of Duranickel* 
strip—for good electrical conductivity at high temperatures. 
And a third Nickel Alloy —“D”* 
carrying lead wires. 


Nickel — serves as current 


It all adds up to this—when you sell a GENERAL ELECTRIC 
waffle iron-sandwich grill, you can count on more than the 
famous GENERAL ELECTRIC reputation to help you make the 
sale. For GENERAL ELECTRIC’s carefully planned use of durable 
Nickel Alloys is added assurance that the appliance is engi- 
neered to deliver the performance that customers expect. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N.Y. 


erotecting The Promised Performance, 


\ i. C Q NICKEL ALLOYS 


Monel* © ““K’* Monel © “R’’* Monel © ““KR“* Monel © “S’* Monel © Nickel © “’D’* Nickel © “L’* Nickel © Duranickel* 
Permanickel* © Inconel* * Inconel “X’* *Reg. U. S. Pat. Off. 





Coffee Parties Sell the Neighbors 





some kind of party in connection with a 
demonstration,” Mrs. Hart explains. 
“Instead of serving cold drinks and 
cakes, we felt that pie and coffee would 
give us an opportunity to really show 
the range or refrigerator in action and 
a good chance to tell our neighbors 
about it at the same time.” 

In preparing for the parties, Mrs. 
Hart calls upon the experience and 
knowledge she has gained by attending 
sales schools put on by distributors 
and by her own efforts and experiences 
in the kitchen. She has her pie crusts 
ready when the guests arrive and 
brings them right into the kitchen to 
watch the baking process. 


Informal Gathering 


“The ‘pie and coffee party’ isn’t a 
party in the strictest sense of the 
word,” explains Mrs. Hart, “but rather, 
it is an informal gathering. We in- 
vite the ladies to come just as they are 
and to make themselves at home. If 
they like to chat or gossip, that’s fine. 
I can always find an opportunity to 
guide the talk into channels pertain- 
ing to the range, refrigerator or other 
cooking equipment in use. 

“They love the informality, of 
course. At the ‘pie and coffee parties’ 
we have a genuine good time. I ex- 
plain the workings of the range or the 
refrigerator and in fact, give a first 
class demonstration which doesn’t seem 
like a demonstration at all. Everybody 
is at ease and readily absorbs every 
word you say.” 

Occasionally, when the “pie and 
coffee party” groups exceed eight in 
number, the party is held in the Hart 
store at 312 So. Peninsula Drive, just 
three or four blocks from the world 
famous beach. The same air of infor- 
mality prevails and Mr. and Mrs. Hart 
find that other appliances may be 
shown or demonstrated with equal 
facility. 


Other Sales Are Made 


“The party gives you an opportunity 
to sell other things besides refriger- 
ators and ranges. In the group attend- 
ing one party, we counted up the sale 
of several base cabinets, a toaster, a 
percolator, a mixer, a pressure cooker, 
a heater and a washer, not to men- 
tion several cooking utensils and a 
deep-fry basket. Of course, we did a 
good bit of selling on the follow-up, 
but the party was the spark of the 
whole thing.” 

“We were certain of one thing when 
we started the party idea,” Mr. Hart 
chimes in, “and that was that Mrs. 
Hart could bake pies. This particular 
section of the country has a reputation 
for turning out fine apple pies, but her 
specialty is lemon pies. So we concen- 
trated on them—and we've been serv- 
ing lemon pies with coffee ever since.” 


His Own Best Salesman 


Mr. Hart, who is his own star sales- 
man, finds it an easy matter to discuss 
water heaters or small appliances at 
the parties as well as ranges and re- 
frigerators. 
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“We always manage to have an auto- 
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matic washer or two in operation,” he 
says, “In a comfortable chair with a 
tasty slice of pie and a fragrant cup 
of coffee in their laps the ladies seem to 
enjoy the demonstration to the fullest 
extent. And resulting sales volume 
backs us up in believing the idea is a 
good one. ” 


Entertainment Is Augmented 


Sometimes other entertainment is in- 
cluded im the gatherings at both the 
Hart home and the store. A movie 
projector with a series of slides and 
pictures is used occasionally to add to 
the entertainment. Needless to say, an 
occasional spot of Frigidaire adver- 
tising works its way into the projec- 
tions. If one of the invited guests cares 
to bring along some of her laundry, 
the store operators will be delighted 
to do it for her while she munches 
pie and sips coffee. Big paper laundry 
bags are furnished prospects with the 
store’s compliments. 

While the “pie and coffee parties” 
may be considered a neighborhood 
affair, the Hart neighborhood is an 
unusually big one. In fact, Mr. Hart 
declares, residents from all over Day- 
tona Beach have been invited. And the 
results seem to be almost in a class 
with the success scored in the local 
area. For example, Mr. Hart points 
out, of the several cottage colonies 
ranged along the beach sands, at least 
16 of them have been partially or com- 
pletely equipped by Hart Refrigera- 
tion Service. 

“We especially like to sell quantity 
units to apartments and beach cottage 
courts, naturally,” Mr. Hart declares. 
“Our best purchaser has to date bought 
71 major appliances—mostly ranges 
and refrigerators—from us. He and 
his wife are regular guests at our ‘pie 
and coffee parties’.” 

No particular group has _ been 
singled out for invitations to the “pie 
and coffee parties”, according to Mr. 
Hart. His wife began them by in- 
viting her nearest neighbors and has 
since branched out to other neigh- 
borhoods. Many long-time residents 
of Daytona Beach are investing in new 
construction and building their own 
apartment houses. Many such resi- 
dents have been delighted by the par- 
ties, Mrs. Hart says, and many have 
made large purchases from the shop. 


Service Is Friendly 


In business since the fall of 1944, 
Mr. Hart opened his present store in 
May, 1948. It is an attractive building 
in one of Daytona’s most popular resi- 
dential sections. Four large plate glass 
windows make up the front and part 
of the sides of the building, permitting 
clear vision on all sides. The display 
space contains approximately 1,500 
sq. ft. 

The Hart firm last year did an ap- 
proximate business of $100,000, an un- 
usual amount for a small resort area. 
Besides the full Frigidaire line, the 
company handles Coleman heaters, 
Easy Spin-dry washers and a variety 
of small appliances, End 
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New Stromberg-Carlson Brentwood 


#5359" 


compartment for 45 RPM changer! 


ss EXPANDED 12'-INCH TUBE 
4X LOCKED-IN CLARITY 


W SUPERB TONE ON 12’ SPEAKER 
¥ DECORATOR-DESIGNED CABINET 


STROMBERG-CARLSON again brings you what the 
public wants most— outstanding value at a price 
well within reach of a majority of customers! 

And again, Stromberg-Carlson gives you an 
extra selling feature to help close sales. In this 
new Brentwood, it’s the side-door 45 rpm changer 
compartment —that practically makes a combina- 
tion of the console at minimum price! 








THE BRENTWOOD Smart cabinet, in selected 
mahogany veneers; #TC-125-LM. (Also in blond 


avodire veneers, #TC-125-LA . . . $369.95*) 


*Plus installation and $1.37 excise tax. 
Slightly higher in South and West. 


As for the television, it is unsurpassed for bril- 
liance and definition, for excellent performance 
even in critical, distant and fringe areas. 

With its 12-inch speaker, simplified tuning, 
beautifully executed cabinet and attractive price, 
the Brentwood has sales clinchers by the half 
dozen! Your order placed now will insure early 
delivery. 


q 
See it better <a a Hear it better 


STROMBERG-CARLSON 


THERE IS NOTHING FINER 


Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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LIGHTWEIGHT - AUTOMATIC eam 
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» Fully automatic with “Hand-I-Set” Fabric Dial © Cooligta | mb 
. Ss ee m- Ses gies. > ‘ ae 2 
Oversize cast iron alloy sole plate © Beautiful chromium. Amst for lifetimée- méo! iness™ 


7 ve - , Senet A can TORO a 
Le - FOLD-AWAY Laundy Basket 


WATERPROOF PLASTIC LINER 


® All-steel round-wire construction, spot welded © Rust-resistant treated and finished with two 
coats of gleaming white infra-red baked enamel © Sturdy metal skids keep clothes 2 inches from 
floor... away from all dirtand grime ® Holds 40 pounds of wet clothes yet folds flat to hang on the 
wall or store away @ Removable Pearlon plastic lining protects clothes from dirt, has many other 
uses © Just the right height for use with any washing machine @ Basket is roomy, 26 x 142 x 10 
inches, even large enough to double as a bassinet @ And it’s Meyer-Bilt—the finest in laundry aids 
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FROM COAST 10 COAST GAN PROFIT 





IT’S HERE... the can’t-miss, money- 
making deal for which every sales- 


minded dealer has been waiting. It’s 
been Tried... Tested... PROVED. 
At a famous Chicago “Loop” store, 
it jammed the aisles with traffic... 
flooded the store with orders... and 
sold out completely in amazing 3-day 
test. Now, it’s ready to go to work 


© 
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for you. So latch on to this sure-fire 
Universal deal, pronto! Promote it 
in the newspapers and in your win- 
dow ... promote it to your charge 
accounts ... promote it on easy 
terms! Yes, promote the living day- 
lights out of it— because it’s the “hot- 
test” deal of this year—or any year! 


It'll make money for you... fast! 


‘ LU work fr pou! 


Psted actin geting ater 


MF tr 
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IRON—REGULARLY $8.95 


BASKET and PLASTIC LINER 
—REGULARLY $4.35 
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..-NO OTHER LINE OF 
APPLIANCES OFFERS YOU 
ALL THESE ADVANTAGES 


1. BIG MARK UP for extra profit - puts more 
cash in your pocket. 


2. COMPLETE LINE of table appliances - quality 
built for long, dependable service. 


3. PRICED TO SELL the big mass market — with 
a fast turnover. 


4. ENTIRELY NEW and up-to-the-minute in de- 
sign - packed with sales appeal. 


Get set for your most profitable season with a com- 
plete stock of DOMINION TABLE APPLIANCES. 


Available through reputable distributors 
across the nation, 


THT 
ELECTRIC CORPORATION 


Mansfield, Ohio 
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NO MORE GRAPHIC proof of the quality 
of modern laundry equipment can be pro- 
vided than the students’ own finely 
finished garments which they launder at 
school and take home to show parents. 


Selling Via 
the Classroom 


CONTINUED FROM PAGE 59 some 





“The actual work which goes on in 
the class room is the pay-off,” he says. 
“Sometimes the kids bring their own 
clothes and wash them and iron them 
for class work. They learn cooking 
and refrigeration and the care of home 
equipment so well that they are en- 
thusiastic supporters of the all-electric 
way of living.” 

For Bunch, too, there has been a 
pay-off. Local newspapers have not 
overlooked his school aid plan. His 
appliance demonstrator, Mrs. Joseph- 
ine Kotts, works closely with the 
home economics teachers, bringing 
them new ideas and suggestions and 
assisting as a consultant. “She does 
her most effective work in following 
up leads provided by the students,” 
says Bunch. 

In addition to his store facilities, 
Bunch has the use of the school class 
rooms for night demonstrations and 
classes for Parent Teacher groups, 
women’s clubs and similar organiza- 
tions. As television extends its cover- 
age he’ll move even further into the 
class room. One of his trucks is 
equipped with a portable receiver and is 
even now answering special requests 
from teachers to provide reception to 
special broadcasts and events from 
the Miami station. Boy Scout meet- 
ings, private parties and club groups 
are also on the free list for his truck- 
provided demonstrations. 

Although his television promotion 
is well launched and should result in 
substantial sales as the medium ex- 
pands, Bunch still is happiest abeut his 
school program. 

“Tt is,” he declares, “the best in- 
vestment I ever made. The members 
of the home economics classes go home 
and tell their parents all about the 
equipment they are using and the first 
thing you know, those parents are 
right in my store to see it in operation 
for themselves and to buy it when 
needed. An another thing—when those 
youngsters grow up and get married, 
they are confirmed Westinghouse users 
and make 4 bee-line down here to equip 
their own kitchens and laundries.” 

End 
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MIMAR PRODUCTS, INC., BROOKLYN 5, N. Y. 


Division of E. A. Laboratories, Inc. 
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this brand new Twin Air Circulator today. 
Heats or cools . . . features the exclusive Mimar 
“Starflector” behind-heating coils for a radiant 
flow. of heat of more than 5400 B.T.U.'s. Tilts 
to any desired angle—even upward for “no 
draft” circulation. On warm days, a flick of the 


switch to “cooling” actuates:the silent 10 inch: 


fan which produces 1000 cubic feet of cooling 
air per minute. Built for long, durable service. 


Taio] aan OL-e MUP 4-Me a atolel-) Mi celsMmelaleMal-toh(-lameelut 

neet the stepped-up demand for 

aL-Xt-mm ole) Le folmmaeluhiclamaclilice]Mel-\7i4-t me Mall mela. 

is priced for v« TW t-1illale Ma lok Mulolsbamelliions 
oh i-t han i-tehi ‘ excellent construction 


ite) diate MLMoMD ZellU\ cel mel oleh Z- Mit Maer) 


_ the Senior Space Heater as a price leader. 
This double duty electric heater has two inten- 
sities of -fan-forced heated air—customer 
simply sets the switch for degree of heat de- 
sired. The Senior is economical and remarkably 
efficient. 


el) Hair Dryer—the 

TT aale-MUlalimislohmalel way Zelsl-lel i; 

ides three times the 

YolssMmelale Mell ame Ze) it ]1:1-M~) aol gel lalela an alell | 

dryers. Tilts up or down... users hands are 

always free. Mimarvel is effective as a heater, 
too. Can be used in nursery or bathroom 

also as a quick dryer for undies and stockings 


. dozens of other household uses. 
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Get Ready For The Big Seasonal Boost in Demand 


MP-116-C 
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SENSATIONAL 


ele-lones BigF 


~BUILT-IN- 
ANTENNA” 


IN MODEL TV-255 


for only 


149° 


plus excise tax 


“NO-GLARE 


BLACK TUBE 





16” DIRECT 








“29925 
as low as 


plus excise tox 


144 OCTOBER, 1949—ELECTRICAL MERCHANDISING 





THE GREATEST 
TY STORY EVER TOLD! 


12%" rv wine 





as low as 
LOW PRICE 


12% IN. SCREEN "BQ. 
BIG 92 SQUARE IN. PICTURE 











os ow op MG? 


plus excise tax. 
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Colorado dealer profitably through the 
entire war include a well-stocked paint 
department, featuring two nationally 
advertised lines and selling a volume 
ot $1,000 per month and upwards; 
a toy department, run on a year-round 
basis, with a $2,000 inventory cover- 
ing everything from rattles to electric 
trains, a large hardware and tool shop, 
and lastly, a housewares department 
replete with pots and pans, kitchen 
gadgets and home supplies. Each de- 
partment has won its spurs as a per- 
manent part of Silkenson & Co. strictly 
through showing a steady profit, and 
because each is a traffic builder which 
sells major appliances every day in 
the year. Almost all of Silkenson’s 
satisfied appliance users are farm or 
townspeople originally attracted into 
the store by toy lines, paint, tools or 
hardware. 


Sidelines for Traffic 


Now that the appliance drouth is 
over, Silkenson depends heavily on 
sideline-department traffic to bring in 
ippliance prospects. “We average be- 
tween 200 and 300 people calling in 
the store per day,” he said, “attracted 


by one or more 


sidelines, where if 
we carried only appliances, we would 
probably attract 25 per day or less. 
I figure that a 100 percent appliance 
store may see the local home-owner 
only 


once or twice a year, whereas 
with our varied lines to attract him, 
we will see him once a month or 
oitener. Because we attempt to in- 


terest everyone who comes in in major 
appliances, we are bound to find a lot 
of sales among drop-in prospects—and 


eventually the homeowner who relies 


on us for paint, tools, electrical sup- 
plies, will likewise equip his kitchen 
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Sidelines for Traffic, Demonstrations for Sales 





with Frigidaire appliances from our 
stock.” 

Prior to February of this year, 
Silkenson & Co. had sold every one 
of its 350 refrigerators, 420 washing 
machines, etc., to drop-in customers 
attracted by sidelines, with few, if 
any, outside calls by appliance sales- 
men. During the Christmas season, 
the toy department in the rear of the 
store sold $12,000 worth of toys, and 
along with this volume, more than 
50 Christmas-gift major appliances. 
The paint department, with a $5,000 
inventory turned seven or eight times 
per year, has steadily sold $1,000 per 
month or more, with a 50 percent 
markup, to help pay operating costs. 
Housewares sales are only slightly 
behind. Thus, each department helps 
to pull appliance prospects into the 
store, naturally homeowners. for the 
most part, and is considered a per- 
manent asset in the store’s merchandis- 
ing program. 

Silkenson never lets the store visitor 
lose sight of the fact that he is first 
and last an appliance dealer. Every 
customer is shown the actively-operat- 
ing model laundry on the right side 
of the store, refrigerators up front, 
radio phonograph combinations on the 
left, etc. “It isn’t anything unusual 
for the man who came in to buy a pint 
of white enamel to wind up with 
buying $900 in major appliances,” the 
dealer said, “because if there is any 
interest at all, we keep after them.” 

On the “showmanship” side, Silken- 
son averages at least one “live dem- 
onstration” of some sort or other 
every week in the year. One appliance 
at a time is selected for demonstration 
to a hand-picked group of homeown- 
ers, always with dramatic presenta- 























“WE’LL BE GLAD TO GIVE YOU A TRADE-IN ALLOWANCE ON YOUR OLD ICE- 
BOX, BUT I'M AFRAID WE CAN’T GIVE YOU ANYTHING ON THE ICE.” 
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WEEKLY DEMONSTRATIONS draw groups of people from distances of 30 


miles. 
This was a successful ‘‘men only 


“ 


tion which pulls in people from 20 
or 30 miles out in the country. “We 
send out direct mail invitations to 
women who have attended previous 
cooking schools, responded to adver- 
tising but are unsold, or have been 
recommended by distributors,” Silken- 
son said. “Each demonstration is thus 
limited for the most part to women 
we know are interested, whether it 
is a range, garbage disposal or auto- 
matic laundry machine under promo- 
tion.” The weekly demonstrations, 
always held in the evening or all day 
plus evening hours in the front of 
the store, have sold at least 300 major 
appliances over a 12-month period, 
according to the dealer. “Concentrat- 
ing each one on definitely interested 
prospects has made a lot of difference,” 
he summed up. “We think this is 
the most valuable possible type of 
promotion, inasmuch as it introduces 
many new women to the store, who 
may return to buy in the sideline de- 
partments and eventually become ap- 
pliance customers.” 


Follow-up Crew 


Follow-ups are handled by a crew 
of five salesmen, all of whom have 
begun outside operations since Jan- 
uary 1. Even though drop-in traffic 
is providing plenty of sales volume, 
Silkenson has been energetically plan- 
ning for outside selling for the past 
year. His first step has been to hire 
a crew of veteran specialty men, all 
local residents, who are paid a straight 
10 percent commission on all appli- 
ance sales, considerably higher than 
the standard five percent offered by 
other dealers in the area. In return 
for this excellent compensation, Silk- 
enson expects his salesmen to range 
far and wide through the farming 
and acreage districts surrounding 
Englewood, following up both users 
and prospects originally contacted in 
the store. 

The store continues to pull its 
steady flow of homeowner traffic, 
which will provide many more pros- 
pects. “There is nothing like a set 
amount of floor time for the sales- 
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Most of them are held for women, but there are occasional exceptions. 
evening. 


men,” Silkenson said. “Eventually 
we'll schedule time in and time out, 
but right now there is so much call 
for outside work that most of our 
men are out all day long.” 

Perhaps one of the strongest con- 
tributing factors to the amazing sales 
volume of the little Colorado store is 
its topnotch service department. Lo- 
cated a long way from distributors, 
Silkenson has shouldered the entire 
load of warranty maintenance and 
continuous repairs for his entire ap- 
pliance line. A two-man mechanic 
crew is on duty the year around, in- 
creased to three for refrigeration serv- 
ice during the summer months, and 
can handle all appliance repairs, from 
small appliance rewiring up to space 
heaters, package air conditioning, and 
sealed unit refrigerator installation. 
“We can’t over-emphasize the value 
of good service,” the dealer said, “and 
it’s the first thing we show every 
farmer prospect who comes in.” 

Not only repairs, but really com- 
plete installation facilities are guar- 
anteed by the fact that Silkenson also 
maintains a licensed electrician on his 
staff, who can wire up any farm or 
suburban home for electric ranges, 
automatic washers, water heaters, etc., 
and a competent plumber, who tackles 
garbage disposal equipment, auto- 
matic laundries, dishwashers, etc. With 
this kind of talent on the service crew, 
there is nothing in the appliance line 
which Silkenson and Co. cannot 
contract—and the store has com- 
pletely escaped any plumber-vs-appli- 
ance dealer conflict. 

“Handling our own plumbing has 
meant the difference between disap- 
pointed, unsatisfied customers and 
eager boosters for the firm,” the dealer 
declared. “To date we have had little 
or no trouble with plumber’s unions 
or competition in making our own in- 
stallations.” Many thousands of dol- 
lar’s worth of dishwasher and pack- 
age kitchen installations, which would 
have been lost if Silkenson had de- 
pended upon an outside plumbing 
firm for installation, tell the whole 
story. End 
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She's likely to fly away if you use the 
wrong sales approach. What she wants 
is helpful information in a quiet, friendly 
manner. And the best way to tell her 
about the finish is by pointing to the 
Du Pont ‘‘Dulux”’ seal! 


With a majority of prospects, the 
“Dulux” seal wins instant recognition 
and reassurance. From past perform- 
ance they know it stands for years of 
washable, mar-resistant service .. . 
sparkling good looks. All you have to 


USE THE DU PONT SEAL 
TO CLOSE THE DEAL 


It identifies America’s 
leading home appliance finish! 

























































mention is that the finish is ‘‘Dulux,”’ 
made by Du Pont. 

If your manufacturer supplies you 
**Dulux’’-finished appliances without the 
seal, ask him to include it in the future. 
It helps you build a quality story that 
wins more sales from difficult prospects! 
HERE’S SELLING MADE EASIER: Free new 
informative booklet gives you profitable 
“selling points” for appliances finished 
with ‘“‘Dulux.’’ Send coupon today for 
your copy. 


| Vereen caste 
: - gon so cence Saiataseaiemresinnamiaas iistiiiniitcidieamemnania 
> 1° Te | &. I. du Pont de N & Co. (Inc.) 
+— .i.au ron e emours Oo. nec, 
= & 23 : ' Finishes Division, Dept. E.M.-910 
| | Wilmington 98, Delaware 





| Name 


Please send, free of charge, your new illustrated booklet, ‘Inside 
| Information on the Outside.”’ 


Title 
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HAMILTON BEACE 


ALL-PURPOSE ... 


it beats, mixes, mashes, 
whips, creams. For use 
anywhere, with any bowl 
or pan. All-profitable, too 
—a traffic-builder! 


TWO STURDY BEATERS 


easily handle hard-to-mix bat- 
ters. Snap in for use—snap out 
for easy cleaning. Another 
easy-to-use feature of an easy- 
to-sell appliance! 






Only 3-Speed Portable with 
ONE-HAND OPERATION! 


BALANCED HANDLE 


\ is easy to hold—ends 

Wy wrist-strain. Flat base 
on beater unit pre- 
vents messy batter- 
drip—a strong sales- 
making point! 








SMART GIFT BOX 


adds that “extra touch” 
tc a really fine gift— 
a merchandising plus! 
Box also doubles as an 
attractive counter dis- 
play — complete with 
selling copy. 
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POWERFUL 
enough to handle ‘ 
heaviest batters, yet : 


compact and light 
weight. Depend- , 
able, free of service | 
complaints that cut 
into profits, too! | 


$1775 


RETAIL 





($18.25 Denver ind West.) 
Includes bracket and 
screws for wall mounting. 


HANGS ON WALL 


or fits in a drawer. As- 
sures frequent use—so 
it increases need—so it 
justifies purchase! : 











HAMILTON BEACH 


ixette 
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HERE’S AN ITEM with extremely wide 
appeal. Consider how many of your cus- 
tomers have small kitchens, how many 
live in apartments, how many feel priced 
out of the “super” mixer class. To all 
these folks you offer the new Hamilton 
Beach Mixette—the only truly portable 
3-speed mixer there is! 


RIGHT! No other 3-speed portable pro- 
vides one-hand operation. The user simply 
holds the Mixette in one hand and sets 
the speed with her thumb. Her other hand 
is free to hold a pan or add ingredients. 
There’s no lost motion, no stopping to 
change speeds— no muss, fuss, or bother! 


DO WHAT thousands upon thousands of 
women who read Hamilton Beach na- 
tional advertising will be doing soon. 
Compare the Mixette for ease of use with 
any other portable. Check ail its out- 
standing features. You'll agree that be- 
cause it gives much greater convenience 
—it’s the one most women will want! 


NATIONAL ADVERTISING on the Mix- 

ette starts this month. Make the most of 

it by stocking this fast-moving item now. 

Order from your wholesaler, today! 

Hamilton Beach Co., Div. of Scovill Mfg. Co., 
Racine, Wis. 
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the high-turnover 


53.425 


RETAIL 


($34.90 Denver and West.) 
Includes two bowls and 
extra single beater. 





JUICE 
EXTRACTOR 


$4.25 
($4.35 Denver Yj By 
and West.) a 
p) 





HAMILTON BEACH oad Mino 


WHEREVER THE Hamilton Beach Food Mixer is displayed—it 
sells. And quickly, too. That’s because more and more women 
realize this fact. Any food mixer can make their work easier. But 
only one, Hamilton Beach, is easiest to use. In its simple, effortless 
ease of handling they find the answer to their needs. They see. 


They try. They buy! 


THIS IMPRESSIVE “easiest-to-use” theme is currently headlining 
big, colorful Hamilton Beach national ads. Do as your customers 
do who read these ads. Compare Hamilton Beach for ease of use 
with any other food mixer. Consider its one-hand portability .. . 
simplest speed control... one-hand operation . . . finger-tip bowl con- 
trol... easiest juicing. Yes, compare it—your customers will! 


Tell the 
“DEEP-CLEAN” Story! 


“Deep Clean” is simple, easy for cus- 
tomers to understand—and convincing! 
It’s the soundest selling idea to hit the 
tank-cleaner market in years. Use it and 
you'll sell the Hamilton Beach “‘Deep- 
Clean”—the one cleaner with more ex- 
clusive features than any other in its 
price class. $72.50 retail, including 
attachments. % 





Feature the 
TOP-VALUE ’ 


Push the sop-value “Cham- 
pion” and watch it pay off 
in top volume. Weighs only 
13 Ibs., 12 oz.—yet there’s 
no plastic in it! Full-size, full- 
capacity, 14-inch nozzle. And 
Hamilton Beach has never 
made a “price model.” Here’s 
the lightest-weight, full-size, 
first-line upright on the mar- 
ket at $52.50 retail. 


% 
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beam, White Cross, Toastmaster, and 
Hamilton Beach were approached on 
this safari. Today, Mike is an au- 
thorized service agency for top drawer 
lines, 

Since April 1, 1948, opening date, 
the staff has grown from two to eight 
employees. The income trend is in- 
dicated by monthly bookkeeping tallies: 
May, $1,189.32; June, $1,512.99; 
July, $2,366.20; August, $3,115.85; 
September, $3,386.07; October, $2,- 
516.67; November $4,255.19; De- 
cember, $5,157.70. 

During a_ high-pitched two-week 
period in February, 1,500 jobs came 
under the X-ray eyes of Panhandle 
servicemen. Each month the repair 
volume has spurted a solid 20 percent. 
From April 1 to January 1, the com- 
pany serviced a total of 7,217 items, 

“At the present rate of increase at 
which we are operating,” beams Mike, 
“we'll erase our net operating loss in 
another six months and be enjoying 
a fair profit.” 


Business by Mail 


Ninety percent of the business is con- 
ducted via U. S. mails; a large share 
arrives from the states of Texas, Okla- 
homa, New Mexico, Kansas and Colo- 
rado. Dealers within a 150-mile radius 
of Amarillo load trailers with ailing 
appliances, unload them at Mike’s place. 
Butterflies are erased from the offend- 
ing gadgets by mechanics, and are 
ready for the return trip after the 
visiting firemen have enjoyed four or 
five hours of shopping in Amarillo. 

“We have four hundred active ac- 
counts—retailers and distributors who 
ship us a batch of appliances at least 
once a week,” says Mike. “Our big- 
gest contributor is the West Texas 
Utility Co., a power outfit which sup- 
plies about twenty percent of the state’s 
juice,” 

Of all the knotty problems Michael 
Melot had to solve in establishing the 
business, the most troublesome proved 
to be lack of a pattern to use as a guide 


in setting up shop. There were other 


CONTINUED FROM PAGE 87 


Specialists in Super Service 





“Authorized Service Stations,” but not 
one within 1,000 miles of Amarillo 
where one hundred percent of time and 
energy was devoted to selling service. 

“Other authorized service station 
setups operated this department merely 
as a sideline,” Mike discovered. “Since 
we had no counterpart from which to 
cut our pattern, we tailored one of our 
own by accumulating all of the com- 
plaints registered against other such 
services and eliminating them from our 
setup.” 

Shortcomings of other depots were: 
(1) Inability to supply really fast re- 
pair, (2) downright poor workman- 
ship, and (3) insufficient guarantees on 
workmanship. 

Jobbers, dealers and users who pat- 
ronize Panhandle know from actual 
experience that appliances are com- 
pletely overhauled with genuine parts 
installed by trained mechanics, placed 
in the mail, repaired and covered by 
an air-tight guarantee, within 12 to 24 
hours after they are received. 

“Most repair delay stems from slow 
parts shipments, and a shortsighted- 
ness in maintaining an adequate parts 
inventory,” claims Mike. “We elimi- 
nate the last-mentioned slow-up by 
utilizing a perpetual inventory card in- 
dex system by which a 90-day working 
stock is constantly maintained.” 

“Our jobs carry the same guarantee 
furnished by the manufacturer,” he con- 
tinued. “If a toaster which carried a 
one-year guarantee when made five or 
ten years ago comes in for repair, we 
send it back to the owner with our own 
one-year guarantee. Comebacks result- 
ing from making good on guarantees 
are amazingly small. Last November, 
a typical month, there were nine.” 


All-Around Qualifications 


Each mechanic is a specialist in serv- 
icing a single item but is qualified to 
service anything that plugs into a 
socket. When caught up with his 
specialty, he digs into the pile of ap- 
pliances on his companion’s bench. 

The repair tempo at Panhandle is 











“THIS STUFF LOOKS FAMILIAR, POP!” 





LAUNDERETTE 
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tast. An iron specialist (two electric 
irons are serviced to one of every other 
appliance) zips through twenty-five 
jobs daily; the toasterman turns out 
fifteen jobs; the mixerman from twelve 
to fifteen, and the coffeemakerman, 
from fifteen to twenty. Sandwiched be- 
tween each man’s specialty work is 
other work on floor lamps, electric 
toys, etc. 

Nothing is left to chance in track- 
ing down the cause of a fault. Factory- 
recommended techniques and _ test 
equipment are used. Repair work be- 
havior pattern reveals that almost every 
appliance that comes in for servicing 
requires a new part. Thermostat and 
timer adjustments are most common 
ailments. ; 

“The Dagwood - Bumstead - type 
household fixit man is the serviceman’s 
Enemy No. 1,” contends Mike. “Since 
he usually does more damage than 
good, he makes our job immensely 
more complex.” 


Hires Veterans 


Labor overhead is pared by employ- 
ing on-the-job trainee veterans. Work- 
ing under Norman Dysart, the capable 
foreman, the trainees will be experts 
at the end of their 18-month training 
period. 

Novices are discharged at Panhan- 
dle if they don’t ask questions; old 
hands are dismissed if their answers 
to beginners’ questions are tinged with 
impatience. Selection of new personnel 
is based on tool-handling finesse; ambi- 
tion, appearance, background and in- 
itiative. Each man is hired on a trial 
basis; sixteen have flunked the course. 

“A working knowledge of tools is 
the most valuable asset in a new man,” 
Mike maintains. “It requires only a 
couple of weeks to groom a man who 
is handy with tools, has a mind for de- 
tail, can follow instructions and ab- 
sorb training. 

“Training is informal. If a staffer 
can’t handle a problem, he takes it to 
the foreman, and if it is unusual 
enough, the supervisor calls a forum 
with everyone gathering around to 
watch the solution. When we add a 
new line, we dispatch a man to the 
factory for an indoctrination course 
so we can interpret factory catalogues 
and service manuals.” 

A simplified system is pursued in 
processing mailed-in appliances. First, 
the appliances are unpacked, job orders 
filled, including a complete analysis of 
the ailments, then they are deposited on 
a shelf marked “To Be Repaired.” 

The foreman segregates items ac- 
cording to type, then channels them to 
the various specialists. As soon as they 
are serviced, he delivers them to the 
shipping room, where they move out 
on the same day received. 

The while-you-wait service is popu- 
lar with both dealers and the general 
public. A housewife brings in an ail- 
ing iron, sips coffee over a magazine in 
the comfortable lounge, then picks up 
the repaired iron. 

Melot promotes his services with all 
of the zeal of an enterprising retailer. 
What he labels his “One-Man Insti- 
tute of Propaganda” was assigned 
$1,000 for advertising last vear; the 
sum has been boosted considerably this 


OCTOBER, 


year. It covers among other things, 
newspaper ads, a 15-minute radio 
record show, half-page ads in rural 
telephone books, 

But the apple of Mike Melot’s pro- 
motional eye is an_ eight-point 
procession of ideas, all involving mer- 
chandising pieces, including: 

1. A local advertising stunt which 

includes one boy loaded with a pocket- 
ful of pennies, who walks parking- 
meter-studded streets. When he spots 
a meter violation, he inserts a penny, 
places a card under the windshield 
reading: 
“Hello Neighbor: We noticed the time had 
run out on your parking meter, and to pre- 
vent you from receiving a parking ticket, 
we took the liberty of putting money in the 
meter. We can be of further service to you. 
We hope you will call on us when your elec- 
trical appliances need factory backed and 
guaranteed service . . .” 


2. A simple, addressed, gummed 
shipping label supplied all mail cus- 
tomers. 

3. An institutional monthly mailing 
piece circularized among 250 good ac- 
counts, prepared by Brown & Bigelow, 
which mixes humor with sound mes- 
sages. Typical was the September 
mailing, featuring Esquire-type hill- 
billies, the inevitable outside toilet 
leaning at a dangerous angle, with tie- 
in copy which promised: “You can 
lean on us...” 

4. Twice-monthly mailings of an- 
nouncement cards furnished by manu- 
facturers which state simply that the 
firm is an authorized factory service 
station for various lines. 

5. A small decal stuck on outgoing 
mail which plugs service. 

6. Leaflets inserted periodically in 
invoices (100,000) of the Southwestern 
Public Service Co., a utility supplying 
power to Amarillo and 32 Texas and 
New Mexico towns. Recent mailing 
featured “Cleaning and care of your 
waffle iron,’ included Panhandle’s 
name and address. 

7. In case of delay in servicing an 
item, a card is sent, advising when 
shipment may be expected. 

8. Another delay card stating tardi- 
ness is occasioned by the fact that data 
accompanying the appliance was inade- 
quate. The card contains space for 
owner’s name, date of purchase, where 
purchased, and says, “In the future. 
if this information is supplied with 
item sent in for repair, it will speed up 
service.” 


Needed: Dealer Cooperation 


“Some dealers are habitual offenders 
in this failure to provide information 
needed to allow us to complete our 
monthly reports to manufacturers and 
collect on Warranty Service,” com- 
plains Mike. “Most of them send the 
data after a couple such delays.” 

As for the future outlook for his 
venture, Mike is convinced the trend 
is all in his favor. 

“The buying public has used its sur- 
plus capital which three years ago went 
unhesitatingly for new appliances,” he 
points out. “Now they are slowly com- 
ing around to our viewpoint that a 
properly reconditioned appliance will 
give as long service as a new one—in 
many cases longer.” End 
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ex 2 COMPLETELY NEW 
Ae NORGE GAS RANGES 





WITH EXCLUSIVE NEW 


SPIROLATOR BURNERS. 






A POPULAR PAIR 
OF TOP-PROFIT LEADERS 











A sensational advance in gas range cookery! New design spirals flame 
in swirling motion, concentrating the heat on the entire bottom of 


Model N-5: Features new economy Spirolator burn- the utensil. Little heat is wasted—cooking time is faster! This new 
ers; new oven window with stainless glass separator; 
oven light; new chrome-plated hardware; modern 
new styling; dozens of other sales-making features! 


economy burner assures faster, cleaner, hotter heat... gives increased 


efficiency, greater savings. 








These new model ranges are equipped with universal burners and 
universal valves. Now, at last, you can offer one range that burns all 
types of gas to meet the varied needs of your customers. With these 


ranges you'll reduce inventory ... increase turnover! 
ges y y 


14 


Ac cr - rrr ns ~ 


1. New ultra-modern, eye-caressing styling 6. New heavy chrome de luxe hardware 








2. New Spirolator burners 7. New conveniently located gas cock knobs 
3. New universal valves, adaptable to all 8. New porcelain-finish steel pilot grate 
types of gas 9. New-type oven vent 
4. New chromium burner bowls for easy 10. New heat control knob 
cleaning 11. New lamp package 
5. New extra-sure suspension burner grates —‘12. ‘Titanium porcelain on all exterior panels 
Model N-4: Features new economy Spirolator burn- OTHER SPARKLING FEATURES INCLUDE: 
ers; new styling, new 3-suspension burner grates; 
new overlapping burner reflecting bowls; many other One-piece cooking top and backrail; One-piece tank-type oven; Extra-thick 
“most wanted” features. insulation; Flush-to-wall design; Broiler with fourteen broiling levels. 


Three other famous Norge Gas Range models 
assure complete customer coverage 


Refrigerators @ Home Freezers @ Gas Ranges e@ Electric Ranges @ Home (6, ¥ 
Laundry Equipment e Home Heaters e@ Electric Water Heaters @ Water Coolers . 7 tae 
BORG-WARNER QUALITY PRODUCTS BEFORE YOU BUY: 


Norge Division, Borg-Warner Corporation, Detroit 26, Michigan. In Canada: Addison Industries, Ltd., Toronto, Ontario 


Pa 
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Meeting Place for Decision-Makers 


‘AMILIES don’t buy a new washer, or a new 
it ironer, or a new refrigerator on the spur 
of the moment. Even though they may do a 
lot of shopping around, their decision to buy 
—and their choice of brand names—are first 
made in the home. 


That’s why advertising for your products is 
so extra powerful when it appears in Better 
Homes & Gardens. For BH&G is America’s 
lst point of Sale, by virtue of its unique 
standing with more than 3,000,000 reader- 


families. 


These families read BH&G only for its 100% 
service content. Editorials like “Ironing Made 


Easy,” “What a Deep Well Cooker Can Do 


for You” and “Here’s How to Wash in an 
Automatic” plant the seeds of desire for better, 
easier home living. Then advertising pages 
take over to help you reap a harvest of sales. 


Fortunately, these three-million-plus readers 
are homeowners who need a lot of appliances. 
Moreover, they have the money to buy your 
best merchandise—and they’re pre-sold on 


the BH&G-advertised brands that you handle. 


So feature the products that you’ll find in the 
list of BH&G advertisers at the right. Display 
them with counter cards that point out, “As 


seen in Better Homes & Gardens.”’ 
P.S. In the first six months of 1949, more major 


appliance manufacturers placed more advertising 
in BH&G than in any other magazine. 


America’s $ Rint of Sele 





A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 
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These brands are being pre-sold to more than 


3,000,000 top decision-making homes 





in Better Homes and Gardens... 


APPLIANCES 
Disposers 

American Kitchens 
In-Sink-Erator 
Westinghouse 
Youngstown Kitchens 


Home Freezers 
Crosley 
Deepfreeze 
Frigidaire 

General Electric 
Kelvinator 

Tyler HarderFreez 
Westinghouse 


Ironers & Irons 
Betty Crocker Iron 
Thor Gladiron Ironer 
Horton Ironer 
Westinghouse Iron 
Whirlpool Lroner 


Mixers 

Hamilton Beach 
Sunbeam Mixmaster 
Westinghouse 


Radio & Television 
Admiral 

Crosley 

General Electric 
Motorola 
Stromberg-Carlson 
Zenith 

Ranges 

Admiral 

American Gas Assn. 
Caloric 

Crosley 

Frigidaire 

Grand 

Kelvinator 

Magic Chef 

Norge 

Roper 

Tappan 
Westinghouse 
Refrigerators 
Admiral Dual-Temp 


POINT OUT to your. customers the brands 
“seen in BH&G.” For your supply of free display 
cards—check list above for the brands you stock 
—then mail with your name and address to: 
MercHaNpisinG Division, Better Homes 
& GarpDENs, Des Moines 3, Iowa 


Crosley Shelvador 
Frigidaire 
Kelvinator 

Servel 


Westinghouse 


Toasters 
General Mills 
Knapp- Monarch 
Toastmaster 
Westinghouse 


Vacuums 
Cadillac 
Hoover 
Kirby 

Lewyt 
Rexair 
Westinghouse 


Washing Machines 
Easy 

Dexter 

Frigidaire 

Maytag 

Speed Queen 
Westinghouse 


Whirlpool 


Fans 

Aeropel Kitchen Fan 

Air-In Window Ventilator 
American Kitchens Ventilator 
Dearborn 

Dearborn Evaporative Cooler 
Shovelaire 

Torrington 

Vornado 

Westinghouse 


Appliances, Miscellaneous 
Big Ben Timepieces 

Bissell Sweepers 

Bruce Doozit 

Hoover Vacuum 

Knapp- Monarch Liquidizer 
Knapp-Monarch Waffle Baker 
Nesco Roaster 
Johnson’s Floor Polisher 
Westinghouse Drier 
Westinghouse Roaster Oven 
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HOUSEHOLD SUPPLIES & 
UTENSILS 

Acme Shears 

Aristo-Mats 

Artbeck Baster 

Arvin Ironing Table 

Ball Canning Equipment 

Bluettes Gloves 

Briddell Knives 

Bruce Floor Cleaner & Waxes 

Club Aluminum 

Dazey Utensils 

DeLuxe Mop Wringer Pail 

Ebonettes Housekeeping Gloves 

Ecko Flint Cutlery 

Edlund Can Opener 

Edlund Egg Beater 

Everedy Kake-Saver 

Everedy Tater Baker 

Foley Food Chopper 

Johnson’s Paste & Liquid Wax 

Kerr Canning Equipment 

Met-L-Top lroning Table 

Mirro-Matic Pressure Pan 

Nesco Kitchen Containers 

Nesco Utensils 

Nichols Miracle-Wrap 
Aluminum Foil 

Norrisware 

Nortan Crystolon Knife 
Sharpener 

Pacific Silver Cloth 

Paper Napkins 

Paper Plates 

Perma-brooms 

Presto Pressure Cooker 

Revere Pressure Cooker 

Revere Ware 

Rid-Jid Ironing Table 

Ritz Cleaning Cloths 

Rubbermaid Housewares 

Royledge Shelf Paper 


Scotch Tape 
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Sealright Containers 
Simoniz Floor Polish 
Toastmaster Hospitality Set 
Taylor Thermometers 
Wearever Aluminum 

West Bend Aluminum 

West Bend Coffee Maker 
West Bend Tea Kettle 
Westinghouse Coffee Maker 


WIRING & TELEPHONE 
Bell System 

Burgess Batteries 
Cutler-Hammer Multi-Breaker 
Davis Ironing Cord 

Farady Kitchen Cord 

General Electric Lamps 

Kirlin System Lighting 


MISCELLANEOUS 
ELECTRICAL 

Atlas Saw 

Burgess Vibra-Sprayer 

CE Heatmaster Water Heater 

Deming Water Pumps 

Emrick ‘Tools 

Flint & Walling Pumps 

Goulds Water Pumps 

Goulds Cellar Drainer 

Home Utility Tools by Black 
& Decker 

Honeywell Controls 

Penberthy Sump Pump 

Robertshaw-Fulton Controls 

Reddy lite Lantern 

Ruud Water Heater 

Shopsmith Tools 

Smithway Water Heater 

Webster-Chicago Recorder 

West Dodd Lightning Conductor 

Westinghouse Water Heater 

Zephyr Spraymaster 
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Small Wonder 


Osterett Sales 
are Wonderful... 


For the food mixing jobs most evel food mi rn eB 


women need mixers for most, 
\) | 95 
ae only 


















the OSTERETT is far ES \0 


handier and better! zl 







Give the American housewife a chance to ity 
buy something she has always needed, : = 
at a price she can afford to pay, and 
she‘ll buy. That’s why the demand for 
Osterett is increasing steadily and 
rapidly. Millions of women have long 
wanted an electric mixer powerful 
enough to do every food mixing job and 
yet small, portable, easy, and quick to 
use—all, at a low price. 


mix a4 cake in any bowl 





at O8 









REFUND op 


je 
= Guaranteed by = 
Good Housekeeping 
20r 45 apveanistd wees 








mixes 
mashes 
creams 
whips 

beats 


MADE BY OSTER 


The Oster home appliances—Osterett, 2-teoter : nantes eitiienenen 
: ° ‘ °° r ; speci q wi s 
Osterizer, Stim-U-Lax Junior, and Airjet, PORTABLE: ssuibiiaanmenntdaed 
are advertised nationally in such great eee , WIXER Just plug into any outlet, flip the 
magazines as Life, Good Housekeeping, ELEC rRi WERE fingertip control switch, and watch its 
Better Homes and Gardens, Collier's, 
National Geographic, True, Argosy, ¥ A ay 
Esquire, Sports Afield, etc. emall and lightweight ‘We 


\ handy wall bracket. 
} \ \ \ 
All Oster home appliances are \\ \N 
oS 


fully guaranteed. All have been 


ery pow erful! amazing big-mixer performance. 
Vv Keep in cutlery drawer or on 


: NEW TASTE THRILLS MAKES HAIR DRYING 
granted the Good aie ea SMALLER GROCERY BILLS QUICK AND EASY 
Seal. Underwriters’ Approved. ‘ition $14.95 


Oster’s handsome jet-de- 
sign electric dryer blows 
hot or cold air. Hold in 
hand or stand on table. 
seeeeseseooooeeeoeseoeseseese 
massage! feel better! 


ST!IM-U-LAX JUNIOR 
$24.50 _ 
Finest massage instrument F/ a 
—relaxes nerves, tones mus- 20 iy 
cles, stimulates circulation. ‘ yy S 
HAT 
Ask for Oster appliances at your favorite appliance, hardware, or department store—highest quality always 


JOHN OSTER MANUFACTURING COMPANY @ RACINE, WISCONSIN 


| Diterézey $34.95 
|  @ | N o Ss T E R | with all-chrome base, $39.50 


| A | U F A  « T U R I NM G Amazingly versatile electric 


appliance liquefies vegeta- 
Cc re) M Pp A Ni Y bles, blends drinks, purees 

food for baby . . . whips, 
chops, beats, grinds, pul- 


RACINE, WISCONSIN A-3 4 verizes, mixes. 
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BY JANUARY, 1950, some television 
receivers rolling off the Capehart-Farns- 
worth Corp. assembly lines will incorpo- 
rate this rectangular-faced tube, D. R. 
Hull, executive vice-president, revealed at 
a recent New York distributor convention. 


New Capehart Line 
Aims at Mass Market 


The new Capehart-Farnsworth 
Corp., an I. T. & T. subsidiary since 
May 4, made it plain last month that 
it is going after mass market busi- 
ness for its television and radio- 
phonograph products. 

Distributors attending a conven- 
tion in New York City on August 
29 and 30, saw a new line of seven 
television sets priced from $269.50 
to $795 and four radio-phonographs 
ranging from $249.50 to $385. Miss- 
ing from the line were Capehart’s 
deluxe models with the famous 
turn-over record players, but com- 
pany spokesmen hinted that new 
models in the high-priced bracket, 
perhaps listing for as high as $1700. 
would be introduced early in 1950 
on a direct to dealer basis for a lim- 
ited number of outlets. 

The new, low-priced line replaces 
low-end merchandise formerly bear- 
ing the Farnsworth label. All the 
new radio-phonographs offer three 
speed record players. The TV sets 
have either 124 or 16 inch tubes, 
built-in antennas, and may be ob- 
tained with the company’s new 
Polatron video tube (specially 
coated to polarize light and mini- 
mize halation) for $10 extra. 

Square Tube Coming. D. R. Hull, 
executive vice-president of the com- 
pany, declared that a new. rectangu- 
lar video tube shown to the distribu- 
tors will be incorporated in some 
telewision models in time for Janu- 
ary distribution to dealers. The com- 
pany, he said, has no definite plans 
for changing the present merchan- 
dising organization of some 59 dis- 
tributors and approximately 2,000 
dealers. 


Don't Say “Traffic Appliances’ — 


They're Now Electric Housewares 


NEMA section adopts new name in move 
to better describe products involved 


The domestic appliance section of + 
NEMA has been renamed the elec- 
tric housewares section in an effort 
to furnish small appliances with a 
more descriptive name. Products 
which have heretofore been de- 
scribed as traffic, table, small, minor 
or plug-in appliances will now be 
known as electric housewares. 

NEMA announced a search for a 
new designation for these products 
almost a year ago in the belief that 
none of the terms then in use did 
justice to the type of products they 
described. The Association conduct- 
ed a nationwide poll of all segments 
of the electric appliance industry 
in looking for a new designa- 
tion. Dealers, distributors and man- 
ufacturers were represented in the 
2,400 ballots received in the survey 
and a list of four names was selected 
from the titles suggested by those 
submitting ballots. The final choice 
was discussed in national manufac- 
turer and distributor meetings. 

Better Identification—Selection of 
the term electric housewares was 
made because it was felt that the 


Anniversary Presentation 


name catalogs these items as elec- 
trified conveniences for the house- 
hold and identifies them as prod- 
ucts which are generally carried in 
the housewares departments of re- 
tail stores. The re-named NEMA 
section hopes that its change of 
name will mark the first stage in 
the general acceptance of the des- 
ignation. 

They’re Not Small. Two of the 
most popular terms which were for- 
merly used to designate such prod- 
ucts were “small” and “traffic” 
appliances. “Small” appliances ade- 
quately described the physical char- 
acteristics in some cases but did not 
reflect the size of the industry which 
in 1948 did $600,000,000 in retail 
sales. The term “traffic appliance,” 
commonly used in the trade, did not 
adequately convey the fact to the 
consuming public that the industry 
covered such items as hand irons, 
mixers, roasters, electric bed cover- 
ings, knife sharpeners, corn poppers, 
coffee makers, grills, heaters, fans, 
heating pads, hot plates, juice ex- 
tractors and waffle makers. 





TWENTY-FIVE YEARS association with Stromberg-Carlson was the occasion for 
presentation of a sterling silver tray to Benjamin Gross (right), New York City dis- 
tributor. Presenting the tray on which were engraved signatures of Stromberg-Carlson 
executives is Robert C. Tait, newly elected president of the firm. 
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WHIRLPOOL DISTRIBUTORS, gath- 
ered in St. Joseph, Mich., to see the firm’s 
new line, heard Lou Upton, chairman of 
the board of the Nineteen Hundred Corp., 
at a luncheon meeting. Seated is 
Robert Mitchell, Whirlpool division sales 
manager. 


New Whirlpool Line 
Shown Distributors 


A continuing market for two and 
a half million home laundry units 
each year was forecast by R. M. 
Mitchell, Whirlpool sales manager, 
as distributors for the Nineteen 
Hundred Corp. saw the firm's new 
line at a three day meeting in St. 
Joseph, Mich., in August. 

Introduced at the meeting were 
four wringer type washers, three 
automatics, two dryers, three iron- 
ers and a portable washer. Fall 
delivery is expected for most of the 
models. 

In making his two and a half mil- 
lion estimate, Mr. Mitchell termed 
home laundry equipment the coun- 
try’s most stable line of business 
and made special reference to an 
increasing population and the num- 
ber of large building projects be- 
ing undertaken. 

After introducing the ironer line, 
J. D. Sparks told of a survey made 
by Nineteen Hundred which in- 
dicated that 50 percent of ironer 
sales are made without demonstra- 
tion. He urged the use of home 
economists in applying specialized 
selling to ironers, 

L. W. Howard, advertising and 
sales promotion manager, stressed 
the importance of keeping auto- 
matic washers sold in the mind of 
the customer. He pointed out that 
there is no better sales strategy 
than using the user. 

In introducing the new Whirlpool 
dryer, P. E. Geldhof, vice-president in 
charge of engineering, for Nineteen 
Hundred Corp., reminded distributors 
that the appliance offered an almost 
untapped market, only 6000 having 
been sold before the war. 
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SALESMEN TAKE A BOW at the summer conference of the Bureau of Radio & 
Electrical Appliances, San Diego. J. Clark Chamberlain, Bureau manager, introduces 
Mike Carr, Harringtons, San Diego, Norman Anderson, Griffin Appliances, Chula 
Vista, Lee Karnes, Home Appliance Co., San Diego and Joe Pfeffer, Sears, Roebuck 
& Co. Seated is Dwight Thomas, vice-president, National Sales Executives Assn. 


San Diego Sales Meeting 
Covers Dealer Problems 


Forty-four speakers describe methods 
of bettering salesmanship, controlling 
credit risk, handling service trouble 


RDINARILY a sales conference 
is a workout, but the San Diego 
Bureau of Radio & Electrical Appli- 
ances makes it fun as well as fast. It 
is still a workout, however, for under 
the ringmastership of bureau manager 
J. Clark Chamberlain, sales talks, 
skits and demonstrations involving 44 
speakers are compressed into 93 hours 
Four salesmen were the spark-plugs 
of the annual summer conference at 
Hotel San Diego, July 27. Each of 
the four, top producers in their fields, 
told their dealer bosses and fellow 
salesmen just how they sold. The 
four were Norman Anderson, Griffin 
Appliances of Chula Vista—refrigera- 
tors and washing machines; Joe Pfef- 
fer of Sears Roebuck—home freezers; 
Mike Carr of Harringtons—automa- 
tic washers; and Lee Karnes of Home 
Appliance Co.—radio and television. 

As usual, the program covered prob 
lems of current interest to retailers. 
It was lightened by a skit written by 
Dan Turner, sales training supervisor 
for the bureau and the San Diego Gas 
& Electric Co. Turner's dramatiza- 
tion of the plague of liquidations was 
matched by a burlesque on the lazy 
wartime salesman presented by W. A 
Cyr, McGraw-Hill Co. 

Selling Weaknesses. [Featured 
speakers touched on current prob- 
lems. A. E. Holloway, San Diego 
Gas & Electric Co., discussed the 
situation with regard to electricity 
supply and a new gas line coming 
to the territory. W. H. Tappan, 
vice-president, Tappan Stove Co., 
told of the CP range and of the gas 
industry’s “Old Range Round-up.” 

“How Sales Are Lost” was ana- 
lyzed by Dwight Thomas, regional 
vice-president, National Sales Exe 
cutives Assn., and a sales counsellor. 
He told of an analysis of salesmen 
which had revealed weaknesses in 
knowledge of product, analysis of 
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prospect needs, enthusiasm, asking 
for the order, poor mental attitude, 
poor closing, improper use of high 
or low pressure, argumentativeness, 
too much talking, interrupting pros- 
pect, poor analysis of the prospect’s 
mood, annoying prospect, failure 
to keep an appointment, failure to 
show the complete line, failure to 
sell the benefits of the appliance 
and failure to follow-up. He also 
outlined methods of achieving 
greater selling effectiveness, ex- 
plaining the selection of salesmen, 
job analysis, training and orienta- 
tion, and follow-up analysis each 
six months to see how salesmen 
were performing. He also stressed 
the importance of a sound compen- 
sation plan and a definite selling 
policy. 

Term Selling. Return of term 
selling into prominence brought 
pertinent comments from Harry 
Gough, General Electrical Credit 
Corp., San Francisco, who explained 
that 1949 is the first year that 
might be considered normal in rela- 
tion to past selling, since 70 to 80 
percent of sales are on time as op- 
posed to 25 percent in 1946. Two 
credit fundamentals which he urged 
retailers to follow were: 1) get 
enough down payment to give you 
a margin of protection and the 
buyer a sense of ownership and 2) 
get enough down payment to take 
care of depreciation on the appli- 
ance and normal wear and tear. In 
addition, he suggested follow-ups 
to check customer satisfaction on 
the sale, terms and ability to pay. 
He also recommended that dealers: 
1) make personal reviews of past 
due accounts each month even when 
the collections are handled through 
an agency; 2) move fast when re- 
possession is necessarv; 3) train 
salesmen for term selling so that 


they sell a larger than minimum 
down payment and better than 
maximum terms; 4) set up reason- 
able reserves for losses; 5) be sure 
the sales manager does not have 
the veto power over the credit man- 
ager; 6) be sure the credit manager 
gives some basis for turning down a 
deal since, with this knowledge 
available, the deal can sometimes 
be made for cash. 

Dealer Problems. Dealers them- 
selves had things to say about the 
current situation. A panel discus- 
sion conducted by Taylor Brown, 
Parmelee Dohrmann Co., and in- 
cluding Clarence Heard, C. E. 
Heard Co., Escondido; Robert 
Helland, Helland Hardware Co., La 
Mesa; and O. K. Hope, Whitney & 
Co., expressed their opinions on 
some of the things that plague a 
dealer. Chief aniong these was 
service trouble. The panel recounted 
instances of improperly assembled 
appliances, poorly designed appli- 
ances which had given rise to a 
great many expensive calls, lack of 
parts in stock by distributors, dam- 
age to appliances in transit with 
subsequent questioning of who 
should repair the appliance. Radio, 
and expecially television, came in 
for considerable criticism because 
so few sets were delivered in work- 
ing condition. Another beef was 
the large number of distributor 
salesman who took up dealers’ time 
and were expected to be entertained. 

This session brought sparks 
later from manufacturer’s repre- 
sentatives who replied to the dealer 
comments. 

Highlight of the evening dinner 
session was the telecasting of a talk 
given by Paul Mowrey, national 
director of television, American 
Broadcasting Co., New York. He 
was introduced by Jack Gross, 
manager of the local TV station. 
Mowrey answered many of the 
questions in dealers’ minds regard- 
ing programming, ultra high fre- 
quency channels, color and net- 
work broadcasting. 

Four manufacturers’ representa- 
tives were called without warning 
to give five minute talks on selling 
ideas. These included Fred Fenton, 
western regional manager, Easy 
Washing Machine Co.; T. J. Mc- 
Intire, home freezer specialist for 
the U. S. Grant Co., distributors; 


Ad Explains Advertising 


DESIGNED TO CREATE a better public understanding of advertising and its role 





Sam Scott, district sales manager, 
Graybar; and Steve Maher, district 
manager, General Electric Appli- 
ances Inc., Los Angeles 

Bureau Program R. T. Redfield, 
Graybar, chairman of the bureau’s 
training committee, reported on the 
extensive sales training program. 
He reviewed the 29 ABC’s of a sell- 
ing course which has graduated 450 
students, a contractor’s course with 
22 graduates, an advanced sales 
course of three classes in which 48 
salesmen were enrolled, and courses 
on successful management and 
supervision of salesmen. Stanley B. 
Grove, general manager, San Diego 
Chamber of Commerce told the 
group of public programs needed to 
coordinate the selling of the com- 
munity. 

Wind-up of the meeting was left 
to Milton G. Sanders, former vice- 
president of sales, Central Arizona 
Light & Power Co., and now assis- 
tant to the president of Leo J. Mey- 
berg Co., San Francisco. Mr. Sand- 
ers used cartoons to emphasize that 
the future rested on the salesmen. 
He caricaturized Christopher Co- 
lumbus, Sir Walter Raleigh and 
John Adams as salesmen in their 
days. After warning that more 
watchmen than salesmen have been 
selling in recent years, he pointed 
out that all the paths to the mouse- 
trap were from salesmen going out 
to get orders rather than customers 
coming in. He conchided by point- 
ing out that creative salesmanship 
is the backbone of the national econ- 
omy. The future of the country, he 
said, was at the salesman’s finger- 
tip—the finger pushing the doorbell. 


Utility Employees to Vie 
For $1400 Lighting Awards 


A total of $1400 will be awarded 
electric utility operating companies 
and their personnel for outstanding 
records in lighting promotional and 
educational activities during 1949. 
The Edison Electric Institute and 
the Better Light, Better Sight Bu- 
reau are the sponsors of the awards 
which apply to activities in the com- 
mercial, residential and industrial 
lighting markets. 
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in the U. S. economy, TIME, LIFE and FORTUNE have just concluded running a 
series of six, four-color spreads. The ad above explains the part played by adver- 
tising in gaining mass marketing of appliances. 
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WEST COAST manufactured refrigerators and com- 
bination range-refrigerators are shown by Nat Nig- 
berg, right, sales manager of Ultra-Cold, Inc., Los 
Angeles, to Bill Phillips, of Adams Furniture Co., 
Indianapolis, Ind. 





LOW PRICE leader in the Thor line, conventional 
washer with ironer for the wringer post, is demon- 
strated by Milton Frank, center, of Thor West Coast, 
to Mr. & Mrs. Coolidge of Coolidge’s Appliances, San 
Leandro 





PROMOTION PLANS absorb Frank Ballman, left, 
sales manager, Thermador, Los Angeles, his north- 
ern Calif. representative Bill Gribble, right, and 
Frank Edwards, distributor for Thermador, Lewyt 
and Deepfreeze. 


Westerners Show Their Wares at Summer Market 


DISTAFF SIDE was well represented at Western Mar- 
ket Week. Left to right: Christine Dent and Lois 
Ferris, Westinghouse home economists; Wilma Loh- 
meyer, of Honolulu; and Marguerite Fenner, home 
service director, PG&E. 





SALES POINTS in the new G-E hi-boy trap disposal 
are pointed out by L. R. Montgomery of G-E Supply, 
San Francisco, to dealer Carl O. Bengtsson of Max- 
well Hardware Co., Oakland. 
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RANGES 


PRESIDENT of Lindemann & Hoverson, Al Linde- 
mann, left, visiting from Milwaukee, proudly shows 
off company’s new double-oven, six unit range to 
Carl Savasta, Oakland, who has been L&H distribu- 
tor more than 30 years. 





MORE DEALERS can get in on sewing machine 
business, says T. Carroll Deamer, center, district 
manager of Free Sewing Machine Co., to dealers 
Jack Zin and Ray Houck, Boise, Idaho. 


1949 





NATURAL for barbecue-loving westerners is t’ie 
Rotiss-O-Mat in the new automatic Admiral range, 
says Lorraine Bennecke, center, McCormack & Co., 
to Mr. & Mrs. John Havey of Petty’s Radio Shop, 
Coalinga, Calif. 





PACKARD-BELL’S northern California distributors 
Paul Crowley and Bill Miles, 2nd and 3rd from left, 
discuss new 16-in. set with vp and sales manager Joe 
Spain, left, and president Herbert Bell, right. 
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Special Anniversary Model 
BIG 10-INCH SCREEN 
91246 


: e 199” 


9TC245 *Taxes extra (Federal and Local). 


Optional owner contract extra. 
$ ? 9 9 50* 


BIG 122-INCH VIEW 
IN A SMART MODERN SETTING 


9TC247 *Mahogany or walnut finish; blond slightly 
higher. Taxes extra (Federal and Local). 


* Optional owner contract extra. Prices slightly nn 
? 4 Q 50 higher in Zone 2. nn 
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walnut finish; blond slightly \ 
® extra (Federal and Local). 
4 mr contract extra. Prices slight- 
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BIG 124-INCH ‘PICTURES. 
LUXURIOUS PERIOD CABINET 
*Mahogany or walnut finish; blond » slightly 
higher. Taxes extra (Federal and. Local}, Op: 


tional owner contract extra. Prices slightly 
higher in Zone 2, 


16-INCH EYE WITNESS TELEVISION $9 
IN A HANDSOME TABLE CABINET 








ONLY RCA VICTOR *Mahogany or walnut finish; blond slightly higher. Taxes ‘| ie - i i 
HAS THE extra (Federal and Local). Optional owner contract pes’ ; SMchiscar ol Sogn? Goh ices A ye ies ea gt ° hee i . 
“GOLDEN THROAT” extra. Prices slightly higher in Zone 2. “Waxes. extra” (Federat bats tseeil, Optional .0 Dor as aD A OR 


contraét extra. Prices slightly higher in Zone'2:" <° ae NS Ne 
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THESE NEW LOW RCA VICTOR PRICES 
WILL BOOST YOUR STORE TRAFHIC... 


Will Bring You Big Dollar Television Profits! 





= Here’s that famous RCA Victor quality your customers ask for! 

=» Here’s the lowest priced line in RCA Victor television history ! 

=» Here’s your perfect “sell-up” line! 

=» Here's the line with the fastest turnover in the industry ! : 

=» Here’s the line with the biggest dollar profits for you! A B 
ee 


ROA [1C10k @b 


DIVISION OF RADIO CORPORATION OF AMERICA 


ai ie 9Pc4l 
BEES 


ae Qh" 


ae i) eg NéseSPAPER SIZE PICTURES 
PHI ANA LOVELY PERIOD CABINET 





te ON eo ahegany or walnut finish; blend slightly higher. 
er vf Texes extra.(Feferal and Local). Optional owner 
un ¢ontract extra. Prices slightly higher in Zone 2 
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Rt . Re ARG a es ek ay *Moahogany or watnot finish; blond slightly higher. 
ged oe eH ayy fe C: ‘ Taxes extra (Federal and Local). Optional owner 
See ‘lea aac’ biced slighty ‘goed. ‘ contract..extra. Prices slightly higher in Zone 2. 
DANS ia tbeaecot Sid Lorel), Optional ewosr “Victrola” —T. M. Reg. U.S. Pot, Off 
PR AES, Sea shghity higher’ In Zene*2, » Ue 


RCA VICTOR... World Leader in Radio... First in Recorded Music... First in Television 
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Sell gm 4 
HOOVER 
MOTOR 


and you sell erm 


THE BEST 


To your customers, the name ‘“‘“HOOVER’”’ 
has meant quality in electric cleaners for 
over 40 years. That’s one reason Hoover 
Electric Motors find ready buyers. 
Another reason is the way Hoover Motors 
deliver long, dependable service—even under 
the toughest conditions of continuous use. 
National advertising is telling your cus- 


tomers about these features of the Hoover 
line: 





®@ Capacitor-start, split-phase 
and polyphase types 


@ Ratings from 4 to 1/2 H.P.— 
some with double-end shafts 














@ Single or dual voltage, 1725 
or 3450 R.P.M. 


@ Ball or sleeve bearings 


@ Rigid or resilient mounts that 
meet NEMA specifications 


@ Service and parts available 
from authorized agencies and 
dealers 


ue 


ar 


You’ll be asked about 
Hoover Motors. If you 
don’t already stock them, 
write us for details. 


it’s easier to sell 


this Hoover Motor 


This is the new Hoover 4-H.P., 1725- 
for only R.P.M., split-phase motor. Ideal for 
easy-to-start, quick-to-accelerate appli- 
cations, such as fans, blowers, light 
machine tools, etc. Rotation can be 
reversed. Fully ventilated. 115 volts, 60 
cycle, A.C. only. A small motor to do 


' that BIG job better! 


Made in capacities of % to 12 H.P. 
Product of Kingston-Conley Division 


THE HOOVER COMPANY, North Canton, Ohio 


95 
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Industry Suffers Usual July Slump 
But Refrigerator Production Climbs 


Vacations, new models, traditional 
mid-summer selling pace contribute 
to generally low production levels 


Vacation shut-downs, changing 
over of some production lines to 
make way for new models, and the 
industry’s traditionally slow mid- 
summer selling pace were evident 
in July radio and appliance produc- 
tion figures. Reversing last month’s 
generally upward trend, all appli- 
ances except refrigerators fell down- 
ward during July. Most startling 
drop was in the television industry 
where production fell over 80,000 
units from a June level of 160,000 
to a July mark of 79,000. 

On a seven month basis only tele- 
vision and refrigerator production is 
ahead of the corresponding period in 
1948. The video industry, despite 
the July slump, is still 196 percent 
ahead of last year while refrigera- 
tors are a slim 2.32 percent ahead 
of 1948. 

Production of only 79,531 TV 
sets in July marked the lowest 
monthly production of video since 
August of 1948. The introduction of 
new lines by several manufacturers 
contributed to the sharp production 
decline in July. For the first seven 
months of 1949 the industry has 
produced almost a million receivers. 

Washer production which had 
gone up in both May and June 
dropped back 71,000 units to a fig- 
ure of 200,900, 38.41 percent below 
July of 1948. Seven month washer 
figures were even further off 1948 
levels, production of 1,522,700 units 
being 42.23 percent under last year. 

Ironer production also slipped 
backward for the first time in three 
months with a July figure of 17,700, 
almost 3,000 units below June. 
Seven month ironer production was 
47.57 percent behind 1948; the July 
mark was 33.66 percent off of July, 
1948. 

Refrigerator production recovered 
somewhat from the sharp drop reg- 
istered last month but was still 11.74 


percent off of July 1948 figures. 
Production of 327,429 units was the 
year’s second lowest monthly figure. 
For seven months of 1949 the indus- 
try has manufactured 2.442,963 
units. 

Vacuum cleaner production tum- 
bled sharply in July to the lowest 
figure for the year. Production of 
161,920 units was 27.22 percent be- 
hind July last year and produced a 
seven month total 20.08 percent un- 
der 1948. 

Range production also fell in July 
after rising sharply in June. Pro- 
duction of 63,249 units was 25 per- 
cent behind the same month last 
year and the seven month total of 
533,162 units was 29.44 percent be- 
hind 1948. 

Production of radio receivers fell 
to the lowest point in many months 
with only 341,947 units being pro- 
duced. This was 45.49 percent be- 
hind July of 1948; the seven month 
production was down even further, 
being 52.76 percent behind 1948. 


(FOR STATISTICAL SUMMARY 
SEE PAGE 166) 








Now- 
THE TWO 
BIGGEST 
SELLING 
AUTOMATIC 
WASHERS 
ARE 


BENDIX! 


Anniversary Model 





RITA LESLIE, representing workers in 
RCA Victor's Camden plant, receives 
congratulations from Henry G. Baker, 
general manager of the company’s home 
instrument department as first of firm's 
special anniversary model television re- 
ceivers comes off line. New receiver 
marks tenth anniversary of commercial 
television. 
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LAT 
LU W 


SALES 
POLICY 


VV SELLING 
FEATURES 


TG W sme 


CAMPAIGN 


RETAIL 
PROMOTIONS 


Be sure to see this new 


presentation. Ask your 
Westinghouse Distributor. 


TW Baw new 


PRODUCT 
LINE PRICE 


POLICY 


Westinghouse 


in lelevision 


ADD THESE GREAT NEW BUSINESS 
ADVANTAGES TO THE ALRFADY FAMOUS 
WESTINGHOUSE REPUTATION 
FOR TELEVISION QUALITY 
AND YOU’LL AGREE 


it 





HOME RADIO DIVISION » WESTINGHOUSE ELECTRIC CORPORATION + SUNBURY, PA. 
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a, Sepco produced the first electric storage water heater... 
Sepco has specialized exclusively in electric water 
heaters for over 30 years... 

© And today, as always, Sepco concentrates all of its ef- 
forts on making the line outstandingly profitable for you. 
You'll be pleasantly surprised at both the amount and 

the efficiency of the cooperation Sepco gives you! 
Besides all the talking points common to most water 
so heaters, Sepco design includes features no other heater 
U can match. Show your prospects what's inside electric 
water heaters—and watch Sepco outsell competition 2 
) to 1! Customers easily understand Sepco design superior- 

ity. And they buy accordingly! 


tw , ° 

<a ps Last, but not least, let’s not ignore the 
yn service angle: As proved by dealer rec- 
Ke ords, Sepco Heaters require far less than 


average service. Moreover, what service 
does become necessary can be rendered 


 - » . 2¢ ~ q > > f 
quickly and at less cost. Both the thermo- anaes, wee. 


stats and the totally immersed heating 
element can be replaced in a few min- 
utes without draining the tank. You don't 
dissipate your Sepco profits on costly 
service calls! 

And, don’t forget—there are not two or 
three other Sepco dealers in your locality 
to compete with you! Sepco dealers are 
selected carefully, cooperated with fully. 








SEPCO CORPORATION 


(Formerty Automatic Electric Heater Co.) 
Pottstown, Penna. 


Without cost or obligation on my part, please send details of your Sepco Electric 
Water Heater dealership proposition. 


FIRM 


FASTER SELLING..: 
PROTECTED PROFITS |... 





er" 4 








Member National Elec- 





trical Manufacturers’ 
Association 





YOUR NAME 








ADDRESS 
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Scheduled Meetings 


NATL. TELEVISION & 
ELECTRICAL LIVING SHOW. 
Electric Assn. 
Coliseum, Chicago, Ill. 
October 1-9 


CANADIAN ELECTRICAL MANU- 
FACTURERS ASSN. 
Annual Meeting 
General Brock Hotel, Niagara Falls, 
Ont. 
October 4-6 


WASHINGTON (D. C.) HOME 
SHOW EXPOSITION 
Washington Home Builders Assn. 
D. C. Armory, Washington, D. C. 
October 8-16 


BOSTON CONFERENCE ON 
DISTRIBUTION 
21st Annual Conference 
Boston, Mass 
October 10-11 


IOWA UTILITIES ASSN. 
Management Conference 
Hotel Fort Des Moines, Des Moines, 
lowa 
October 10-11 


INT‘’L ASSN. OF ELECTRICAL 
LEAGUES 
14th Annual Conference 
Cleveland Hotel, Cleveland, Ohio 
October 12-15 


NATIONAL APPLIANCE SERVICE 
ASSN. 


Executive Board Meeting 
Sheraton Hotel, St. Louis, Mo. 
October 17-18 


APPLIANCE PARTS JOBBERS 
ASSN. INC. 
Fall General Meeting 
Statler Hotel, St. Louis, Mo. 
October 19-21 


AMERICAN TRADE ASSOCIA- 
TION EXECUTIVES 
Annual Meeting 
Greenbrier Hotel, 
Springs, W. Va. 
October 24-26 


37TH NATIONAL SAFETY 
CONGRESS & EXPOSITION 
National Safety Council 
Chicago, Ill. 
October 24-28 


NEBRASKA-IOWA ELECTRICAL 
COUNCIL 
Fourth Annual Conference & Trade 
Exhibit 
Omaha, Neb. 
November 3-4 


NAT'L. ELECTRICAL 
CONTRACTORS ASSN. 
Annual Convention 
Rice Hotel, Houston, Tex. 
November 7-10 


NATIONAL ELECTRICAL 
MANUFACTURERS ASSN. 
Chalfonte-Haddon Hall, Atlantic 
City, N. J. 2 
November 14-18 


ALL-INDUSTRY REFRIGERATION 
& AIR CONDITIONING 
EXPOSITION 

Refrigeration Equipment Mfrs. Assn. 

Atlantic City Auditorium, Atlantic 
City, N. J. 

November 14-18 


SAN DIEGO ELECTRICAL & 
HOME APPLIANCE SHOW 
Bureau of Radio & Electrical Ap- 

pliances 
Electric Bildg., Balboa Pork 
San Diego, Calif. 
Nov. 25-30 


White Sulphur 
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RETAILER 


OUTSELLS ALL 3 | * gos 


OTHER BRANDS 
MARY PROCTOR HI-LO IRONING TABLE 


Makes Sit-Down Ironing 
practical, comfortable 























RIGID, ALL METAL CON- 
STRUCTION. Table stands 
solid, will not warp or sag 
or collapse under iron- 
ing pressure. Though 
ruggedly built to last a 
lifetime, Hi-Lo is light in 
weight, easy to handle. 

















OFFSET LEGS. It's like sit- 
ting at a roomy desk. 
Sturdy offset legs provide 
plenty of knee-room for 
Sit-Down Ironing. 





HEIGHT ADJUSTING LEVER. 

Table sets and locks at 

level best suited to you. 

Lets you sit or stand to 

~ iron in comfort. Legs also 
+ Mm lock for storage, cannot 

fall open accidentally. 





Height adjusts from 27” 
to 36” in 1” steps 


Women have wanted this kind of ironing 
table for a long, long time. It answers their 
every ironing need. Hi-Lo stands rock-rigid, 

is not flimsy or shaky. Hi-Lo adjusts to most 
suitable height, locks in desired position, 

ends tiring stoop and stretch. Hi-Lo has sturdy 
offset legs that provide plenty of knee-room 
for comfortable Sit-Down Ironing. Hi-Lo is 
sturdily supported at four points on skidless 
“rubber-tire” feet. Hi-Lo’s extra wide top and 
extra long tip make ironing easier, faster. Ask 
your Proctor distributor about Hi-Lo today. 


PROC 
















FOUR-POINT SUPPORT ON 
“RUBBER-TIRE’’ FEET. 
Table cannot tip over or 
slip. Will not scratch or 
mar floors. 











EXTRA WIDE TOP, EXTRA 
LONG TIP. Ironing be- 
comes faster. There's less 
movement of garment. 
Open-end garments can 
slip over easily. Though 
generous in size, Hi-Lo is 
only 3%” in depth when 
closed. Stores easily. 
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Here’s the new Bendix Gyramatic— 
finest washer made at any price. New 
Dyna-Surge washing action. Stepped- 
up damp-drying. New exclusive water 
rationer. Never needs bolting down. 
Only washer in the world that soaks, 
soaps*, washes, rinses 3 times and 
damp-drys—and it’s $50 less than the 


old Gyramatic! $9 f Q95" 
*Exclusive Bendix Auto- 
matic soap injector optional 
on Gyramatic only at slight 


extra cost. 


164 


First the sensational Economat. Now these 
exciting new models to bring ’em in to Bendix 
dealers in droves! Better, thriftier automatic 
washing than ever before—and priced to really 
sell in a buyer’s market! 

Features galore! New water rationer— makes 


at any price! 











And here’s the new Bendix De Luxe 
—most wanted washer in its price 
class! Features new, better Dyna- 
Surge washing, stepped-up damp-dry- 
ing, new Water Rationer—the thriftiest 
washer in the world on soap and hot 
water. New Dulux cabinet provides 
plenty of table-height working sur- 


face. Ideal for 
permanent in- $1 95 
stallations. 


OCTOBER, 


the thriftiest washers in the world thriftier still 
with soap and hot water. Improved soap in- 
jector. New reversible doors. Improved styl- 
ing. Unquestionably the most beautiful, prac- 
tical, saleable automatic washers ever designed 






The spectacular new Economat—the 
washer that in just one month became 
the fastest selling washer in America! 
Features the flexible metexaloy ‘‘Won- 
dertub”, the tub that combines with 
the agitator to give women “‘Undertow’”’ 
washing, “‘Floataway”’ draining, and 
““Squeeze-drying’’. No wringer, no spin- 
ner, no bolting $ 95 
down. It’s a post- 1 7 . 


war sensation! 
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Be al a ae 

















Never before a plan like this! It 
makes every Bendix dealer a laun- 
dry expert. Gives him a simple, 
fool-proof way to prove to every 
woman that Bendix builds a type 
of washer that will do the best job 
for her! 


The ‘‘Washday Planalyzer” an- 
alyzes the customer’s washing prob- 
lems in terms of the size of her 
family, where she lives, the size of 
her wash, and other vitally impor- 
tant facts. 

When filled out, it enables you to 
show her scientifically that there’s 
a Bendix model built specifically to 
fit her case! 


ANSWERS TO QUESTIONS LIKE THESE— 












LARGE FAMILY? 


a4 fie _| 


SMALL FAMILY? § LOTS OF HOT WATER? LITTLE HOT WATER? 


Ve 

















J. 














Qu 














APARTMENT? DUPLEX? 


HOUSE? 


TUMBLE-ACTION? 





\ 


AGITATOR? 


——, 











DETERMINE WHICH WASHER YOUR CUSTOMER NEEDS! 





. 


Only Bendix can use the Planalyzer...because only Bendix makes a washer to answer every problem! 


New models to sell—a new way to sell them. 


Most Good Appliance Dealers 
Are Bendix! HOW ABOUT YOU? 


BENDIX HOME APPLIANCES, 
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INC. 


SOUTH BEND 24, 
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for 
electric water heater 


/ | 


l 
specify...replace... 


with 


TWIN CONTACT CONTROLS 


accurate 
positive 
dependable 


For years of trouble free service, 
demand Perfex Twin Contact Controls 
for new equipment specification or for 
replacement of any make. 





te SURFACE 
, oe ~ 
pal (uz TYPE IRFACE TYP 
— SERIES 552 Ease of installation and dependability are 


outstanding features of these bimetal 
actuated thermostats. Positive, magnetic 
snap action is provided by the heavy duty 
twin contact switch—kept free from dust 
in a compact bakelite case. Ample current 
capacity to carry all standard electric 
water heater loads is built into the husky 
switch contacts. Checking circuit opera- 
tion after installation is easily done with- 
out disturbing temperature settings. Re- 
places any surface type electric water 
heater thermostat. 





"UNIT PACKED" 
IN DISPLAY BOXES 
TO SELL! 


4 = 

These dependable, positive-acting ther- 
mostats are simple in design... ruggedly 
built. Installation is simple—snaps into 
well without use of tools—no leveling— 
easy to wire. Positive, magnetic snap 
action is a feature of the fully-enclosed 
heavy duty twin contact switch, actuated 
by powerful bimetal. Ample current 
carrying capacity is provided by oversize 
switch contacts. 


ORDER TODAY from the manufacturer you 
represent or WRITE FACTORY for name of 
Perfex Service Distributor 





OVER A HALF MILLION 
SATISFIED USERS! 





| 3 
} IMMERSION 4 
- TYPE pen 

, SERIES 652 





Perfex Corporation, Milwaukee 7, Wis. 
In Canada, Perfex Controls Ltd., Toronto 1, Canada 


"MANUFACTURERS! You can insure positiv , dependable performance 
‘In your electric water heater by using § ben 


these controls as original 
equipment, Write Perfex today! 


> 
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Manufacturers’ Sales 
Appliances and Radio 


FREEZERS, HOME & 


FARM 

(NEMA Member Sales, Not Industry) 
i. ae ree 30,988 
July 1948.... ........ 49,538 
; | | See 178,952 
WO WOis cs Secvcers 282,951 
% Change versus 1948: 

July 1949.... ........ —37.43% 
fo ee — 36.16% 


HEATERS, CONVECTOR & 
RADIANT 


(NEMA Member Sales, Not Industry) 


July 1949..... ....... 30,862 
July 1948.... ........ 77,781 
7 Mos. 1949.... ........ 68,340 
7 Mes. 1948.... ........ SO6985 
% Change versus 1948: 

July 1949.... ........ —60.32% 
7 Mos. 1949.... ........ —76.95% 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


July RB ae 32,105 
July 1948.... ........ 73,142 
7 Mos. 1949.... ........ 146,867 
7 Mos. 1948... ........ 239,152 
% Change versus 1948: 

July 1949.... ........ 56.46% 
WE, Wid Seicewes —38.59% 
IRONERS 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


i re 17,700 
July 1948.... ........ 26,619 
PE Sack steers 154,850 
7 Mos. 1948.... ........ 997,248 
% Change versus 1948: 

July 1949.... ........ — 33.66% 
Pe GU ak, cxdennns —47.51% 
IRONS 

(NEMA Member Sales, Not Industry) 
CS eer 328,316 
by )0=s 90D... «2-55. SE 
7 Mos. 1949.... ........ 1,966,200 
Thies, 1008.... .<..000- 2,386,196 
% Change versus 1948: 

July 1949.... ........ +36.07% 
WW WOO ks. vives aces —17.60% 


RADIO RECEIVERS, ALL TYPES, 
INCLUDING TELEVISION 


(Radio Manufacturers’ Assn.) 


July 1949.... ........ 491,478 
eS. =r 683,438 
(i, S, Sarre 4.816,407 
T hes. 1008.2... cece 8,428,857 
% Change versus 1948: 
July 1949.... ........ —38.33% 
7 Mos. 1949.... ........ —42.86% 
TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 
July eae ia 79,531 
 ¢ a decina wae 56,089 
7 Mos. 1949.... ........ 992,602 
i. 334,985 
% Change versus 1948: 
ae +41.79% 
Pe Pes ke ctaes Sac +196.31% 
OCTOBER, 


FM-AM and FM RECEIVERS 
(Radio Manufacturers’ Assn.) 


i Oe esas 23,843 
: ae 74,988 
7 Mos. 1949.... ........ 448,294 
7 eee. S08... .csscs FR 
% Change versus 1948: 

July 1949.... ........ —68.20% 
7 Mos. 1949.... ........ —41.81% 


AM RECEIVERS 


(Including Automobile & Battery Re- 
ceivers—Radio Manufacturers’ Assn.) 


SS ee 318,104 
. Te “Seip 552,361 
i SS eee 3,375,581 
7 Mos. 1948..... ...... 7,323,571 
% Change versus 1948: 

a Se —42.41% 
Pesca cawcss —53.91% 
RANGES 

(NEMA Member Sales, Not industry) 
July 1949..... ...... 63,249 
Oe Ws dcetns 84,645 
FOR, TO ie ceaess 533,162 
cc | re 755,668 
©; Change versus 1948: 

me WE se Gan kws —25.28% 
PR SON 6 cae ecknes —29.44% 


(Continued on page 170) 








No other 
automatic has 
done such 
mountains of 
wash for so 
many millions 
of women as 


BENDIX 


automatic 
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1 MINIATURE TANK DEMONSTRATOR. 
Shows your customers how 
SMITHway construction permits 
thorough tank-lining inspection, be- 
fore final assembly and welding. 


— 


TION. The simplest, easiest way to 
give prospects a complete visual 

resentation. More than 30 color- 
ul pages. For sales training, too. 





Can you break the glass surface 


of this steel lt 


WATER HEATER TANK HEAD? 











ee ; SOT CITT 





2 “PERMAGLAS” POCKET SAMPLE. 
An actual piece of a Permaglas 
Water Heater tank lets your pros- 
pect see and fee/ both the steel and 
the glass surface. 


= CUTAWAY SPUD OPENING. Re- 
veals the ingenious design of spe- 
cial neoprene and stainless steel 
that e/iminates all chance of rust 
in the tank openings. 





A.0.Smith provides complete 
emonstration tools for the water 


eater you can DEMONSTRATE! 
eememendinaneia 





4 “PERMAGLAS" PAPERWEIGHT. 
Ideal to build your sales story 
around...and as a “silent sales- 
man” to give to architects, build- 
ers, contractors, bankers, etc. 


These practical tools will make more sales | 








SMITHway Water Heater dealers are first 
to have dramatic, demonstrable proof of 
tank-lining durability—the first rea/ sales 
advantage in water heater merchandising. 


The simple proof-tests pictured here make 
sales easier and faster, because your custom- 
ers can see and fully understand the “hid- 
den” advantages of SMITHway Automatic 


SME eS 


wars 





senee wore ee He. va om 





Water Heaters. Many of your prospects know 
about these tests, too—they have seen them 
pictured in advertisements in LIFE, POST, 
and leading home magazines. 


For complete information about the un- 
excelled profit opportunity SMITHway 
Water Heaters offer you in today’s competi- 
tive market, send the coupon... now. 








© HEAD AND MALLET SET. Proves 
that the diamond-tough glass sur- 
face withstands heavy mallet blows 
and (below) severe thermal shock, 
with boiling water and ice water. 





A. O. SMITH Corporation « Atlanta 3 * Boston 16 

Chicago 4 °* Clayton 5,Mo. °* Philadelphia 3 

Denver 2 + Detroit 2 * Houston 2 + Los Angeles 14 

New York 17 ¢* Dallas 1 * Midland 5, Texas 

Pittsburgh 19 * San Francisco4 + San Diego! 
Seattle 1 * Tulsa 3 


International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Ltd. 





A. O. SMITH CORP. Name__ 


“PERMAGLAS” 
DEALERS 
DISPLAY 

THIS EMBLEM 





Dept. EM-1049 


Water Heater Division 
Firm 





Kankakee, Illinois 


Tell us how we can profit 


most with SMITHway, the Street 





water heater line that 
can be demonstrated. 


__State____ 





No obligation. 














Gas or electric models, or new 
electric table-top, in sizes 
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WACASCO SUPERE 


TIMED FOR VOLUME SA 







= SUPER-PROFIT —@ 
. OFFER #1 


* 
y 4 CASCO ELECTR-0-TOOLS 
a 


(IN NEW PLASTIC CHEST — CAT. NO. G-15) 


* 2 CASCO DeLuxe ELECTROMATICS 


(CAT. NO. G-25) 


1 CASCO TOOL ’N’ RAK SET 


(CAT. NO. G-26) 


TOTAL RETAIL VALUE °13260 
your cost *70Q59 


3f901 YOUR 
“YOUR PROFIT '62" “sz va 
& 
YOU MAKE 46.87 : 
i: VERY MAN AND BOY WANTS 0 NE! Seatac) 


vit \} top 
/ ’ 
2 

rt ’ 


Cage 


{PROFIT OFFERS FOR 49! 


ESALES! FAST TURNOVER! RECORD Dogs iy 










4 x * 


” ~ SUPER-PROFIT 
‘, OFFER 42 


em *« y- 2 CASCO ELECTR-0-TOOLS 
, fete 3 " (IN NEW PLASTIC CHEST — CAT. NO. G-15) 
oa °m\ x * Bb 1 CASCO DeLuxe ELECTROMATICS 


(CAT. NO. G-25) 


1 CASCO TOOL 'N’ RAK SET 


(CAT. NO. G-26) 





TOTAL RETAIL VALUE $975 
your cost °4668 


@ YOUR PROFIT 36" 


YOU MAKE 43. ” 





son | handy at home s. Striking pac weno ng 
om- § makes Suanipiede an) itt Big. ellers ¢ very 

adoy of the year! i \ " oa 
It drills! NS a ae res 


” ORDER NO w! 


,.. and sweet Christmas 
music for your store... 


@ To customers looking for something “different” 
... something “special,” Edwards CHORDETTE III 
Electric Door Chime is a gift item that sells on 
sight—and sound! Fact is—CHORDETTE III is 
pre-sold for you by the most consistent national 
promotion in the field! And it comes gift-packaged 
—so you have no wrapping worries! Yes sir, 

it’s a‘Christmas “natural” in your store! Order 


from your distributor today. 


_ Epwarps 















|Epwarps 


as long as caller pushes but- 
ton... tone purity guaran- 
teed by exclusive Sonoscope 
test... styled by famous de- 
signer, Lurelle Guild. In 
chrome and white or mahog- 
any and brass. 


GIFT PACKAGED 


$7-95 


RETAIL 


Unbeatable combination of selling values: 
exclusive 3-way signal .. . sustained tone 









Door Chime... 
The Patifax 


Musical hit of the Christmas 

season is this non-electric 
chime that looks like a 
door knocker, but sings 
out “Welcome” in sweet, 
chiming tones! Gift 
packaged to sell at $7.95 


Fastest Selling Mechanical 
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Edwards Company, Inc., Norwalk, Conn. 
In Canada, Edwards of Canada, Ltd. 


' 





Manufacturers’ Sales 


ems CONTINUED FROM PAGE 166 aoe 


REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
July 1949..... ...... 327,429 
i. See 370,970 
7 Mos. 1949..... ...... 2,442,963 
7 Mos. 1948..... ...... 2,387,493 
% Change versus 1948: 

(| SS. —11.74% 
WM, TO. we ences + 2.32% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
July 1949... 11,480 
MS asec xcaitiviass 33,524 
7 Mos. 1949... bcs 140,431 
7 Mos. 1948.... ae | 
% Change versus 1948: 

July 1949..... . —65.16% 
7 Mos. 1949..... ...... —57.78% 
TOASTERS 

(NEMA Member Sales, Not Industry) 
July 1949..... _ 142,200 
July 1948... 188,148 
7 Mos. 1949... . 1,639,820 
7 Mos. 1948... -. 1,994,336 
% Change versus 1948: 

July 1949..... ...... —2442% 
Pe Ses 5a aews .. —17.78% 


VACUUM CLEANERS 


(Vacuum Cleaner Mfrs. Assn.—Industry 
Estimate) ; 


July 1949..... ...... 161,990 
bee «= 0D... .. ...... SRS 
7 Mos. 1949..... ; .. 1,624,713 
7 Mos. 1948..... ...... 2,032,930 
% Change versus 1948: 

July 1949..... Levees —27.22% 
7 Mos. 1949..... -eeeee —20.08% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


July 1949..... ...... 21,000 
July 1948... aoe 82,135 
7 Mos. 1949... re 
7 Mos. 1948.... ..... 803,424 
% Change versus 1948: 

Ue eee — 74.43% 
pS —65.18% 


WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 


(Industry Estimate by American Home 
Laundry Mfrs. Assri.) 


July tt 200,900 
July 1948..... ...... 326,181 
7 htes, 1009..... ...... O5ER MO 
7 Mos. 1948..... ...... 2,635,695 
% Change versus 1948: 

July 1949..... weeeee =38.41% 
7 Mos. 1949.... ........ —42.23% 


WATER HEATERS, STORAGE 
TYPE 


(NEMA Member Sales, Not Industry) 


July 1949..... .. _ 40,432 
July 1948........... 58,695 
7 Mos. 1949..... .. .. 287,291 
>) sere 429,719 
% Change versus 1948: 

July 1949............ -—31.03% 
Pe Mn cssccss 00 ~ 33.14% 


NOTE—NEMA figures above reported 
are not strictly comparable from 
1948 to 1949 since Member- 
ship is not identical for the two 
periods. 
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MORE SALES +through MORE BEAUTY. 






How G-E Textolite* 
plastics tops 

help you sell 

- more sinks... 

oe ° Textolite patterns, housewives can create just the “atmosphere” 

more cabinets they desire. For example, an overly warm kitchen on the sunny side 

of the house can be “cooled” with blue-green combinations. Or a 
aceasta too-dark kitchen on the shady side can be enlivened by a color 
scheme of warm yellows and reds. Customers appreciate the long- 
wearing qualities of General Electric Textolite tops, too. Beautiful 
and durable, this plastics surfacing gives dealers satisfied customers 
who are good prospects for other sales. 

Write us today for full details on how G-E Textolite can help you 
sell more kitchen appliances. Just address Section 48-10, Plastics 


@ Appliance dealers find they can increase their volume when they 
push the sale of colorful G-E Textolite-topped dinette tables, kitchen 
tables, cabinets and sinks along with other appliance items. It’s 
easier to sell a whole kitchen—instead of a few units—when cus- 
tomers see these beautiful, durable tops. 


EXCLUSIVE, DISTINCTIVE PATTERNS! Division, Chemical Department, General Electric Company, Pitts- 
Color is a dominant factor in making the kitchen a pleasant place field, Mass. Or send for the free illustrated booklet with pattern sheet 
to work in! By choosing among the many exclusive General Electric showing G-E Textolite designs in full color. 


FREE! 


General Electric Company, Section 48-10 
Plastics Division, Chemical Department 
Pittsfield, Massachusetts 


SEND FOR 
BOOKLET: 


[) Please send me free booklet with pattern 
sheet of G-E Textolite Top designs. 





[) | am interested in handling G-E Textolite 
Tops. Please have your representative call. 





YO Z Cnt Ute Yowe confedlonce tH 





GENERAL | ELECTRI aa al : i" 
Business calaaaiacaaaaen 
CDe-HC 
Address _ ercsnesieeninlenceninnetinmaaiaaiaaitit 
City —s Zone State 
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SELL the TV 
that has 
EVERY THING! 


There is a growing movement toward larger 
TV screens. This sensational Arvin 1214’- 
screen table model recognizes that trend. 
It offers every last possible square inch of 
undistorted picture — with Arvin’s super- 
powered chassis able to bring in that picture 
clearly, sharply, instantly, even in fringe 
areas! Arvin’s exclusive Macic MopERATOR locks in the picture— 
no wavering, no drifting. And Arvin’s improved FM circuit means 
the finest tone fidelity you have heard on any TV set. Anticipate 
the demand! Sell the TV that has everything—at the price your 


Model 3121TM 


12'/2”=SCREEN TABLE MODEL... ONLY 


249 


Plus Federal Tax 


customers can pay! Sell ARvIN! 











t 


these are the ARVIN 


AVAILABLE 


PAGE 


_ that pile 


reaadtee?d 
up your sales and 
profits faster! 


NO TELEVISION 
BOUNCE 


With Arvin Visible Value Television, your 
customer never has to bounce out of his 
chair to worry and wrestle with the con- 
trols. His Arvin picture is locked in for 
keeps—sharp, clear, in perfect focus. No 
wavering. No drifting. The Arvin MAGIC 
MODERATOR keeps it under perfect 
control. 


IN LIMITED QUANTITIES - 


NO MYSTIFYING MAZE 
() OF KNOBS 
4 

9 Arvin Visible Value Tele- 
vision has no mystifying 

maze of knobs to confuse your customer. 
That’s one of its greatest selling features. 
There are just two visible groups of operat- 
ing controls. Picture comes in clear, bright, 
steady—completely in focus. There is no 
fumbling around with five or six controls, 
no tuning by guess-work. Independent 
picture and sound amplifiers make Arvin 
reception entirely free from “‘picture hum.” 


Arvin Visible Value Tele- 


vision presents, on each size screen, the 
largest picture possible without distortion. 


OVERSIZE PICTURE 
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pany HEAVY DUTY SPEAKER 

“© Arvin Visible Value Tele- 

— =/ \ vision is equipped with an 
oo 7. *% oversize permanent mag- 


net type speaker which 
delivers maximum tone fidelity—on high 
notes, low notes, all modulations of the 
human voice—from the improved Arvin 
FM circuit. With an Arvin your customer 
hears everything—and hears it better. 


INTERFERENCE ELIMINATORS 
ay 





Arvin Visible Value Tele- 
vision is provided with spe- 
cial interference eliminators 


to reduce interference by 
FM or short wave radio and other elec- 
trical impulses. All foreign influences are 
minimized to insure good reception. 


NEW AREAS OPENING EVERY-WEEK 


- at 
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Model 3i01ICM 


10”-SCREEN MAHOGANY CONSOLE... ONLY 


495" 


Plus Federal Tax 


Check other TV lines and see how many offer 
such a beautiful 10’-screen console in genuine 
mahogany at anywhere near this sensationally 
low price! Arvin’s simplified controls make tuning 
as easy as tuning a radio—and faster! Only two 
groups of visible controls—even a child can oper- 
ate an Arvin without difficulty. That’s one of the 
features customers admire most—after wrestling 
with the complicated maze of knobs found on 
so many sets. And remember—every Arvin has 
ALL the famous Arvin “exclusives.” The only 
difference is screen size and cabinet size. 


Model 3100TM 


10”-Screen Table Model Ma- 
hogany finish. Table to match 
at slight extra cost. 


Plus Federal Tox $7] Q50* 


Also in blond $229.50* 





Mode! 
Model 3160CM 
3120CM 16” 
12” Console 
Console 





Plus Federal Tax 


BM ggir| 5399 


Plus Federal Tax 





Arvin offers this superb 1214”- 


screen mahogany console—with a 
bow to your public’s demand for 
larger screens at reasonable prices. 
Smartest modern styling, plus all 
the famous Arvin sales-building 
features. It should be easy to 
trade many of your customers up 
from the 1214” table model to 
the eye-level convenience of this 
amazing value. 


Here is the value of all TV values! ——— 


Giant 16” direct view picture tube 
offers a sharp, clear, steady Arvin- 
quality picture measuring full 
1434” by 1114"! Every detail of 
action is made easily visible across 
a large room. Plus, of course, all 
the famous Arvin advantages that 
make the Arvin TV line so much 
easier to sell! 


*All prices slightly higher in Zone 2. 


r 


Ha 








GET PROFITABLE FRANCHISE DETAILS NOW?! 
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FOR MORE THAN A QUARTER CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES”’ 





EMPIRE Electric PERCO-DRIP ~ 


@ Makes Better Coffee with- 
out boiling 

® Beautiful Modern Design 

® Brilliant Polished Alumi- 
num 

® Cool Thermoplax Handle 

® Patented Direct-Heat 
Emerson Unit 

®@ Listed Underwriters’ 
Laboratories 

® Fully Guaranteed 


No. 1802 
© In 5-cup and 9-cup Sizes 


Suggested Retail 
Price, $4.75 


EMPIRE Aristocrat ELECTRIC TOASTER 


® Smartly Styled 

@ Lustrous Chrome Finish 

@ Toast-Warming Flat 
Top 

@ Turns Toast Automati- 
cally by flip of door. 

@ Extra Wide Element 
Toasts Uniformly 

® Cool Ebonized Handles 

@ Listed, Underwriters’ 





No. 769 
. Labo 
Suggested Retail : wanaiine , 
Price, $3.95 @ Built for Long-life 
Service 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


@ Handy for Sportsmen, 
Farmers, Motorists 

® Focal Adjustment — Spot 
to Flood at turn of lens 
head 

@ All Position Base Beams 
light in any direction 

@ Sturdy, Precision Work- 
manship 

@ Easy-Grip Reed Handle 

@ Waterproof 





No. 900 
Suggested Retail 


RETAIL PRICE Price, $3.25 


SLIGHTLY HIGHER IN WEST 


OOOO O0 
THE METAL WARE CORPORATION 


NEW 


PAGE 


facturers 
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YORK 


of Electric Applian« Lanterns 


TWO RIVERS, WISCONSIN 
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Universal Announces Fall Campaign 
Expected to Boost Sales Over 1948 


Drive based on conviction that dealer 


must demonstrate 


Predicating its action on the con- 
viction that retailers must demonstrate 
quality and value in order to separate 
the public from its spendable surplus, 
Landers, Frary & Clark, manufac- 
turers of Universal appliances, are 
sponsoring a heavy promotional cam- 
paign during the fall aimed at stressing 
the value offered by the company’s line 
of traffic appliances. 

With factory sales having substan- 
tially increased during late July and 
August, it is expected that sales of 
the company’s portable electric appli- 
ances during the four month campaign 
period will exceed corresponding 
months of 1948 by at least 50 per- 
cent. 

The company will devote 65 percent 
of its entire 1949 advertising and pro- 
motional budget on these products to 
the fall push according to Robert M. 
Oliver, general merchandise manager 
of the portable electric appliance divi- 
sion. 

Three new products have been in- 
troduced to lend interest to the fall 


quality and value 


campaign which is called the “value 
demonstration parade.” These in- 
clude an automatic toaster, an auto- 
matic combination sandwich grill and 
waffle iron and a dual control electric 
blanket. 

National magazines, newspapers and 
local radio and TV will be used in the 
advertising campaign stressing value 
in Universal appliances. 

A special offer consisting of a stand- 
ard Universal iron, a foldaway laun- 
dry basket and water-proof plastic 
liner will also be part of the cam- 
paign. 

A life size Christmas tree display 
which ties in with Universal’s national] 
advertising will be made available to 
retailers. 

R. N. Campbell, vice-president in 
charge of manufacturing said that 
some production lines will have to op- 
erate on a two or three shift basis in 
order to keep up with the expected de- 
mand. Steps to modernize and stream- 
line manufacturing operations have 
already been taken, Mr. Campbell said. 


Crosley Adds Cabinets, Disposer, 
Water Heaters, Freezers to Line 


New refrigerators, kitchen radio 
also unveiled by Cincinnati firm 


Crosley division of the Avco 
Manufacturing Corp. last month 
showed its distributors a new line 
of major appliances expanded by 
the addition of complete all-steel 
kitchens, electric water heaters and 
a complete line of home freezers. 

“With the introduction of these 
new products plus the complete line 
of electric ranges introduced last 
spring, Crosley now has the most 
complete major appliance lines of 
any manufacturer devoted entirely 
to the appliance field,” W. A. Blees, 
Avco vice-president and Crosley 
general manager said as the new 
products went on display. 

Show Refrigerators. Eight 1950 
Shelvador refrigerators were also 
introduced. Six of the refrigerators 
have a new recessed door with plas- 
tic shelves which provide 23% more 
additional space beyond the capac- 
ity of the inside. A “butter-saver” 
compartment has also been added. 

The new Crosley cabinets have 
black linoleum counter tops and 
stainless steel trim. Extended coun- 
ter tops and recessed toe space per- 
mit the homemaker to work close to 
the counters and sink with com- 
plete comfort. A unique kitchen ac- 
cessory in the Crosley line is a 
“silent server”, a streamlined cart 
with removable tray which can be 
wheeled into the living or dining 
room. When not in use it rolls under 
one of the work surfaces to blend 
in with the other cabinets. 

The Crosley kitchen includes a 


OCTOBER, 


garbage disposer which fits under 
the sink. 

Chest-type Freezers. The freez- 
ers run in size from 3.2 cubic feet 
to 20 cubic feet, all of them being 
chest types. 

Both table-top and round tank- 
type models are included in the 
water heater line, The table top 
models are available in 30 and 40 
gallon capacities while the round 
models come in 12, 20, 30, 40, 52, 
66 and 82 gallon sizes. 

A new kitchen radio styled to 
blend with the other appliances has 
suction caps on the base and rear 
brackets that allow bracing at the 
top of the radio or hanging on the 
wall. 


Home Economists Attend 
Home Laundry Conference 


Home economics experts from 
educational institutions, women’s 
magazines, industry and govern- 
ment met in New York in mid- 
September to attend the third Na- 
tional Home Laundry Conference 
sponsored by the American Home 
Laundry Manufactures’ Association. 
On public showing for the first time 
was the Association’s special com- 
parator washer which is used in con- 
ducting washing tests by which the 
performance of the industry’s vari- 
ous models is gauged against fixed 
performance standards. 
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At Last...a Practical Solution to 


every Lewyt Dealer's 


° ” and women = ‘i 
N. ! mm, 
lot house-to-hee ©XPeriene 
lea, sei > 
2 Own Pig Work mg x 
D = hoo, Your 
ad h s, Or ey, : Morn 
m ey 
you 
j eXtra oe ur cme Make! 
| 
big , re a 
enter t} ne MEY in vy a ar Chane 
be« wnt fh-paying our Spare time 4 
“You've tt Lewyt Spacit® Profession 
a re heard bya aii 
Clean - Orld's © ama 
trie An ithe Sensation Modern, Fem me Ww 
PPlianes Ind lustry ott the pre at Bee 
| You Wor 
, K 
{ A! H le 
plin@4¥ 7,000 of wer DEALER 


Every old-line appliance man knows that 
“The dealer who isn’t OUT selling this 


year, may be selling OUT next year!” 
By “outside selling”, we don’t mean cold 
canvassing. By “outside selling,” we 
mean following-up leads in the prospects’ 
homes! 

But Appliance Dealers have long been 
handicapped by two problems: 

1. How to get manpower... womanpower. 

2. How to get leads. 

Lewyt now offers a solution to both 
problems! Lewyt dealers not only have a 
floor-selling plan with the Market Place 
... but now, also a plan for selling in the 
home — by appointment, from leads—a 
double-barreled program for multiplying 
Lewyt volume! 

On the righthand side of this page, 
you see the opening gun in Lewyt’s his- 
tory-making “OUTSIDE SELLING” PRO- 
GRAM. It’s a hard-hitting full column 
‘WANT AD’ which will appear in LIFE 
MAGAZINE on October 3—-simultaneously 
with a full-page ad announcing the sensa- 
tional new 1950 Lewyt Vacuum Cleaner. 

This revolutionary kind of ‘WANT AD’ 
is recruiting outside salesmen for you. 
Outside salesmen who work strictly on 
commission. Outside salesmen who can 
bring you ‘plus’ volume—new business 
you couldn’t get any other way! 

These Lewyt Specialists, as these out- 


You can 


‘DO IT with 
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Lewyt Promotions . . . from thousands You t tay on bene TO starry 
of coupons brought in by the most ag- | a TR You use ror 
gressive national advertising program in 


* Punch, P lis ane cial te 
the industry . . . from 10-second Demos ‘a 
| Ps, wr ss 










given by Lewyt’s ‘Market Place’ meu," 
from using-the-user . . . from the Lewyt 
Specialist’s own friends and relations! 
All “coupon applications” from pros- 
pective Lewyt Specialists will be as- 
signed only to Lewyt Dealers who sign 
the Participating Dealer Certificate. 


It’s just that simple! Here, at last, is a 
common-sense plan for OUTSIDE SELLING 
that will work . . . that will bring Lewyt 
Dealers ‘plus’ business they would lose 
out on otherwise—and bring it to them | 
profitably! 

You can’t miss—you can’t go wrong. / 
You stand to profit from every angle! 


Lewyt Dealers: Contact your local Lewyt 
Distributor now. Tell him you can use 
OUTSIDE SALESMEN to boost your vol- 
ume. Discuss your participation in the 
LEWYT OUTSIDE SELLING PROGRAM! OR 
simply mail the coupon below to us now! 






° Par 

mation, anne a won ‘oday you'l] 
plies, stric 

otly 


Oct. 3rd. 


Neve. 
ce r 
omp lete info 


Confidential 


ae 
LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, W.Y_ 


| I’m interested in your “OUTSIDE SELLING PROGRAM”. 
Have my local Lewyt Distributor rush me the whole story. 
i (I am ) (1 am not ) a franchised Lewyt Dealer. 


Now’s the time to 
go ALL-OUT to 
double volume! 











| NAME 
STORE 








} ADDRESS 
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‘Robertshaw 


COMBINATION THERMOSTAT AND 
OVER TEMPERATURE CUT-OUT 





Combines temperature con- 
trol with single pole switch. 
Current is automatically cut 
off and switch is locked in 
open position if temperature 
at any dial setting, through 
any cause, exceeds tempera- 
ture range of control by 7% 
in liquids or 12% in air. 
Switch remains open until 
closed by manual reset but- 


ton. Design permits mourt- 


PUSH TO RESET 





@ROBERTSHAW 
‘a 


HEATING ELEMENT O8 


SOLENOID LOAD 











= Aye a 
x. | 





RESET 
BUTTON 


euoT 
LIGHT 





‘ 


OPERATION OF Hi THERMOSTAT 


1. THERMOSTAT CYCLES AT SET 
TEMPERATURE 


2. LIMIT SWITCH BREAKS AUTO 
MATICALLY AT TEMPERATURE 
SLIGHTLY HIGHER THAN SET 
TEMPERATURE AND MUST BE 
MANUALLY RESET 


ONE CIRCUIT CONNECTION 
A.C. ONLY 











ing control in any one of four positions. Standard size bulbs 
and capillary tube lengths give great flexibility to meet 


required heat ranges and installation needs. 


Write for full information. 


in home and industry, EVERYTHING'S UNDER CONTROL 





YOUNGWOOD, 


© “Robertshaw 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


PENNSYLVANIA 
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News 


Admiral Ups TV _ Production. 
Production of Admiral television re- 
ceivers has been increased from 10,- 
000 to 13,500 per week according to 
J. B. Huarisa, executive vice-presi- 
dent. 


Merry Christmas. According to 
officials at G. E.’s Nela Park, Christ- 
mas tree bulbs should be in free 
supply this year for the first time 
since the war. According to the 
Noma Electric Corp., largest of the 
light set manufacturers, prices on 
Christmas tree sets will be lower 
this year than in 1948. 


Philco Sales Up. Sales of new 
Philco TV receivers for the ten 
days following their announcement 
exceeded all expectations and were 
greater than at any other period in 
the company’s history, according to 
James H. Carmine, executive vice- 
president of the firm. 


Crosley Raises TV Discount. The 
Crosley Div., Avco Mfg. Corp., 
has increased distributor discounts 
up to six percent on its complete line 
of television sets. The company is 
urging distributors to pass the 
longer discount along to retailers. 


Guarantee Rival Prices. All Rival 
products purchased from the com- 
pany during 1949 have been guaran- 
teed against price decline, Foster L. 
Talge, president of the Rival Mfg. 
Co., advised all accounts in mid- 
August. 


Adopt Sepco Name. To identify 
the company with the trade name of 
its product, the Automatic Electric 
Heater Co., Pottstown, Pa., this 
summer became the Sepco Corp. 


Seeger to Supply Admiral. Ap- 
proximately 50 percent of Admiral 
refrigerator cabinets will be pro- 
duced by the Seeger Refrigerator 
Co., St. Paul, Minn., it has been an- 
nounced by L. H. D. Baker, vice- 
president in charge of refrigeration 
for Admiral. The remaining 50 per- 
cent of Admiral production will be 
retained by the American Central 
division of Avco Corp. 


Arvin Discount at 40 percent. All 
Arvin electric appliances are now 
subject to a dealer discount of 40 
percent off retail list prices in mas- 
ter carton quantities, according to 
Gordon T. Ritter, director of the 
Arvin sales division, Noblitt-Sparks 
Industries, Inc. 


Conlon-Moore Consolidates. A 
six months’ advertising appropria- 
tion which is larger than for any 
comparable period in the history of 
the company will be the springboard 
for a new sales promotion program 
for the Conlon Moore Corp., accord- 
ing to John M. Foxx, vice-president 
in charge of sales. Conlon and 
Moore sales departments have re- 
cently been consolidated. 


OCTOBER, 


Briefs 


Discontinue 10-inch Sets. Be- 
cause TV sets incorporating larger 
picture tubes can now be manufac- 
tured at a comparable cost, produc- 
tion of 10-inch receivers has been 
stopped by the Magnavox Co., ac- 
cording to vice-president Frank 
Freimann. 


Your Money Back. Keying its 
campaign to a purchase price re- 
fund if the customer doesn’t agree 
that the Schick electric shaver is 
better than his present razor, 
Schick, Inc., is undertaking a drive 
to capture a substantial segment of 
the blade shaving market, according 
to K. C. Gifford, president of the 
firm. 


Jewel Moves. Jewel Radio Corp. 
has recently completed removal of 
its plant facilities to 10-40 45th Ave., 
Long Island City, N. Y. The move 
was necessary to expand production 
facilities. 


New TV Brand. Entering the 
television field in the 11 western 
states is Mercury Television & Ra- 
dio Corp., Los Angeles, the sales 
organization for Pacific Cabinet & 
Radio Co., Van Nuys, Calif., which 
now makes private brand TV and 
radio sets. Mercury will sell its 
sets on a direct factory to dealer 
basis. 

(Continued on page 178) 








Sell up - 
or sell down 
with the only 


complete 
line of 
Automatic 


Home Laundry 
Equipment.. 
THE 


BENDIX 
LINE! 
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ARVIN 


pes. GIVES YOU ALL THREE! 


Capture the parents’ market with this 


shatter-proof, kidproof value-leader! 
Maximum Discounts on all models 


AC/DC superhet circuit. Sandalwood 


finish with Burgundy trim. Exceptional 
Low competitive list prices 


range and tone quality. $4295 


Underwriters’ listed. 
National Advertising in 


@ THE SATURDAY EVENING POST 
@ COUNTRY GENTLEMAN 
@ FARM JOURNAL 














ARVIN MODELS 356-357T 
Beautiful Sandalwood or modern Wil- 
low Green finish, gold-trimmed for eye 
- appeal. AC/DC superhet, 5 tubes in- 
= cluding rectifier; built-in antenna; Al- 


nico V speaker. Amazing $1695 


value at this price! 


PLUS Complete Lay-Away Club Promotion 


PL US Dynamic, Colorful Displays 





PL US Powerful Newspaper Mats 
ARVIN MODELS 358-359T 


Willow Green or Sandalwood, gold- 
trimmed. Outstanding for beauty, for 
range, for fine tone quality! Built-in 
| antenna; Alnico V speaker. Far and 


away the value of the day! $4995 


Underwriters’ listed. 


Score your biggest 

fall business 

with Arvin’s mighty 
triple-threat combination ! 





THE COMPLETE 
TABLE MODEL LINE! 


CALL YOUR ARVIN DISTRIBUTOR! 


Radio and Television Division 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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‘I asked my customers 
how they found me... Styx: 
heres what they told me" 





ried and recommended my service. 


2. A lady telephoned for a particular 
product. She said she looked it up 
in the ‘yellow pages’ of her tele- 
phone directory. That’s where she 
found my name. 





errr 


pas 





















ye 
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hone etme 








3. This fellow was in a rush to make 
his purchase. He checked the ‘yellow 
pages’ for a dealer near his office. 
He found my address under the 
product he wanted. 











|e) 











4. This man was hurrying by when 
my window display caught his atten- 
tion. He saw what he wanted, came 
in, and asked for it. A quick sale. 





— 5. This couple was furnishing a new 
= EE home. They checked their shopping 
: list against the ‘yellow pages’ and 
t= found that I sold what they wanted. 

















Paan: 








Li It pays to make sure your name is in the ‘yellow pages’ along 
M0 ¢ with a description of what you carry. 9 out of 10 shoppers 


use the ‘yellow pages’ as a buying guide. The people listed 
in the telephone directory are a good market to cultivate. 




















News Briefs 


ems CONTINUED FROM PAGE 176 comme 


Reduce G-E TV Prices. The Gen- 
eral Electric Co. has reduced list 
prices on six TV receivers from 
$30 to $70. Lowest G-E eastern 
list price is now $189.95 (formerly 
$239.95) for a set with 10-inch pic- 
ture tube in a plastic cabinet. 


Supply Launderall Parts. Hor- 
ton Mfg. Co., Fort Wayne, Ind., 
recent purchasers of the F. L. 
Jacobs Co. home laundry equipment 
division, will supply parts for Laun- 
derall models LS1, LS2 and LS3. 
Prices are available upon request. 


Push Ejight-foot Kitchen Pack- 
age. A sales drive said to be “the 
biggest promotional campaign yet 
seen in the kitchen business” will 
be staged during October by the 
Youngstown Kitchen division of 
Mullins Mfg. Co. Ads in 204 papers 
will describe a “package” containing 
cabinet sink, two base and two wall 
cabinets. 


Reduce Attachment’s Price. RCA 
Victor’s 45-rpm record-playing at- 
tachment has been reduced from 
$24.95 to $12.95 as the first move in 
an all-out campaign designed to 
speed mass distribution of 45-rpm 
instruments. Arrangements have 
been made to adjust the cost of 
dealer’s inventories on these at- 
tachments, says J. B. Elliott, RCA- 
Victor vice-president. 


TV Service Contracts Valid. Cer- 
tain TV service contracts do not 
violate insurance laws, the New 
York State Insurance Department 
ruled recently. Those contracts un- 
der which a manufacturer, dealer or 
servicing organization agree to 
maintain a set in working order for 
a definite period of time for a fixed 
fee are valid; such contracts may 
not provide for replacement of parts. 
Manufacturers and dealers only, 
may, at the time of the sale of the 
receiver, make contracts covering 
both maintenance and replacement 
of parts for a fixed period of time. 
These contracts are not renewable. 


Garod Continues 10-inch TV. No- 
ting a “considerable production cost 
difference” between 10 and 12% inch 
receivers, Leonard Ashbach, presi- 
dent of Garod Electronics Corp, an- 
nounced recently that his firm in- 
tends to continue manufacturing 
the 10 inch set as long as there is a 
public demand for such models. 


Radio Prices Up. An increase in 
prices of two small radios has been 
announced by John Meck Indus- 
tries, Inc., with a model formerly 
selling at $9.95 being raised to $11.25 
and a set previously priced at $11.95 
being upped to $12.95. 


Big Ad Drive. The largest ad- 
vertising campaign in the firm’s his- 
tory has been scheduled for the fall 
season by the Starrett Television 
Corp. A full-color page in the Amer- 
ican Weekly in November will high- 
light the company’s pre-Christmas 
selling plans. 
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Television World Hails 
PHILCO Invention of 





Electronic Built-In 











Tust Plug in and Play! 


The news is out... the exclusive Philco Built-In Aerial System is sweeping lie S : 
the nation . . . acclaimed everywhere as the greatest invention yet in 
television. The huge Philco factories are working at top speed to meet the ¥ / 
unprecedented demand for this new development that at last brings 4 
PACKAGE MERCHANDISING to the industry. It’s the “hottest” Si . . 
; imple Aerial Tuning Control =| 
sales feature for 1950, and only Philco has it! P : - 
Far more than an aerial alone, 
Yes, 1950 Philco television is super-powered ! the Philco Built-In Aerial is a 


PHILCO SUPER-SENSITIVE Even in outlying areas where a roof aerial may complete Electronic System with 
a simple contro] that tunes it to 


CIRCUIT BRINGS SWEEPING be needed, new circuit developments still offer any station. And since the system 
ADVANCE IN PERFORMANCE the greatest performance in Philco history. And requires no “lead-in”, harmful 


in up to 8 out of 10 locations— no aerial needed! reflections often caused by long 
lead-in wires are avoided. It’s 
another triumph of Philco research! 





FOR YOUR BIGGEST TELEVISION PROFITS 


Concentrate on Philco for (450 
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Spins every piece in yo 
damp-er 7 many things are real 
oengorrt is €@ 
easy tO hang: 











clean washes --° 
switch. See the new 1950 Thor Auromagic 
dealer’s- You won't be content wi poltins 
! unless you it. 
-_ New 195° model $19 50 where, upstairs OF down. 
More efficient ghan ever -- cand it’s only oe ie with YOU if you move 

ion, Chices° $0, Ilinols Thor & Company: ud., Toronto, Canado 

Bloomingto" \itinows, Et Monte. Colitornias Toronto. Condo; London. England | 


Theor 
Plonts in Cnicog?- {inolss 





PAGE 1 
80 
OCTOB 
ER. 1 
2 
49—ELECTRICAL M 
NDISIN 
G 











p 
(4 
\ 




















x 
(1 ¢ 











WHY IS THE 
THOR PLANT | 


producing Adraagion~ 
to capacity? 


“NOTHING 70 (T"... look at the advertising 
34 Million Readers Will! 


Here’s more of the hard-hitting, hard-selling copy that’s helped make Thor 
Automagic the hottest washer on the market today. Plan now to tie-in with Thor’s 


Huge Fall Campaign. 
























Identify your store as headquarters for Thor. Send today for details on this 
great new Thor Automagic Window and Store Display offer. 


Thor Corporation, 
2115 South 54th Ave., Chicago 50, Illinois 


Please send me the information about your new Thor Automagic Display 
Material. 


Dealer’s Name 


Attention 





Address__ 


— heh, : ————s 
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THE 1950 


GOPHER 


OIL HEATER 





Today’s buyers are ‘“‘choosey”’. They look 
around. They compare values. And then 
they buy. 

That’s why it will pay you to stock and 
feature Gopher Heaters. 

Only Gopher Heaters give you these 
important, exclusive selling features. 
1. Automatic heat, plus Gopher burner all- 
stage firing without electricity, without 
thermostats. 
2. Modulating control gives even heat 24 
hours a day. Room temperatures vary less 
than 2 degrees. 
3. Patented pilot, which burns 6/10 of a 
gallon of oil in 24 hours. Ordinary heaters 
burn 2 gallons in same period. 
4. Demonstrable fuel savings of up to 50%. 
Not just a claim. 
5. Manufactured and guaranteed by a com- 
pany that has been making liquid fuel burn- 
ing appliances for 53 years. 

If you are looking for sales, for quick 
turnover in heaters, the new 1950 Gopher 
Heater is the answer. 


GOPHER 


OIL HEATERS 


BY THE MAKERS OF AGM 
AND SUNFLAME HEATERS 


Todays BG Value 


HERE'S PROOF! 





Room temperatures vary 
less than 2 degrees—no 
matter how quickly out- 
side temperatures vary. 


A Gopher Oil Heater with 
modulating control was in- 
stalled in a small home of light 
construction. A mechanically 
operated temperature recorder 
was set up in the home. The 
time was mid-winter, and the 
outside temperature ranged 
from 15 degrees below zero to 
20 degrees above. Above is the 
graph the machine recorded 
for a period of 72 hours—note 
that room temperatures varied 
less than 2 degrees! Jag at left 
side of graph resulted when 
sunlight struck the recorder. 
Gopher Heaters with modulat- 
ing control give you EVEN 
heat. 


WIRE today for 


dealership information. 


AMERICAN GAS 


MACHINE COMPANY 


Albert Lea, Minn. 


Video Price Protection Announced 


By Number of Set Manufacturers 


Companies offer plans as a contribution 
to stability; most run through fall 


Some measure of price protection 
came to the television industry this 
summer as a number of manufac- 
turers announced plans designed to 
protect retailers against price re- 
ductions. 

On July 21 Westinghouse’s home 
radio division announced a price 
protection plan covering all current 
TV receivers. According to F. M. 
Sloan, division manager, the plan 
was retroactive to July 1 and pro- 
tects dealers and distributors from 
any loss on television inventory 
purchased within a 60 day period 
prior to price readjustment. 

The industry's first 120-day price 
protection plan was announced by 
Admiral Corp., on Aug. 1. Accord- 
ing to W. C. Johnson, Admiral’s 
vice-president in charge of sales, 
the plan was offered television dis- 
tributors and dealers as a contribution 
to stability within the industry. 

Asserting that “if price protection 
will lead to price stabilization, we're 
for it 100 per cent,” Louis Silver, 
vice-president and general manager 
of Garod Electronics Corp., an- 
nounced a 120 day guarantee on his 
firm’s prices effective Aug. 8. The 
Garod plan covers any new models 
to be introduced before the’end of 
1949. 

On Aug. 12 the Starrett Televi- 
sion Corp. notified dealers of a price 
guarantee policy on the complete 
Starrett line. According to Mitch- 
ell Fein, vice-president, the plan 
covers anv reductions up to Dec. 
1 and makes provision for 30 days 
notice of any price reductions after 
that date. 

Stromberg-Carlson announced 
price reductions on three guaranteed 
TV sets and adjusted its distribu- 
tors’ and dealers’ inventories of 
such models on hand at the time 
of the change with a merchandise 
credit rebate At the same time the 


firm guaranteed prices on five mod- 
els for the period up to Nov. 1. 
C. J. Hunt. general sales manager 
of the firm's radio television division 


that 


wrote distributors “we  sin- 





cerely feel that the bottom of prices 
has been reached and that the dealer 
and distributor can now buy ade- 
quate stocks with confidence.” 

Price protection on all Arvin TV 
sets was announced late in August 
by Ray P. Spellman, sales manager, 
Arvin radio and television division, 
Noblitt-Sparks Industries, Inc. All 
sets in distributor or jobber stocks 
are guaranteed against price de- 
clines for a period of 60 days from 
date of shipment. 

Tele-Tone Radio Corp. announced 
a price protection policy on all mod- 
els introduced at its Sept. 7 con- 
vention, The guarantee extends un- 
til Dec. 1. The firm also announced 
a one-year warranty on cathode ray 
tubes on these models. 


Gardner, Duquesne Light 
Sales Head, Dies at 51 


George A. Gardner, manager of 
residential sales for the Duquesne 
Light Co., Pittsburgh, died at his 
home in Dormont, Pa., August 7. 
He was 51 years old. Mr. Gardner 
had just observed his 30th anniver- 
sary with the utility. 











BENDIX 


makes and 

sells more 

Automatic 
Home Laundry 

Equipment 

than 

any other 

manufacturer 
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TV TOWER for temporary installations is 

a new device for television dealers. It’s 

an adjustable portable tripod made by the 
| Universal Products Co., Racine, Wis. 
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Order these 
carded displays 


from your jobber 





When ordering Flashlight 
Batteries specify 
Ray-O-Vac 2 LP 


M300 assortment: 12 of Ray-O-Vac's 
fastest-selling models. Takes only fourteen 
inches of counter space. 





“= 





ne 


More hours of darkness... 
=<" {ean more Ray-0-Vac sales! 


Speed up turnover with famous Ray-O-Vac Flashlights and LEAK ProoF Batteries! 


ge?! aecoe 
STREAMLINER Z It's that time again when more hours of darkness call for more “light when you need it!"’ So 
; = get set to meet a big demand for Ray-O-Vac precision flashlights. They're more powerful, 


; Tu, ; more dependable ... and goodlooking, too. 
i Mt Ne Your jobber is ready to supply you with attractive displays, in beautiful color, of Ray-O-Vac 
Al a) 
” 
, ver — wevee 4 , ’ And while you're about it, better order your supply of Ray-O-Vac LEAK PROOFS... the 
§ }) T ( i » guaranteed battery that's sealed in steel. They are the fastest-selling batteries on the market today. 


Take full advantage of the big selling months ahead with the flashlights and batteries that are 


flashlights for every purpose. Two of these are pictured at the left. 





M109: Beautiful color card holds six Z22R, 
2-cell pre-focused flashlights, Ray-O-Vac’'s 
fastest-selling model. 


nationally advertised, in demand everywhere... popular Ray-O-Vacs. Call your jobber today! 


RAY-0-VAC COMPANY 


MADISON 10, WISCONSIN 





FAST-SELLING, DEPENDABLE RAY-0-VAC 


LEAK PROOF FLASHLIGHTS AND BATTERIES 
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. ; 4 
more Dynamite from 


BIG 16 


TELEVISION CONSOLE 


WITH BUILT-IN DIRECTIONAL ANTENNA 








REVOLUTIONARY NEW SUPERPOWERED CHASSIS 


*Prices slightly higher in 


south end west. Sublectto AUTOMATIC GAIN CONTROL...SIMPLIFIED TUNING 


change without notice. 


25A15—WALNUT—FED. TAX EXTRA 
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Here’s one more reason for you to tie to Admiral 
for profit-making television. This new Admiral 
super-value puts you right on top of the big- 
picture market with a stunningly beautiful, 16” 
tube television console that retails for less than 
many consoles with 1214" tube. Note these fea- 
tures. There’s only space for a few: Pictures 
clear as the movies, free from flutter or “‘breath- 
ing.”” New, superpowered chassis. Split-second 
station selector with perfect pictures and FM 
sound every turn of the knob. Smart cabinet 
styling. Rugged construction. Costly, hand- 
rubbed veneer finishes. Yes, this new Admiral 
model is one more overwhelming value that makes 








3 


Admiral your best television bet. Get it on your 
floor without delay. Admiral Corp., Chicago 47. 


SEE! HEAR! ON TELEVISION! SPONSORED BY ADMIRAL! 
“STOP THE MUSIC,” ABC NETWORK, THURSDAYS, 8 PM, EST 


184 OCTOBER, 1949—ELECTRICAL MERCHANDISING 





Thlmial 


BIG 12'2 


TELEVISION COMBINATION 


IT’S ADMIRAL’S FAMOUS THREE-FOOT HOME 


THEATER...THE COMBINATION THAT HAS BEEN 


THE TALK OF THE INDUSTRY...NOW WITH BIG 


122" FULL VISION SCREEN AT NO INCREASE IN PRICE 


30F1S5S— WALNUT—FED. TAX EXTRA 


* 





Admiral sells more than 50% of all television 
combinations. Now watch that percentage 
shoot even higher with this great, new value. 
It’s Admiral’s amazing, NEW Three-Foot 
Theater, with Magic Mirror Television, Dyna- 
magic FM-AM Radio and Triple-Play Phono- 
graph. You know what a “‘seller’’ Admiral’s 
Three-Foot Theater was with a 10” tube. 

Now it has a 12%" tube. . . new super- 
powered chassis . . . new built-in di- 

rectional antenna .. . full vision screen... 
automatic gain control . . . split-second sta- 
tion selector. But no change in price. Still 
$399.95. That’s what Admiral’s engineering and 
manufacturing skill have done for you and your 
customer. Stock this value-sensation at once. 
Get your share of television-combination sales. 
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REVOLUTIONARY, NEW CHASSIS 
Outperforms Any Set, Anywhere, Any Time 


A great stride forward in television engineering. Pictures clear as the movies, free from flutter and 
“breathing,” even in outlying areas where ordinary sets fail. Tunes easy as a radio. Unique ‘“‘automatic 
gain control” reduces station selection to a single knob. Sensational new built-in directional antenna. 
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Proudly Presents the 


\ FIRST 


‘wa \ine of 


| SiS x0 








DESIGNED TO BE DIFFERENT 


The brilliant new Coronet Space-Saver is loaded with 
“firsts” from top to toe. It’s the first refrigerator to offer 
safe cold top to base and front to back—the first 7% cu. ft. 
refrigerator to take only 5% sq. ft. on the kitchen floor— 
the first 7% cu. ft. refrigerator with modern full-length 
door ever priced to retail well below $200.00. 


Be sure to see it at your Coolerator distributor today. 
Check it—compare it—-and you'll find it’s the Value Scoop 


THE COOLERATOR COMPANY 
DULUTH 1, MINNESOTA 


CHICAGO OFFICES 11-107 MERCHANDISE MART 
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¢ PRICED TO BE A SENSATION 


of the year. The refrigerator you can feature, display and 
advertise to really build floor traffic and extra profit sales 


in any season. 


But when you see the amazing new Coronet—remember 
it’s only the first in a sensational new line of space- 
thrifty Coolerators that are designed to be different— 
engineered to be better—and priced so you can sell the 
latest for less in 1950. 

Q 





Coolerator 
FIRST WITH THE 


LATEST FOR LESS IN ‘50 
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PAK-A-WAY Freezer Bin 


Schaefer Inc., 801 N. Washington Ave., 
Minneapolis, Minn. 


Device: Pak-A-Way freezer No. 350. 
Selling Features: Has 3.5 cu. ft. capac- 
ity; new design—front pulls out and 
exposes a convenient roomy frozen 
food bin that holds over 100 Ibs. meats, 
vegetables, etc.; suitable for use in 
kitchens, utility rooms, cottages, where 
space will not permit use of a conven- 
tional type freezer; equipped with 
automatic alarm bell; 1-piece porcelain 
table top with adjustable levelers to 
match freezer top height with cabinet 
tops. 

Electrical Merchandising, Oct., 1949 
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CONLON Ranges 


Conlon-Moore Corp., 666 Lake Shore 
Drive., Chicago, Ill. 


Models: Hostess electric-coal bunga- 
low range; and Medallion No. 6050. 

Selling Features: Hostess, a new 36 in. 
electric-coal bungalow range combines 
electric cooking with a coal space 
heater ; extra-large automatically con- 
trolled 4920 cu. in. oven; four 7-heat 


itd — 


surface units built into 1-piece cooking 
top: three 6-in., 1250 watts and one 
8-in. 2100 watt unit. Space heater has 
11 x 184 in. cast iron cooking surface, 
and is available with a brick or cast 
fire box; range comes complete with 
fluorescent lamp and automatic oven 
timer. 

Conlon Medallion 40 in. range No. 
6040 has 1-piece cooking top, 3 burners 
and a 6-qt. deepwell cooker ; automatic 
clock and oven timer, built-in lamp; 
modern back-bar control panel; Rob- 
ertshaw oven control; spacious storage 
compartment; twin- unit elements in 
4920 cu. ft. oven; 36 in. high, 263 in. 
deep; 2 in. fiberglas insulation. 
Electrical Merchandising, Oct., 1949 








WHIRLPOOL Dryer 
Nineteen Hundred Corp., St. Joseph, Mich. 


Device: Whirlpool automatic dryer. 
Selling Features: Capacity up to 10 
Ibs; dryer stops automatically when- 
ever door is opened—no controls re- 
quired ; germicidal lamp diffuses ultra- 
violet rays during drying cycle; drum 
interior is illuminated when door 
opens ; lint cannot accumulate; con- 
vection type heat gives fluffer clothes 
with minimum wrinkles ; self-restoring 
safety thermostats; long wearing, 
hardened shafts; porous bronze bear- 
ings with felt wicks saturated in oil; 
White Rodgers thermostat; Mallory 
timer; clothes are cooled before dryer 
stops making clothes easier to handle; 
drum turns at 42-44 rpm for right 
tumbling action; Thermo-Dise regu- 
lates heating element; cabinet 35 in. 
high, 254 in. deep; cabinet height 
adjustable to 36 in. average work sur- 
face height by means of 4 —— 
feet; white baked enamel finis! 


Price: $199.95 in Zone 1. 
Electrical Merchandising, Oct., 1949 











WESTINGHOUSE Refrigerator 
Westinghouse Electric Corp., Mansfield, O. 


Model: U-4, 4 cu. ft. refrigerator. 
Selling Features: Designed to fit 
under standard sink drainboards and 
counter surfaces; 343 in. high; .45 
cu. ft. freezer holds 16 Ibs. frozen 
food and 2 14-cube trays; room 
for 8 qts. milk provided beside freezer ; 
automatic Hold Cold Control provides 
colder cold in freezer with steady, safe 
cold in food compartment; anodized 
aluminum- meat storage tray holds 10 
lbs. meat ; reciprocating type compres- 
sor unit spring-suspended - sealed 
with lifetime oil supply; 1/6 h.p. 
motor; wide-range temperature se- 
lector; Dulux exterior. 

Price: $189.95. 
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ODIN Ranges 


Odin Stove Mfg. Co., 342 W. 12th St., 
Erie, Pa. 
Models: No, 255 Pacemaker and No. 
355 Atom. 
Selling Features: No. 255 Pacemaker, 
apartment type range has 1 8-in. Pyro 





New Product 


Highlights 


Many 1950 telesets are featuring metal picture tubes, built-in antennas, 


and 16 in. sets. 


Motorola introduces the first 812 in. set in the industry. 


Sylvania enters video field with its own line. 


Two new manufacturers enter the range field: Conlon, long established 
washer and ironer manufacturer, has added a line of ranges; Odin Stove 
Mfg. Co., gas range manufacturers, has two new electric models. 

G-E announces a new Disposall; Universal has a new floor polisher with 
twin rotary brushes; Westinghouse has a new low-boy refrigerator and a 
streamlined Laundromat; Pak-A-Way has a new bin-type freezer. 
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flex 2100 watt burner and 2 6-in. 1250 
watt burner, each equipped with a 
7-heat switch; oven 19x 14x16 in, 
equipped with 2400 watt element for 
baking; 3000 watt element for broil- 
ing; seamless I-piece porcelain oven; 
Odin heat control for automatic timed 
cooking: Johns-Manville Rock Wool 
insulation; chrome oven racks; pull- 
out 2-piece smokeless broiler pan in 
top of oven; white porcelain top acid 
resisting; concealed oven vent; one 
timed and one convenience outlet in 
backrail; large storage drawer below 
oven; available without lamp and auto- 
matic-timed cooking as No. 250. 





No. 355 Atom model has four sur- 
face units—one 8 in. 2100 watt and 3 
® in. 1250 watts; each equipped with 
a 7-heat switch; oven 19 x 14 9/16 in., 
has a 2400 watt element for baking 
and a 3000 watt element for broiling ; 
large storage drawer below oven and 
an extra storage compartment on side 
with wire rack; acid resisting white 
porcelain top ; recessed toe space ; one 
time doutlet and one convenience out- 
let in backrail; overall cooking top 
224 x 36x 30 in. white porcelain ex- 
terior with chrome finish. Also avail- 
able without lamp and automatic-timed 
cooking as model 350. 

Electrical Merchandising, Oct., 1949 





LEJOHN Hair Dryers 


LeJohn Mfg. Co., 423'4 Ninth St., 
Huntington, W. Va 


Models: DA-2 and DA-3. 

Selling Features: Da-2 has a chrome- 
plated housing; DA-3 a baked-enamel 
metal housing; both models have a 
thermostatically controlled Nichrome 
element; switch provides a choice of 
hot or cool air; delivers 50 cfm at 
1800 rpm operate on 115 volts a.c. 
Prices: DA-2 approximately $7. 95; 
DA-3 $5.95, and a companion model 
DA-1 with plastic case has been re- 
duced from $12.95 to $9.95. 
Electrical Merchandising, Oct., 1949 
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G-E Disposall 


General Electric Co., Bridgeport, 2, Conn. 


Device: FA3-Jr. Disposall for use 
where existing plumbing complicates 
installation of standard disposall. 
Selling Features: Employs newly de- 
veloped plumbing trap; can be installed 
in old or new sinks if distance between 
center line of wall drain and bottom of 
sink is at least 7 in.; adapted to small 
kitchens where storage space is 
limited; only 16 in. long, the under- 
sink area can be used for storing soaps, 
and other supplies; can also be in- 
stalled in any modern sink with a 34 
to 4-in. drain outlet; eliminates food 
waste including bones, fruit pits, par- 
ings, etc; operates on a sewer or septic 
tank. 

Electrical Merchandising, Oct., 1949 
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UNIVERSAL Floor Polisher 


Landers, Frary & Clark, 
New Britain, Conn. 


Model: No. VC8710 Universal floor 
polisher 

Selling Features: Twin brush action 
polishes a 12 in. path to baseboard; 2 
whirling tough bristle brushes turn 
600 times a min.; easily maneuvered 
around and under furniture in narrow 
spaces between rugs into corners etc; 
glides over floor with little effort; 
brushes easily attached, no tools 
needed ; 48 in. high; rigid pressed steel 
construction; rubber piston grip 
handle; fingertip control; Hammerloid 
blue finish; weighs 18? lbs.; a.c. or 
d.c. 

Price: $59.95. 

Electrical Merchandising, Oct., 1949 
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ELECTRATOASTER 


Electratoaster Corp., 38 Sixth Ave., 
Brooklyn, 17, N. Y. 


Device: Electratoaster automatic pop- 
up toaster. 

Selling Features: Equipped with silent 
automatic timer; patented crumb shut- 
ter; interior nickel plated; heavy duty 
Mica elements ; chrome triple plated on 
copper and nickel. 

Price: $14.95. 

Electrical Merchandising, Oct., 1949 
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EVERHOT Roaster-Oven 


The Swartzbaugh Mfg. Co., 1336 W. 
Bancroft St., Toledo, 6, Ohio 


Device: No. 950 roaster-oven, No. 951 
cabinet; No. 946 broiler-griddle and 
No. 927 timer clock. 


Selling Features: No. 950 roaster-oven 
has 18 qt. capacity ; 1320 watts, 110-120 
volts a.c.; drum type heating ‘elements 
on vertical sides and bottom; auto- 
matic thermostat; pilot light; turn-a- 
knob cover lifter gives full control of 
cover in both directions at all times; 
selfadjusting steam vent; lift rack 
stays in place when raised; adjustable 
shelf; Pyrex glass utensil set; alumi- 
num cover; porcelain enameled inset 
pan; white porcelain enamel exterior. 
Cabinet No. 951 of baked white 
enamel to match roaster has time and 
temperature cooking chart on top of 
door; on caster for easy moving with 
storage space for roaster utensils. 
Prices: Roaster oven, $39.95; cabinet 
$17.95; broiler-griddle $7.95 ; and timer 
clock $10.95. 
Electrical Merchandising, Oct., 1949 





NORGE Ranges 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 

Models: Six new models ranging 
from a 20-in. apartment model to a 38 
in, master deluxe. 

Selling Features: E-7 4-way automatic 
deluxe has a divided top; a center oven 
with a “picture window”; new stur- 
dier base that provides added toe 
room; titanium porcelain enamel ex- 
terior; chrome-trimmed tele-switches, 
saftee and selector sw itches ; newly-de- 
signed lamp and clock assembly ; 7- 
speed surface units; deep well cooker 
with hi-lo cooker unit; “char-coil” 
broiler; warming drawer; glass fiber 
insulation. 

Another 38-in. deluxe model is also 
available with the surface units clus- 
tered at left, oven at right, no window 
but otherwise similar to E- 

A divided-top model dies to E-7 
minus the saftee and selectorswitch, 
hi-lo cooker unit is also available. 
Instead of individual signal lights 
there is one signal light for the 2 left 
units one for the 2 right units and one 
for tHe oven. , 

A 38 in. range with surface units 
clustered to left and an electric clock 
for automatic control of oven and 


appliance outlet; an 18-in incandescent 
lamp, 3 full size service drawers, single 
signal lights on surface units and oven. 

E-3 non-automatic range has a 
large service drawer under switch 
panel at left, solid panels underdrawer 
and thermostatically controlled oven 
heat regulator. No lamp or warming 
drawer. 

Apartment model has a 20-in top; 4 
surface units with 7-speed tele- switch 
controls, a utensil drawer under oven; 
lamp and automatic clock as an acces- 
sory. 


Prices: E-7, $299.95; E-3 $179.95; 
Apartment model $164.95 
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K-M_ Liquefier 


Knapp-Monarch Co., Bent and Potomac, 
St. Louis, Missouri 

Device: K-M Liquidizer No. 40-503. 
Selling Features: Weighs 10% Ibs; 
white enamel base contains super- 
powered a.c.-d.c. motor which rotates 
blades at speed of 14,000 rpm. and 
cooling fan; mixing container of 
special heat and shock resistant glass; 
mixing blades of Swedish surgical 
steel; 3-speed switch and off; speeds 
are 9500 rpm or low; 10,800 on 
medium ; and 14,000 rpm on high; plas- 
tic 2-way locking cap; hexagon shaped 
glass mixing container; double cap 
friction locks to top of mixing con- 
tainer; small feeder opening makes 
possible to feed machine while in oper- 
ation without splash; outer locking 
cap prevents cover from flying off. 
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ELECTRESTEEM Vaporizer 


Electric Steam Radiator Corp., 
Paris, Kentucky 


Device: 3-24 jr. Electresteem Va- 
porizer that doubles as a room humidi- 
fier. 

Selling Features: Split-second steam 
action ; automatic shut-off that cuts off 
electricity when water has evaporated ; 
“remote water reservoir” water in 
reservoir cannot scald or burn if 
knocked over, as unit itself never has 
more than an oz. of boiling water; 
complete with detachable vapo cup for 
medicament; weighs 3 lbs; a.c. only. 
Price: $5.95, 
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WHIRLPOOL Wringer Washers 


Nineteen Hundred Corp., 
St. Joseph, Mich. 


Models: Standard, 


Supreme. 


Selling Features: Supreme has 9 lb. 
capacity; automatic timer and switch 
shuts off washer at end of time selected 
and a bell rings to indicate time is up ; 
soft rubber balloon wringer 24 in. 
rolls; high-speed power drain pump 
with clog-proof rubber impeller as 
optional equipment; 4 h.p. motor; 
machine cut transmission gears; silent 
operation; bonderized enamel finish; 
high legs for greater stability. 

Deluxe has 9 Ibs capacity ; similar to 
Supreme without automatic timer and 
with 2in. wringer rolls. 

Standard has 7 lb. capacity, 2 in. 
wringer rolls and no automatic timer. 
Prices: Supreme, $134.95; Deluxe, 
$114.95 and Standard $94.95; pump 
available on all three models, $5. extra. 
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ARVIN Automatic Toaster 


Noblitt-Sparks Industries Inc., 
Columbus, Ind. 


Device: Arvin automatic 
toaster No. 4000. 

Selling Features: Silent, automatic 
operation—when toast is done current 
shuts off and toast pops up; “brow- 
ness’ selector provides light, medium 
or dark toast; black plastic handles 
and base ; toast may be inspected dur- 
ing toasting process without inter- 
rupting cycle; hinged crumb tray in 
bottom; Sta-Warm shelf—a wire rack 
which clamps between bread slots to 
keep toast warm is included with each 
model! 1170 watts, 110-120 volts, a.c. 
Price: $21.50. 
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NORTHERN Curling Iron 


Northern Electric Co., 5224 No. Kedzie 
Ave., Chicago, 25, Ill. 


Device: Northern curling iron. 
Selling Features: Operates on 115 
volts; uses 11 watts; easily removable 
clamp and convenient stand rest; white 
enamel wood handle. 

Price: $2.45. 
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FRIGIDAIRE Food Freezer 


Frigidaire Diy., General Motors Corp., 
Dayton, 1, Ohio 


Device: 12-cu. Frigidaire freezer has 
been added to line. 


Selling Features: Freezing temper- 
atures supplied by wrap-around refrig- 
erant coils of seamless copper securely 
fastened to compartment walls; special 
refrigerating coil in freezer compart- 
ment for fast freezing; Fibrous glass 
insulation in walls, top and bottom; an 
independently powered alarm bell 
warns if temperatures rise 5 to 10 
degs; adjustable Cold-Control regu- 
lates temperatures to suit individual 
requirements; automatic interior light 
illuminates entire storage compart- 
ment when lid is raised ; top is counter- 
balanced to stay open in any position; 

locking latch may be padlocked; stor- 
age compartment equipped with 3 
vertical dividers adjustable to 9 posi- 
tions; handy wire basket for small 
package storage; special vertical wire 
racks for storing frozen food packages 
available as accessories—each rack 
holds 9 qt. size packages; extra wire 
baskets are also offered as accessories ; 
cabinet interior of white lacquer bond- 
erized steel; exterior of high glass 
white baked enamel bonderized; pow- 
ered by new Meter- Miser. 

Price: $449.75. 
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TITAN Heaters 


Titan Mfg. Co., Inc., 290 Terrace, 
Buffalo, 2, N. Y. 


Models: No. 505 Nursery heater and 
No. 800 2-heat portable. 
Selling Features: No. 505 fan-forced 
radiant heater available in blue or 
pink baked on enamel case; 1320 watt 
element, 110 volts, a.c.; 14x 10x4 in. 
Series 800 has 2 individually con- 
trolled fan-forced elements—the lo- 
heat switch starts fan and infra-red 
element, using half the total wattage; 
hi-heat switch adds fan force heat 
from convection element; highly 
polished chrome reflector; chrome 
grille; available in 2 models: 800-1320 
watt element and No. 806 with a 1600 
watt element; both models have gray 
hammertonebaked enamel case; 10 x 14 
x 7? in., weighs 12 lbs 
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LEONARD Freezers 
Leonard Div., Nash Kelvinator Corp., 
Detroit, 32, Mich. 
Models: LFL-6, LFR-9, LFR-12 and 
LFR-20, chest type freezers. 


Selling Features: Capacities run 6, 9, 
12 and 20 cu. ft.; all models have 4i in. 
Fiberglas insulation ; rust-proofed ex- 
teriors white baked-on enamel ; alumi- 
num food compartment liners with 
square corners to provide direce freez- 
ing contact with bottom and sides of 
packaged frozen foods; refrigerant 
tubing completely surrounds entire 
food compartment and lines bottom of 
special fast-freezing section; Leonard 
Glacier sealed unit; 11-position temp- 
erature control; counter-balanced lid 
supports; steel wire baskets; locking 
devices on all models. LFL-6 holds up 
to 210 Ibs frozen foods, features a new 
recessed top at counter height as extra 
kitchen work-surface. 

LFR-9 holds more than 310 Ibs frozen 
food. LFR-12 holds 425 Ibs; and 
LFR-20 holds over 700 Ibs frozen 
foods. 

All models are equipped with a ther- 
mometer to check desired temperatures 
a warning device available as an 
accessory. 

Prices: LFR-9, $339.95; 
$389.95; LFR-20, $564.95. 
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K-M Automatic Coffee Maker 


Knapp-Monarch Co., Bent and Potomac 
Sts., St. Louis, 16, Mo. 

Device: K-M Two-Ten automatic 
coffee maker. 

Selling Features: Makes 2 cups coffee 
in 6 min. and 10 cups in 14 min.; 
solid copper upper and lower bowls 
plated with chromium ; sealed-in heat- 
ing element embedded into base of 
lower bowl; Lift-O-Lock cover cap 
permits lifting of hot upper bowlbrew- 
ing bowl without burning fingers; 
thermostat makes entire coffee brewing 
operation automatic and keeps the 
coffee piping hot after brewing for 
any length of time without adjustment 
or change; built-in water measuring 
graduate on side of container; thumb- 
release lever for lifting hot upper bowl 
after brewing; 115 volts, 800 watts, 
a.c. only. 
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NESCO Roaster 


National Enameling & Stamping Co., 
Milwaukee, 1, Wis. 


Model: No. 120 new 18 qt. Nesco 
roaster. 

Selling Features: Equipped with 
aluminum lift off type cover; an auto- 
matic thermostat and signal light; an 
adjustable bake and roast rack and 
a 68-page recipe book included as 
standard equipment; new  caster- 
mounted cabinet to fit and a 3-piece 
set of glass cooking dishes also avail- 
able. 

Prices: 4ER, $21.95; No. 66, $49.95; 
3-piece set of glass cooking dishes, $3. 
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SAMSON Heating Pads 
Samson United Corp., Rochester, N. Y. 


Models: New 1950 line Samson heat- 
ing pads. 

Selling Features: No. 6683-N features 
3 fixed heats; 4 safety controls; 
cushion comfort construction; remov- 
able extra cover; “Touch Tells” 
switch; 8 ft. rubber cord and plug. 

No. 6685-N a 100 % wetproof pad 
with 3 fixed heats, 4 safety controls; 
stain-resistant, removable extra cover 
and other features of 6683-N. 

No. 6686-N has all features of 
6685-N plus a new “Traffic Light Con- 
trol” switch with a color-lighted dial 
that glows red for high, amber for 
medium and green for low, providing 
positive heat selection in dark, dial 
turns either way and includes notches 
for touch operation by blind. 

Heavy duty hospital type model 
5588-N completes the line, is 100% 
wetproof; 3 fixed heats with 10 safety 
controls; stain-resistant, washable ex- 
tra cover with tie tapes and “touch 
tells” switch plus 12 ft. rubber cord 
and plug. 

All models packed in colorful self- 
selling showboxes. 

Prices: No. 6683-N, $3.95 ; No. 6685- 
N, $4.95; No. 6686-N, $6.95; and No. 
5588-N, $7.95. 
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JOHNSON Floor Polisher 
S. C. Johnson & Son Inc., Racine, Wis. 


Device: Johnson’s Super 16. 

Selling Features: Heavy-duty chrome 
plated machine polishes, scrubs, sands, 
steel wools, grinds and waxes floors of 
all kinds; induction type ? h.p. motor 
enclosed in heavy aluminum casting, 
attachments include steel wire brushes, 
ag holder for steel wool, sanding 

isc. 
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SPERTI Sunlamps 


Sperti Faraday Inc., 405 Lexington Ave., 
New York, 17, N. Y. 


Models: No. H-300 and _ portable 
model P-103. 

Selling Features: Model H-300 super- 
powered 600-watt sunlamp operates on 
a.c. or d.c.; new scientifically devel- 
oped reflector provides up to 50 percent 
more refiective power; tans any skin 
the sun will tan; genuine mercury arc 
adjustable to any position; Hammer- 


loid finish with satin-chromium trim. 
Model P-103, compact, fits in drawer 
or suitcase; measures only 10 x 54 in.; 


geniune hi gh- intensity mercury arc; 
separate infrared unit; streamlined 
case adjusts to any position. 

Prices: H-300, $39.50; P-103, $11.95. 
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SPEE-DEE Mixer 


The Appliance Corp. of America, 1165 
Broadway, New York, 1, N. Y. 


Device: Improved Speed-Dee portable 
mixer. 

Selling Features: A new more power- 
ful motor; triple chromeplated motor 
housing ; stainless steel beater ; Chinese 
red Catalin handle; complete with full 
quart-size mixing jar and separate jar 
cover ; can be used in other bowls, pots 
or pans; a.c. motor. 

Price: $9.95. 
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Jackpot with G-E... 


Says CLARENCE R. ROWE 


Y/ WY Portsmouth Music Company, Portsmouth, Va. 
G- Aj "2107" ’ 
lo Strves GC... oes Mine YT: 


ERFORMANCE—not words—sells TV sets, and @€}) NEW ELECTRONIC ADVANCEMENT eclim- 
P new Series “G’’ General Electric Daylight Tele- inates drift effect common in ordinary sets. 
vision offers 4 important performance-advantages! 


@ GENERAL ELECTRIC DAYLIGHT TELE- 
VISION, 80% brighter than ordinary televi- 
sion under the same conditions, permits 
viewing in fully lighted room for greater eye 
comfort as recommended by eye specialists. 





@ TUNES OUT many local picture interferences 
without sound distortion. 


Add up these advantages and you've got a giant 
sales jackpot! To hit it, get in touch with your G-E 
television distributor immediately or write 


@ AUTOMATIC SOUND. Just tune the best pic- 
ture—best sound is automatic. No need to re- 
tune sound when switching channels. 


General Electric Company, Receiver Division 


Electronics Park, Syracuse, New York 





GENERAL Ce ELECTRIC 
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RUSH 
RUSH i 
RUSH wae, 


ie 
REGINA 


is making 16,000,000 calls 


get You 


AMERICA’S FASTEST SELLING 
TWIN-BRUSH POLISHER, with an 


incredible sales increase of 55% over 48, is being 
nationally advertised to a select audience of 
























SCRUBS 


sixteen million prospects...straight through WAXES 
the Christmas shopping season. 

Alert retailers are following up these POLISHES 
national ‘“‘calls’’ with Regina advertise- 
ments in their local newspapers, with BUFFS 


sales-inviting window and department 
displays, energetic demonstrations. 
Send for your Regina advertising— 
selling helps. Start capitalizing 
this nation-wide promotion now! 


NATIONALLY 
ADVERTISED 
IN THESE 


* * + * 


Complete with 4 brushes 
(2 for waxing, scrubbing — 
2 for polishing) and 2 revers- 
ible buffing pads. 


Retail $59 50 


LOW-COST EXTRA EQUIPMENT 
FOR REFINISHING 
RECONDITIONING 


THIS FALL 


16,000,000 


SEND NOW FOR TIE-IN MATERIAL 


The REGINA Corporation, Rahway 2, New Jersey 


Also makers of REGINA ELECTRIKBROOM « SMOOTHCUT CAN OPENER 


The REGINA Corporation, Rahway 2, New Jersey 

Tell us how we can profit most with REGINA, the easy-to- 
demonstrate polisher. Please send full information including adver- 
tising mat service. 


STORE NAME 





ADDRESS 


“CITY AND ZONE STATE 








SIGNED 
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WESTINGHOUSE Laundromat 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


Model: No. RL-1 streamlined, bolt- 
down Laundromat. 

Selling Features: Was the identical 
washing cycle, self cleaning action, 
single dial control which selects wash- 
ing time and water temperature with 
one setting, as the deluxe Laundromat 
in a streamlined exterior which has 
to be bolted down for permanent in- 
stallation; features include look-in 
door; rubber bladed pump; 2 speed 
transmission; 60 cycle, 115 volt ,a.c. 
only motor; inclined washing action— 
26 deg. inclination; slanting front for 
easier loading; back siphonage con- 
trol; plastic control dial has 3 settings 
“Hot” washing time variable from 15 
to 19 min.; “Medium” from 8 to 11 
min.; “Warm” from 2 to 5 min.; re- 
quires 26 gal. mixed water under 
average conditions, 

Price: $219.95 
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WESTCLOX Alarm Clock 


Westclox Div., General Time Corp., 
La Salle, Ill. 


Device: “Bantam” electric alarm clock. 
Selling Features: Ivory finish moulded 
plastic case only 34 in. high; brown 
numerals and hands on 2-tone dial; 
clear-toned bell alarm; convex glass; 
gold color sweep hand ; alarm indicator 
on dial; convenient shut-off located on 
back, 

Price: $3.95. 
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UNIVERSAL Cleaner 


Landers, Frary & Clark, 
New Britain, Conn. 


Model: Universal “Budgeteer” tank 
type cleaner. 


Selling Features: Full sized, super- 
powered cleaner in 2-tones brown 
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Products To Come 
The following products have just been 
announced by manufacturers but were 
received too late to include in the 
currefit issue. Complete descriptions 
will appear in early issues: 


Crosley complete kitchens, hot water 
heaters, home and farm freezers, re- 
frigerators and garbage disposer. 

Motorola kitchen TV set. 

Rival Iron-O-Mat steam-dry iron. 

Toastswell 4-slice toaster and a bun and 
food warmer. 

Hamilton Beach portable mixer. 

Universal 2-speed washer. 

Monitor washer in larger capacity. 

1900 improved automatic washer. 





baked enamel; features thread-picking, 
self-cleaning nozzle which also picks 
up lint and hair, will not seal or drag 
any rug; instant seal hose connection 
with quick, positive seal of hose to 
cylinder body; toe switch; scientifi- 
cally designed strap handle for easy 
carrying; 6 attachments for cleaning 
clothes, upholstery, rugs, automobile 
interiors, radiators etc; equipment in- 
cludes 8-ft. fabric covered hose assem- 
bly, 2 lightweight wands, a carpet noz- 
zle, a drapery nozzle and a radiator 
tool; extra deluxe attachment kit with 
carry-all available at extra cost. 
Price: $49.95. 
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DAZEY Electric Churns 


Dazey Corp., Warne & Carter Aves., 
St. Louis, 7, Mo. 


Models: Nos. 4ER, 66 and 1010. 
Selling Features: No. 4-ER electric 
churn has 4-qt. gross capacity with a 
churning capacity of 2 qts.; red enamel 
motor housing with aluminum lower 
part; aluminum dash rod and dasher ; 
new design cylinder rotor-dasher ; 1/10 
h.p. 110-120 volt 60 cycle, single phase 
a.c.; no belting required as churn has 
direct drive from motor ; equipped with 
clover leaf design Dazey jar which 
prevents cream hanging in corners 
and remaining unchurned; easily 
cleaned. No. 66, 6-gal. capacity has 
churning capacity of 3 gal.; cast and 
stamped motor housing {in yellow 
enamel ; white enameled tubular frame; 
dairy tin plate receptable enameled in 
yellow on outside, removable from 
frame for convenience in handling and 
cleaning ; Rock Maple covers ; new de- 
sign cylinder rotor-dasher and alumi- 
num dash rod and dasher ; 7 h.p. motor, 
110-120 volts, 60 cycle, single phase 
a.c.; no belting required. 

No. 1010, same as No. 66 except it 
has a 10 gal. gross capacity and 5 gal. 
churning capacity. 

Prices: 4ER, $21.95; No. 66, $49.95; 
and No. 1010, $59.95. 
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safeguards AlSiMag quality and 


helps keep deliveries on schedule 


ALSIMAG 


Reg. U. S. Pot. Off 


; 


Side view of one of AlSiMag's tunnel kilns. All kilns, both cir- 





cular and tunnel, are handled from one centralized control ponel 


e Completely automatic controls hold firing tem- 
peratures within + 2° C. in AlSiMag’s kilns. As an 
extra safeguard, highly trained and skilled kiln 
operators are on duty every minute of the day 

and night. Recording instruments plus operator’s 
hourly checks and records assure that all AlSiMag 


material is accurately fired. 


AMERICAN LAVA CORPORATION 


48TH YEAR OF CERAMA4C LEADERSHIP 
CHATTANOOGA 5, TENNESSEE 


OFFICES: METROPOLITAN AREA: 67,1 Brood’ St., Nework, N. J., Mitchell 2-8159 © CHICAGO, 9 South Clinton St., Central 6-1721 
PHILADELPHIA, 1649 North Broad St., Stevenson 4-2823 © LOS ANGELES, 232 South Hill St., Mutual 9076 
NEW ENGLAND, 38-B Brattie St., Cambridge, Mass., Kirkland 7-4498 © ST. LOUIS, 1123 Woshington Ave., Garfield 4959 
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“DEFROSTS. WHILE YOU SLEEP’’ 


CHRISTMAS GIFT CAMPAIGN 
FOR BIGGER CHRISTMAS PROFITS 


Tie in with this November — December National Advertising 











Reaching 18, 433, 944 Gift-Buying Families 


Everybody’s looking for a new and different gift-idea . . 
tical .. 


. something prac- 
. and preferably under $10, At only $9.95, “de-frost-it” is a win- 
. . one of those rare “surprise gifts” that thrills any housewife. She 
appreciates its utility and the food dollars it saves her. She knows its value! 


ner. 


You'll be needing gift items that sell for under $10. The many advantages 
of “de-frost-its” make them easy to sell . . . they defrost electric refriger- 
ators nightly, automatically . . . mo more messy defrosting each week by 
hand! Every “de-frost-it” pays for itself many times over . . . keeps foods 
fresh longer, saves food dollars, saves electricity, time, labor and upkeep 
cost. No installation bother or expense, Just plug it in, Fully guar- 
anteed, Tens of thousands in use, 


JAIID NDE 


wt 


A SASIAIAICD 
BA VVINNER 


R-TEN-DOLLAR’ GIFT COUNTER 


a coun small appliance that attracts 
a proven merchandising success! Feature ‘“de-frost-it” 
Christmas promotions, Ask for free ad mats, folders, displays. 


Order Christmas Stocks NOW from your Jobber or 


«-==== Use this Rush "Gift-Campaign” Order Form ------ 
PARAGON ELECTRIC COMPANY, 1638 12th St., Two Rivers, Wis. 


Please enter our Order No......... eS Standard Packages of “‘de-frost-its” (each 
package containing SIX “‘de-frost-its”,each in individual display carton, at $9.95 
each, less 40% dealer discount) . . . and bill through jobber listed below: 


Mighty popular (and sera 4 


extra store-traffic ... in your 


Ss SHIR: sccomsnenanivnseitsistacosstharscnttioenintds seisdlt dusiideinsine)tuiisieactatlio eno tetetennsaliaies penicntuivsdila 
Your Name & Title 
Address 


City, Zone & State 


Jobber’s Name and Address: 








Paingen ‘ELECTRIC COMPANY, 1638 12th St., Two Rivers, Wis. 


America’s Largest Exclusive Manufacturers of Time Controls, including nationally-known 
TIME AIDS. WINDOW and ATTIC FAN TIMERS, ‘‘de-frost-it'’ and other precision timers 
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LUXOR Drymaster 


Luxor Co., Div. of Wissman Products 
Co., 3005 Elm St., Dallas, 1, Texas 


Device: Luxor Drymaster automatic 
clothes dryer. 

Selling Features: Portable; plugs into 
110 volt a.c. outlet; has 30 ft. hanging 
line space; takes 9 Ibs wet clothes and 
dries them in from 45 min. to 2 hrs.; 
top opening for convenient filling; 
white baked enamel cabinet. 
Price: $56.95. 
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GENERAL Refrigerator 


General Air Conditioning Corp., 4542 E. 
Durham St., Los Angeles, 23, Calif. 


Device: General Joy 44 cu. ft. refrig- 
erator with a radio mounted in door. 
Selling Features: Refrigerator door 
acts as sound baffle for radio; 44 cu. 
ft. refrigerator complete with vegetable 
bin; 23 in. wide, 20 in. deep and 44 
in. high; new interior design and loca- 
tion of freezing compartment provides 
large food storage space; hermetically 
sealed self-oiling Tecumseh compres- 
sor; may also be had without radio. 
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SUPERSTAR Waffle Irons 


Stern-Brown Inc., 42-24 Orchard St., 
Long Island City, N. Y. 


Models: No. 24 De Luxe waffle 
maker; and No. 60 Thermo-Twin 
waffle iron. 


Selling Features: No. 24 has thermo- 
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static heat indicator accurately times 
pre-heating and tells when to pour bat- 
ter; cast aluminum grids; 7} in. diam 
with overflow grooves; automatic ex- 


pansion hinge; insulated legs; Ni- 
chrome element ; 600 watts. 
No. 60 twin waffle iron has a 


thermostatic heat indicator on each 
waffle iron cover ; cast aluminum grids 
6 in. diam. ; chrome plated; bakelite- 
walnut trimmings ; 400 watts each iron, 
115 volts, a.c. or d.c. 
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ILGETTE Kitchen Ventilator 


lig Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago, 41, lil. 


Device: 10 in. ceiling Ilgette kitchen 
ventilator. 

Selling Features: Completely auto- 
matic; controlled by a standard light 
switch; patented spring booster con- 
trol on insulated discharge damper 
opens damper freely when ventilator 
is started and closes tightly when 
ventilator is turned off ; mounting plate 
adjustable to permit installation flush 
with ceiling in —_ or plywood with 
thickness of + to 12 in. only stream- 
lined grille RAR. below ceiling sur- 
face; quiet, Ilg Type Q fan wheel; 
shaded pole rubber mounted motor; 
grille and fan assembly hinged to easily 
detach for cleaning; discharge outlet 
is equipped with removable guard. 
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FIRESTONE Freezer 


The Firestone Tire & Rubber Co., 
Akron, 17, Ohio 


Device: Model 5-A-55, 19 cu. ft. food 
freezer. 
Selling Features: Holds 665 Ibs. 


frozen foed in a cabinet that occupies 
no more floor space than average 10 
cu. ft. models; Santocel insulation, 
which takes up less space makes this 
possible; 4} cu. ft. fast freeze com- 
partment holds 50 Ibs. ; adjustable tem- 
perature control; 3? h.p. compressor 
hermetically sealed ; 110-120 volts, 50- 
60 cycles, a.c. Freon 22 refrigerant; 
1-piece bonderized steel cabinet ; baked 
Dulux enamel finish; enameled alumi- 
num doors; chrome hasp for padlock; 
chromed fingertip-type handle. 
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G-E HEATING CABLE SETS come in 60-ft. lengths, 
can be plugged into any 110-volt outlet. Lead-covered 
cable can be easily bent into any desired shape, resists 
damage and corrosion. Each box converts into an eye- 
catching 2-color counter merchandiser. With every carton 
of 4 sets, you get consumer leaflets, proof sheets of ad mats 
free. Also available in 120-foot lengths and bulk footage. 


Here is the fast selling line of G-E equipment for Shop-Farm-Home 


Motors 

Motor Starters 
Time Switches 
Welders 
Floodlights 
Liquid Heaters 
Air Heaters 
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Stock Waterers 
Battery Chargers 
Heating Cable 
Thermostats 
Pressure Switches 
Soldering Irons 


GENERAL ¢ 


Sy 


Float Switches 
Lamp Ballasts 
General-purpose Relays 


General-purpose Transformers 


Electric Calf-dehorners 
Stock-tank De-icers 
Soil Sterilizers 


1949 


More and more 






Says dealer who saw it happen in 48 


“In spite of last year’s mild winter, our sales of G-E packaged 
heating cable were sensational!” says an Eastern dealer who saw 
his sales jump substantially over the preceding year’s. “The prod- 
uct, eye-catching package, and forceful promotion program were 
excellent —helped sell every type of user. We expect another 
avalanche of orders this year.” 

Business like this is yours for the asking. Now, before winter 
comes, thousands of homeowners and farmers will want and buy 
this low-cost product to protect pipes from freezing, melt snow 
and ice on roofs and downspouts. To get your share of this big- 
profit market, order today the new, better-than-ever G-E heating 
cable promotional program ... from your G-E distributor or 
Section 674-13, General Electric Co., Schenectady, New York. 
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From Coast 


it’s the same story! 








—LIFE TIE-INS MEAN ADDITIONAL RETAIL SALES 





To increase the regular sales stimulated by LIFE’s 
advertising pages, hundreds of dealers across the 
country use advertised-in-LIFE signs and displays 
to remind customers that “you saw itin LIFE... 
you can buy it here!” 


These dealers know that LIFE is read and en- 
joved in 1 out of every 3 families each week. LIFE’s 
thrilling picture-word stories keep readers aware 





. i . snnosnaasnatiaat 

California. Above you see a LIFE television tie-in at the Electrical Living 
Shop, Berkeley, California. Mr. Wendell E. Wickliffe, manager, states: 
“Our LIFE display with the RCA-VICTOR Sweet 16 television set 
played before packed houses nightly. We feel that tying-in with the 
LIFE ad really helped put across sales of this set. It was so successful that 
we plan to tie in all of our LIFE-advertised products in the near future!” 
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of the world they live in—of the people they live 
with. This is why 14,950,000 families want LIFE 
each week. This same want is transferred to the 
products on LIFE’s advertising pages . . . where 
sales are made for you! 

To increase these sales still further, associate 
the product and the advertised-in-LIFE theme in 
vour own store displays. 








os 


California. Mr. Ulery, sales manager at Stolper Electric Company, Bur- 
bank, California, says: “I received all kinds of inquiries as a result of the 
above tie-in, and sales were increased, too. I think Proctor is doing a very 
good job of merchandising by sending dealers LIFE tie-in material. I 
know manufacturers such as Proctor are investing lots of money in 
national advertising, so I take advantage of it by point-of sale tie-ins.” 
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Ohio. Notice how effectively Solway’s Furniture Company of Cincinnati, 
Ohio, has used LIFE display material to call attention to the LIFE-ad- 
vertised Voriiado Fan. Harry Rosenbloom, manager of this outlet, writes: 
“Recently, in a LIFE tie-in on a Kelvinator promotion, we found it neces- 
sary to sell one of our Kelvinator refrigerators out of the window before 
our display had been completed. We are proud to be identified with the 


national advertising carried in LIFE magazine.” 





Georgia. Filled with informative display material this window in the 
Sterchi Bros. Stores, Inc., Atlanta, Georgia, increased store traffic and 


sales. Grady A. Lee, supervisor of the store, writes: “ 


None of our cedar 


chest windows have brought the attention or success that this one did, 
and we feel certain that the national advertising in LIFE, together with 


the tie-in window, has been responsible for it.” 





Washington. When merchants put up advertised-in-LIFE displays and 
establish themselves as local headquarters for LIFE-advertised brands, 
their sales are increased. Mr. Fred Bickley, manager of the Western 


Appliance Company, Seattle, Washington, states: * 


I’m sold on the value 


of following through on the national advertising) of a manufacturer 
and plan to take advantage of point-of-sale tie-in whenever possible.” 
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TIE IN WITH LIFE AT 
YOUR STORE! 


MAJOR APPLIANCES 
Oct. 3 Lewyt Vacuum Cleaner—page, c 
& V4 page 
Kelvinator Kitchen Appliances— 
page, color 
Oct. 10 Hotpoint Dishwasher, Washing 
Machine & Heater—spread, c. 
Hoover Vacuum Cleaner—page 
Oct. 17 Crosley Shelvador—spread 
Oct. 24 G-E Refrigerator—page 
Hoover Vacuum Cleaner—y page 


SMALLER APPLIANCES 


AND HOUSEWARES 
Oct. 3 Camfield Electric Toaster—page, c. 
Oct. 10 G-E Lamps—spread, color 
Aladdin Hy-Lo Vacuum Bottles— 
4 page, color 
Osterette Portable Electric Mixers 
—lA page 
Delta Homecraft Power Tools— 
Vy page 
Oct. 17 Modglin Perma-Broom Whisk-Off 
—page, color 
Proctor Electric Toaster—page, c. 
Dutch Boy Wonsover Paint— 
V4 page, color 
Farberware Cooking Ware—Y}p.,c+ 
Dixie Cups—page 
Cory Glass Coffee Brewer—], p. 
G-E Toaster—l4 page 
Oster Air Jet—70 lines 
Oct. 24 Sunbeam Appliances—page, color 
Dormeyer Electric Mixer—Vy p., c. 
Phil-Mar Lamps—42 lines 
Oct. 31 Delta Homecraft Power Tools— 
Y2 page 


HOME FURNISHINGS 
Oct. 3 Bird Floor Coverings—page, color 
Koroseal Accessories—page, color 
Lane Cedar Hope Chest—page, c 
Consider Willett Furniture—!, p. 
Welsh’s Juvenile Furniture—\4 p. 
Perm-A-Lator Padding—4 page 
Oct. 10 Pepperell Sheets & Blankets—p.,c. 
Simmons Beautyrest Mattress— 
page, color — 
Lane Cedar Hope Chest—% page 
Restonic Triple Cushioning—% p. 
Simmons Beautyrest Mattress— 
\% page 
Oct. 17 Pacific Sheets—page, color 
Fieldcrest—l4, page 
Douglas Fir Plywood—l4 page 
Lane Cedar Hope Chest—l4 page 
Perm-A-Lator Padding—42 lines 
Oct. 24 Englander Mattress—spread, color 
Goodyear Airfoam Mattress—p., c 
Spring Air Mattress—page, color 
Playtex Pillow—page 
Lane Cedar Hope Chest—% page 
Simmons Beautyrest Mattress—¥ p. 
Oct. 31 Cannon Sheets—page, color 
Simmons Beautyrest Mattress— 
page, color 
Pequot Sheets—l4 page 
Lane Cedar Hope Chest—4 page 


RADIOS, TV AND INSTRUMENTS 
Oct. 10 RCA Home Instruments—page 


Oct. 17 Motorola—page, color 
Hammond Solovox—y page 
Stewart Warner Radio—!4 page 

Oct. 24 Philco Radio—page 

Oct. 31 Stewart Warner Radio—'y page 


JEWELRY, CLOCKS AND 
WATCHES 
Oct. 10 Swank Jewelry & Accessories 
4 page, color 
Keepsake Diamonds—y page 
Sentinel Clocks—l4 page 
Sessions Clocks—l4 page 
Westclox—l4 page 
Oct. 17 Elgin Watches—page 
Swank Jewelry & Accessories 
V4 page, color 
Telechron Clocks—ly page 
Girard Perregaux Watches—\ p. 
Oct. 24 Swiss Feder ation of Watchmakers 
—page, color 
Oct. 31 Telechron Clocks—ly page 
Girard Perregaux W atches “4p 
Omega W atches— 4 page 
SILVERWARE 
Oct. 10 Community Silverplate—page, c 
1847 Rogers Bros.—page, color 
Reed & Barton—page, color 


PENS AND PENCILS 
Oct. 10 Wearever Pen—' page 
Oct. 17 Parker Pen Desk Sets—14 page 
Oct. 24 Eversharp Pens—page, color 
Oct. 31 Parker Pen—page, color 


= 


CAMERA SUPPLIES 
Oct. 10 Eastman Kodak—page, color 
Oct. 17 Graflex Camera—4 page 
Oct. 24 Polaroid Land Camera—ly page 
Oct. 31 Eastman Kodak—page, color 
Ansco Camera & Film—¥4 page 


= 
7 


LEATHER GOODS 
Oct. 10 Buxton Billfolds—Y4 page 
Oct. 17 Rumpp Match-Mates—'4 page 
Oct. 31 Buxton Billfolds—\4 page. color 
Rumpp Match-Mates—l4 page 


SPORTING GOODS 
Oct. 31 Lionel Trains—page 


SMOKING REQUISITES 
3 Dunhill Denicotea Holder—'4 p- 
Evans Lighter—l4 page 
. 10 Evans Lighter—ly page 
Zippo Flints & Fluid—% page 
Oct. 17 ASR Lighter—page, color 
Dunhill Denicotea Holder—¥, p. 
Zippo Flints & Fluid—\4 page 
Evans Lighter—l% page 
Oct. 24 Evans Lighter—l% page 
Oct. 31 Dunhill Denicotea Holder—' p. 
Evans Lighter—]% page 
Zippo Flints & Fluid—¥ page 


Oct. 


co 


g 


= 


(Because of last-minute changes, some of these 
advertisements ma) appear in issues different 


from those listed above.) 


ADVERTISED 


LIFE 





LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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PAT. PEND. 


»,BASIC PRODUCTS CORP. 
" Dept. E; 103 


> 1700 N. Harrison Street 
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Ft. Wayne, Indiana 


7S 


We are Distributors [] Dealers [] Please send us complete 


information on Magic Defroster. 


Name. 





Address 
City 
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Any Electric | 
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HOWARD Air Circulator Table 


Howard Industries Inc., 209 W. Jackson 
Blvd., Chicago, 6, Ill. 


Device: Howard all purpose table with 
built-in cool air circulator. 

Selling Features: Table has a top 
154x154, is 27 in. high; may be used 
as end table, lamp table telephone stand 
etc; and is equipped with a 3-blade 12 
in. Torrington type fan powered by a 
silent 1/15 h.p. shaded pole motor, a.c. 
115 volts 60 cycle; 3-speed switch lo- 
cated for convenient operation; table 
comes in walnut, mahogany and 
bleached mahogany; has extra shelf 
for magazines etc; decorative metal 
screening provides protection from 
contact with fan. 
Price: $59.95; 
slightly higher. 
Electrical Merchandising, Oct., 1949 


115-volt d.c. , model 





SUPERSTAR Toaster 


Stern-Brown Inc., 42-24 Orchard St., 
Long Island City, N. Y. 


Device: No. 650 Superstar automatic 
Toastrite toaster. ‘ 
Selling Features: Automatic, pops up 
when toast is done; toasts 2 slices both 
sides at once; adjustable control 
knob; bakelite base; 625 watts a.c. or 
dic.; Nichrome unit; copper, nickel 
and chrome plating; 625 watts, 110- 
120 volts; removable crumb tray. 
Electrical Merchandising, Oct., 1949 





PAK-A-WAY Freezers 
Schaefer Inc., 801 N. Washington Ave., 
Minneapolis, Minn. 
M od el S$: 3 
freezers. 
Selling Features: Capacities have been 


improved _ chest-type 


OCTOBER, 


increased in all models without in- 
creasing outside dimensions; the 
former 6 is increased to 8; the 12 to 
15.07 and the 18 to 21.33 cu. ft; new 
streamlined, positive-action latch with 
built-in lock on counter balanced 
doors; automatic interior light on 
each door; cold control and automatic 
alarm bell switches located at top back, 
easily accessible; 5-year refrigeration 
warranty and 5-year food protection 
warranty ; removable food baskets pro- 
vided on all models; in models 1500 
and 2100 wire shelves and dividers are 
included as standard equipment. 


Electrical Merchandising, Oct., 1949 





NORTHERN Blankets 


Northern Electric Co., 5224 N. Kedzie 
Ave., Chicago, 25, Ill. 


Device: Northern automatic blankets, 
No. 702-D, No. 701-D, and No. 700-D, 
and No. 690. 

Selling Features: No. 702-D North- 
ern deluxe blanket full double bed size 
with twin controls; available in blue, 
rose or green pastel shades ; 75 percent 
wool, 25% cotton; operates on 115 
volt a.c. only 180 watts; each blanket 
packaged in own display box in clear 
plastic zipper bag. 

No. 701-D same as No. 702-D ex- 
cept it has a single control. 

No. 700-D, a deluxe twin size, single 
control blanket, 115 volt, a.c. only 140 
watts. No. 690 standard quality single 
control double bed size has same 
features as 701-D, 50% wool, 25% 
cotton, 25% rayon; 180 watts, avail- 
able in blue and rose. 

No. 702-D, $49.95; No. 701-D, $42.95; 
No. 700-D, $39.95; and No. 690 $37.95. 
Electrical Merchandising, Oct., 1949 





. SANTASTAND 
A. L. Hyde, Grenloch, N. J. 


Device: 
stand. 
Selling Features: Lights up and decor- 
ates bottom of tree; translucent plastic 
and metal ; may also be used as a night 
light or for store windows; will sup- 
port a tree up to 34 in .diam. and 8 it. 
high; weighs less than 2 Ibs; includes 
water container. 

Price: $2.98. 
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“Santastand” christmas tree 
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Feature the famous brands below because they are Journal 









advertised—and more women buy Ladies’ Home Journal 

than any other magazine. Since they buy and 

believe in the Journal, they also buy and believe in 

its famous brand names. That’s when Journal readers become 


STORE TRAFFIC, and help you ring up sales when you... 


> STOCK & PROMOTE ? DISPLAY > ADVERTISE THESE} FAMOUS BRANDS ADVERTISED IN THE OCTOBER, 1949, ISSUE OF LADIES’ HOME JOURNAL 


Arvin Portable Electric Heaters 
Dexter Twin Tub 
Electre Steem Room Humidifier 
Frigidaire Automatic Washers . + 
*Frigidaire Refrigerators Ladies Home 
G-E Triple-Whip Mixer Gilbert Food Fixer 
Hamilton Beach Mixer and Mixette 
Hoover Cleaners 
Johnson's Waxes and Wax Electric Polisher | y y 

K-M Pop-Up Toaster and Electrical Appliances f ffi 

Lewyt Vacuum Cleaner Rival Products or * tore Tia Ic 
® Toastmaster Pop-Up Toaster 

*In “Buy-Lines by Nancy Sasser" 





ELECTRICAL MERCHANDISING—OCTOBER, 1949 PAGE 199 








ELECTROMODE DEALERS 






with this AMAZING 
DEMONSTRATION! 


1. Touch the heating element 
with a nail file. 


NO SHOCK! 
ee ee 
| | 
4 
ES—this demonstration is boost- = 
ing sales tremendously for en- 
thusiastic Electromode dealers and 


\S | 


2. Touch the heating element 
with handkerchief or piece 
of tissue. NO FIRE! 


wholesalers! In fact, records show that 
many a dealer tripled his sales by ac- 
tual demonstration of the many ad- 
vantages of Electromode's safe, Life- 
time Heating Element! Remember— 
you can’t make this amazing demon- 
stration with any other all-electric 
heater! That's why it’s raking in the 
cash from today’s quality-conscious 
buyers. There’s no doubt about it— 
ELECTROMODE’S THE LINE FOR 
'49! Get full information. 





NEW! Model WJA-13 Automatic 
SMALL-ROOM HEATER 


Builds into the wall. | 
Thermostat range 3 
55° to 85°. Lifetime . 
Heating Element. | 

Front plate size: 1144” 





Wrap heater tightly in a 
coat or blanket. 
NO OVERHEATING! | | 


mr 


x 127,”. 1320 watts. 
110 voles AC. 4435 
BTU. Chrome or / 





white. Also available 
non-automatic. 






Write Dept. EM-109 for 
Sales Aids and Complete Line Information 


FLECTROMODE 


4. Sit on the heater— it's 
only pleasantly warm. 
NO BURN! * 


Ql Elec HEATERS 





ELECTROMODE CORPORATION ° 45 Crouch St., Rochester 3, N.Y. | 
World's Leading Exclusive Manufacturer of All-Electric Heaters 
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SYNCRO Hone Sharpener 
Syncro Corp., Rochester, Mich. 


Device: Syncro home sharpener for 
all around sharpening. 

Selling Features: 14,400 strokes per 
minute—both hands free to hold arti- 
cle being sharpened; will not burn 
knife blades nor grind them away; 
handy 20 deg. angular platform 
guides for sharpening knives; 3 hon- 
ing stones provided—coarse, medium 
and fine; has no wheels, belts or gears 
to get out of order; requires no oil- 
ing; 110 volt a.c.; 6x7x5 in. 

Price: $10.50. 

Electrical Merchandising, Oct., 1949 





TAYLOR SR Washer 


The Taylor Corp., 825 S. Mahoning 
Ave., Alliance, Ohio 


Taylor Sr. 4 lb. washer. 
Selling Features: Designed for apart- 
ment or small home use; washes 4-lbs. 
dry clothes or 24 sheets ; equipped with 
swivel-action removable hand operated 
wringer; triple blade cast aluminum 
agitator; fan-cooled 60 cycle a.c. 
motor; 1-piece all-aluminum tub; 
white baked-on enamel finish; com- 
plete with drain pump. 

Price: $59.95. 

Electrical Merchandising, Oct., 1949 


Device: 





DISH-A-MATIC Customized Unit 


The Apex Electrical Mfg. Co., 
Cleveland, O. 


Device: Customized dishwasher unit 
for installation in built-in kitchen cab- 
inet or work surface. 


Selling Features: Consists of mech- 


OCTOBER, 


anism, mounting rungs, tub and porce- 
lain enamel lid; to be installed, a hole 
large enough to accommodate dish- 
washer is cut in worksurface at de- 
sired location and unit is installed with 
lid flush with cabinet top-mechanism 
concealed within cabinet. 

Electrical Merchandising, Oct., 1949 


In Brief 


Southern California Engineering 
Co., El Segundo, Calif., has an- 
nounced a new automatic water 
softener called the “Eversoft” which 
provides constant, unlimited supply 
of softened, filtered water and re- 
generates itself at night; plastic 
lined tank increases life expectancy 
baked enamel exterior available in 
any color. 


A new Chromalox cartridge ele- 
ment with built-in fuse is now avail- 
able from Edwin L. Wiegand, 7500 
Thomas Blvd., Pittsburg, Pa. De- 
signed to protect an empty plugged- 
in percolator or coffee urn from 
burning out. If ever necessary, re- 
newing the fuse is a simple matter 
of replacing an inexpensive } in. 
piece of fusing wire; available 
aluminum or brass sheathing for 
115 and 230 volt service and in 
wattages from 100 to 750 watts. 


Midwest Mfg. Co., Galesburg, III. 
are bringing out a new “Kustom- 
ized” plastic counter top in a mar- 
belized pearl gray finish for all 
Kitchen-Kraft sink and floor cab- 
inets. Of Goodyear Vinyl, a resil- 
ient thermoplastic resistant to wear 
and abrasion, the counter top is also 
impervious to water, grease, fruit 
and vegetable stains. 


Tele-Turn, a swivel-ring that fits all 
table telesets and permits viewing 
from any angle without shifting fur- 
niture is now available from Amplex 
Corp., 111 Water St., Brookyn, 1, 
N. Y. The unit slips under the set, 
between table and set, and ball bear- 
ings allow the set to be turned with 
ease. Table top is protected by 
pressed wood base and felt washers. 
Price $4.95. 


Chat, a new liquid detergent de- 
signed specifically for use in elec- 
tric dishwashers, has an improved 
formula with an added ingredient 
which is said to reduce mineral salt 
deposits in hard water and to dry 
china, silver and glassware to a 
sparkling luster in less than two 
minutes. Manufactured by Antara 
Products, General Aniline & Film 
Corp., 444 Madison Ave., New 
York, 22, N.. ¥. 


Essential Chemicals Co., 744 No. 
Fourth St., Milwaukee, 3, Wis., re- 
cently introduced a new detergent 
known as Tumble Suds especially 
built for use in tumble-type auto- 
matic washers. Water level suds 
control is said to prevent a suds 
block, insuring better washing re- 
sults. 


Two new soap products—‘“Snap” 
and “Rad” also designed for use 
with automatic washers are now 
available from Swift & Co., Union 
Stock Yards, Chicago, 9, Ill. “Rad” 
is described ,as an all-purpose soap 
that removés fabric film, and is 
available in 15 and 25 Ib. pails. Snap 
is packed in 94 and 100 Ib. drums. 
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YOU CAN’T LOSE! 


™"Crplat= 200 


ASSOCIATION 


DEALS YOU THIS PAT HAND 
r 


* YOU WIN 
with Capehart’s policy 






























of allowing discounts 





which permit a profit 
on merchandise that is 
sensibly priced to sell. 


Prices range from 
$269.50 to $1745.00." 


GET IN TOUCH with your 
nearest Capehart distributor. Or, 
if you are a distributor, call on us 
direct. There are still a few choice 
franchises available. 


*Western prices slightly higher 





Capehart— Farnsworth 


CORPORATION © Fort Wayne, Indiana 























THE CAPEHART Prelude — For the 
small home this compact television 
set provides both economy of space 
and investment—with a clear, bril- 
liant image and Capehart’s true 
tonal fidelity. Rich mahogany finish. 
Polatenna (built-in aerial). 


THE CAPEHART Symphony — For 
spacious homes Capehart provides 
the Symphony. Television with 16 
inch picture, AM-FM radio and the 
Capehart record changer which plays 
all types of records automatically. 
Ample record space. 
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THE CAPEHART Overture — Cape- 
hart’s Regency styling for those who 
prefer modest size with luxurious 
cabinetry. Rock-steady pictures—bril- 
liant and clear—plus unmatched fidel- 
ity of tone. Television and AM-FM 
service. Polatenna (built-in aerial). 


THE CAPEHART Minuet. Capehart’s 
unique Minuet has its own distinc- 
tive charm. Modestly priced, it pro- 
vides a sharp, clear picture in a com- 
pact cabinet. Sound, as always, is in 
the Capehart tradition of excellence. 
Polatenna (built-in aerial). 
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MOTOROLA 812 in. Table TV 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, 51, lil. 


Model: 84 in.-table television No. 
OV T1. 

Selling Features: Weighs less than 
30 lbs.; mahogany cabinet is 18 in. 
square and 11 in. high; viewing tube 
designed exclusively for Motorola; 
only 3 controls on front panel needed 
for normal operation; picture and 
sound is tuned with one knob; auto- 
matic gain control and stabilizer keep 
picture from fading; tube vacuum 
sealed against dust and moisture. 
Price: $149.95. 

Electrical Merchandising, Oct., 1949 





MOTOROLA Portable Video 


Motorola Inc., 4545 Augusta Bivd., 
Chicago, 51, Ill. 


Model: Portable Motorola TV No. 
7V TS. 

Selling Features: 7 in. Broadview 
screen; luggage-type portable case 
weighs 29 lbs.; operates in any tele- 
casting area on a.c.; “Golden Beam” 
indoor antenna that fits in lock-in 
socket on top of receiver; Target 
tuning; automatic brightness control; 
automatic gain control ; automatic con- 
trast control; “Golden Voice” sound 
with Alnico V speaker; Pro-Tekt-O 
Seal keeps dust and moisture from 
picture; tan or _ russet simulated 
leather cover case 

Price: $139.95. 


Electrical Merchandisin 7, Oct., 1949 
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CAPEHART Table Telesets 


Capehart-Farnsworth Corp., 3702 E. 
Pontiac St., Ft. Wayne, 1, Ind. 


Models: Nos. 3001M Minuet and B 
Rhapsody table telesets. 

Selling Features: Both models the 
same except for cabinet finish-M in 
mahogany and B in bisque; 124 in 
screen; built-antenna for high and 
low band; 6 in. electro-magnetic 
speaker; 19 tubes plus 3 rectifiers in- 
cluding Cathode ray tube; all channel 
coverage; single end 5-watt output; 
automatic volume and gain control. 
Price: 3XOO1M, $269.50; 3001B, 
$279.50. 

Electrical Merchandising, Oct., 1949 
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FREED-EISEMANN TV Console 


Freed Radio Corp., 200 Hudson St., 
New York, 13, N.Y. 


Model: Freed-Eisemann “Modern” 16 
in. console, 

Selling Features: New 29-tube circuit 
plus 16 in. picture tube; 12 in. ex- 
tended range loud-speaker with tonal 
range of 30 to 15,000 cycles; phono- 
graph connection provided ; mahogany 
cabinet, bisque finish with picture tube 
and controls concealed behind doors 
when not in use; solid brass door pulls, 
rattan speaker grill. 

Price: $495. 

Electrical Merchandising, Oct., 1949 





STROMBERG CARLSON TV Consoles 
Stromberg Carlson Co., Rochester, 3, N. Y. 


Vodeles: Emperor TCI9LM and 
Brentwood TC125LM consoles. 
Selling Features: Emperor has 19 in. 
picture tube, 203 sq. in. screen; con- 
trols concealed by fall board similar to 
a piano keyboard lift cover on top front 
edge of cabinet; 12 in. speaker sus- 
pended in live rubber; period cabi- 
net of mahogany; swingback doors; 
small side door compartment permits 
addition of a 45 rpm changer. 
srentwood’ TC125LM has 124 in. 
tube, 89 sq. in. screen, mahogany cab- 
inet with balanced controls on each 
side of screen; 12 in. Alnico V speaker 
and a side door compartment for addi- 
tion of 45 rpm changer. 
Price: Brentwood $359.95. 
Electrical Merchandising, Oct., 1949 


RAYTHEON 1950 TV Line 


Belmont Radio Corp. Div., Raytheon Mfg. 
Co., 5921 W. Dickens Ave., Chicago 39, Ill. 


Models: 9 basic models in various 
styles and picture sizes from 7 to 16 in. 
Selling Features: All models equipped 
with built-in dual aerials to provide 
excellent reception in 80% of loca- 
tions; separate lead-ins for high and 
low bands provided for use where 
needed; single knob syncro set tuner, 
dual antenna and 4-stage IF amplifier 
gives good reception in fringe areas; 
balanced type automatic frequency 
control is used for picture synchron- 


ization; automatic gain control; new 
type magnet focusing assembly; auto- 
matic tone compensation; The line 
consists of a 7 in. table model which 
operates on a.c. or d.c.; a 7 in. a.c.- 
d.c. portable receiver with 33 sq. in. 
picture; two 10 in. table models one 
ac. only with a 61 sq. in. picture, 
the other an a.c.-d.c. model with super- 
circle screen providing 74 sq. in. 
picture; a 10 in. console a.c.-d.c. with 
74 sq. in. picture. A 12-in. table model 
and a 12 in. console, both a.c. only; 
and two 16 in. models, a.c. only one a 
table model, the other a console. 


Prices: Ranging from $129.95 for the 
7 in. table model to $339.95 for the 


16 in. console. 
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RCA VICTOR TV Consoles 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Models: No. 9-TW-390, 9-TC-272, 
9-TC-275 16-in. models; 9-TC-245, 
9-TC-247 and 9-TC-249 124 in. con- 
soles. 

Selling Features: 16 in. models feature 
the 16 in. metal-coned picture tube. 
No. 9-TW-390 deluxe console com- 
bination has a 3-band radio—AM-FM 
and shortwave; a deluxe 78 rpm record 
player, a 45 rpm record player, record 
storage space and a Chippendale 
mahogany cabinet. 

No. 9-TC-272, open-faced console 
has 12 in. speaker; screen set at in- 
clined angle to minimize reflection, 
available in walnut, mahogany or blond. 





No. 9-TC-275 has doors which may 
be closed to conceal screen and grille 
when not in use. 

No. 9-TC-245 and 9-TC-247 are 
compact open-faced consoles; No. 9- 
TC-245 is in contemporary design, No. 
9-TC-247 has traditional styling. 

No. 9-TC-249 has period style cabi- 
net with doors that close over screen 
Prices: No. 9-TW-390, $795.; No. 
9-TC-272, $429.50 in walnut of mahog- 
any and $449.50 in blond. No. 9-TC- 
275, $469.50 in walnut or mahogany, 
$499.50 in blond. No. 9-TC-245 and 
247, $299.50 in walnut or mahogany, 
$319.50 in blond. No. 9-TC-249, 
$329.50 in walnut or mahogany, $349.50 
in blond. 


Electrical Merchandising, Oct., 1949 





WESTINGHOUSE TV Gendiinetion 


Westinghouse Electric Corp., Home Radio 
Div., Sunbury, Pa. 


Model: No. 231 TV _ combination 
AM-FM radio-phono featuring “elec- 
tronic magnifier”. 

Selling Features: Equipped with a 10- 
in video tube with enlarged screen; 
“electronic magnifier” provides close- 
ups of central action nearly double 
normal size without distortion; auto- 
matic player plays all three record 
speeds—334, 45 and 78 rpm_ with 
10 and 12 in. records inter-mixed; uses 
only one tone arm and one spindle with 
small insert for 7-in discs ; automatic- 
ally shuts off after playing last record; 
TV circuit has 28 tubes including 4 
rectifiers and picture tube; radio has 
11 tubes including 2 rectifiers ; modern 
cabinet in mahogany or blond finish; 
full length doors conceal screen and 
radio section when not in use; record 
storage in lower right hand side. 
Price: $399.95. 
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MECK TV Consolettes 
John Meck Industries Inc., Plymouth, Ind. 


Models: First floor-models in Meck 
TV line—a 12 in. and a 16 in. con- 
solette. 

Selling Features: Both models use 
new high brilliance picture tubes plus 
17 tubes and 2 rectifiers; automatic 
frequency control system provides 
horizontal synchronization, locking in 
picture; each set is 40 in. high, 24% in. 
wide, 21 in. deep; mahogany cabinets. 
Prices: 12 in. model $249; 16 in. 
model $299. 
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ATWATER TV Console 
Atwater Television Co., 360 Furman 
St., Brooklyn, 2, N. Y. 

Model: Atwater No. 153 16 in. direct 

view console. 
Selling Features: Has 140 sq. in. 
screen; full FM radio; phono attach- 


ment; 10 in. speaker 22 tube circuit; 
mahogany cabinet. 


Price: $299.95. 
Electrical Merchandising, Oct., 1949 
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There is a model to fit every 
need ... each with many 
new and exclusive features 
that make PAK-A-WAY the 
most wanted freezer. 





TRADEMARK REGISTERED 


Biggest Home Freezer Value Today 


1949 


MODEL 800 





In every way, Pak-A-Way offers dealers the biggest value 
line, the most saleable line, in the industry . . . With four 
models, there’s a size for every city or farm home need— 
each priced to face any and all competition . . . The line is 
packed with important selling features including 5 year 
warranty, 5 year food spoilage warranty, automatic bell 
alarm, baskets—all standard equipment . . . Outstanding 
quality construction is backed by Schaefer’s twenty years 
experience in low temperature cabinet manufacturing . . . 
You should sell home freezers—you should sell Pak-A-Way, 
the de luxe line at standard prices! Write today for details 
of Pak-A-Way dealer franchise. 





SINCE 192% e MINNEAPOLIS 


Mfrs. of SCHAEFER Ice Cream Cabinets, CLEARVIEW Ice Cream and Frozen 
Food Merchandising Display Cabinets, PAK-A-WAY Home and Farm Freezers. 
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DUMONT Consoles TV 


Allen B. DuMont Laboratories, 515 
Madison Ave., New York City 

Models: Sheffield, 124 in. and Sussex 
15 
Selling Features: Sheffield has im- 
proved; electronic circuits for better 
tringe area reception; expanded direct- 
view picture 85 sq. in; full-range FM 
radio; 30 tubes; mahogany veneer 
cabinet 27 in. wide, 398% in. high, 20 
in. deep. 


in. consoles. 


Sussex 15 in. model has stabilizing 


transformer which provides constant 
voltage in face of current fluctuations 
steading the expanded 132 sq. in. di- 
rect-view picture; improved circuits 
for greater noise immunity and better 
reception on weaker signals; full 
range FM radio; 34 tubes; mahogany 
veneer cabinet. 
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ADMIRAL TV Consoles 


Admiral Corp., 3800 W. Cortland St., 
Chicago, 47, Ill. 

Models: Consoles No. 25A16, 30F15, 
and 24A125. 
Selling Features: No. 25A16 has 16 in. 
direct view tube improved chassis; 
automatic gain control reduces station 
election to single control knob; elim- 
inates picture “flutter” and “Breath- 
ing” caused by airplanes; 12-channel 
coverage; turret-type tuner; walnut, 
mahogany or blond veneer cabinet 





No. 3F15 combination television, 
radio and 3-speed phono console; 124 
in. tube; compact chessis; 3-speed 
phono record player plays automatic- 
ally all 78, 45 and 334 rpm records; 
Magic Mirror viewing; walnut, ma- 
logany or blond 

No. 24A125 has 10 in. picture tube; 
hand-rubbed walnut veneer compact 
cabinet for small home or apartment; 
automatic image lock-in Ratio-Dector 
I'M sound; Tele-Glo reminder light; 
61 sq. in. picture. 

Prices: No. 25A16, $399.95: No 
30F15, $399.95; and No. 24A125, 
$249.95. 

Electrical Merchandising, Oct., 1949 
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MOTOROLA Masterpiece TV 
Consoles 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, 51, Ill. 


Models: Gainsborough console com- 
bination ; VapDyck and Raeburn TV 
consoles. 

Selling Features: Gainsborough radio- 
phono television console has a 16 in. 
‘Broadview” metal tube; bilt-in-tenna ; 

“Magic Focus” picture control; a 
“picture stabilizer” unit, which keeps 
vertic al picture line straight and mini- 
mizes “tear out”; new sensitizer cir- 
cuit; noise rejector; and a new trans- 
formerless system known as Reflexi- 
focus Circuit. FM-AM radio ; dual 
12 and 5 in. speakers; new “Multi- 
Play” record changer which auto- 
matically plays 78, 45 or 334 rp, 
records; mahogany or blond cabinet 
complete with 10 record albums. 

Van Dyck No. 16VK7, 16 in. model 
has all the television features of the 
Gainsborough minus the radio-phono 
combination. 

Raeburn No. 12VK15, has a 124 in. 
aluminized picture tube oversized 
10 m. speaker plus the 11 Motorola 
improvements incorporated in_ the 
Gainsborough. 18th Century cabinet. 
Prices: Gainsborough, mahogany, 
$795; blonde $825; Van Dyck, ma- 
hogany $450, blonde, $475; Raeburn, 
$395 in mahogany only. 
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STARRETT Consoles 


Starrett Television Corp., 601 W. 26th St., 
New York, 1, N. Y. 


Models: Metropolitan series: Jeffer- 
son and Robert Fulton; Custom se- 
ries John Hancock, Gotham and Cos- 
mopolitan; Lincoln and Washington; 
Cleveland; and Adams. 
Selling Features: All models equipped 
with Starrett Opticlear control for 
picture clarity; film-freed picture tube; 
automatic station selector; FM sound 
circuits; and built-in antennas. 
Jefferson has 124 in. tube; 20 tube 
chaasis including 2 rectifiers; deco- 
rator mahogany cabinet, sliding front 
panels and control panel door. 
Robert Fulton 123 in, tube combina- 
tion console with AM-FM radio, 


3-speed automatic record changer; 
27 tube chassis, 3 rectifiers; Hepple- 
white cabinet of book-matched crotch 
mahogany doors. 

John Hancock, 16 tube combination 
console has AM-FM radio, 3-speed 
record changer; cabinet of top-grade 
imported and domestic bleached or 
natural mahogany or walnut, or in 
ebony with gold striping; 22 K gold- 
plated knobs. 


i 





Gotham and Cosmopolitan 16 in. 
tube console combination with AM- 
FM radio, and 3-speed automatic 
record changer in mahogany, bleached 
mahogany or walnut cabinet with 
solid frame doors of book-matched 
crotch woods and 22 K gold-plated 
knobs. Cosmopolitan is same as 
Gotham with breakfront. 

Washington combination Break- 
front and Lincoln 16-in. tube consoles 
with AM-FM radio, 3-speed auto- 
matic record changer ; cabinet of Hep- 
plewhite design, crotch mahogany 
doors, 22 K gold-plated knobs, 43 tube 
chassis including 5 rectifiers. 

Cleveland 16 tube console combina- 
tion has AM-FM radio, 3-speed auto- 
matic record changer, 36 tubes in- 
cluding 4 rectifiers. Cabinet of ma- 
hogany with solid frame doors of 
book-matched crotch mahogany, 22 K. 
gold plated knobs. 

Adams, 124 tube console combina- 
tion with AM-FM radio, 3-speed auto- 
matic record changer, 35 tube chassis 
including 3. rectifiers; Hepplewhite 
cabinet, book-matched crotch ma- 
hogany doors and 22 K. gold-plated 
knobs. 

Prices: Jefferson, $398; Robert Ful- 
ton, $495; John Hancock, $795; 
Gotham, $1095; Cosmopolitan, $1295; 
Washington, $1295; Lincoln, $1095; 
Cleveland, $895; Adams, $595. 
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ZENITH TV Consoles 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Models: Broadmoor and St. Regis 


consoles. 

Selling Features: Broadmoor has 105 
sq. in. “Big B” size “Giant Circle” 
screen ; glare-ban “black” tube ; picture 
control switch allows viewer choice 


OCTOBER, 


of Giant Circle or smaller conventional 
picture; “Bulls-Eye’ automatic single 
knob tuner; 1l-control automatically 
locks in all tuning factors for audio 
and video circuits; 4 Perma-just 
controls for vertical motion, brightness 
and contract; specially designed turret 
tuner; plug-in connection for Phone- 
vision sub-assembly; 5-tuned circuits 
for each chanel; improved aan 
Armstrong FM circuit; 27-tubes. 

St. Regis has 165 sq. in. “Giant C” 
size “Giant Circle” screen; 29-tube 
chassis and all the other features as 
Broadmoor ; open faced console. 

30th models equipped with new 
Zenith 3-speed record changer which 
plays 78, 334 or 45 rpm records with 
single Cobra tone arm; changer is 
completely automatic even to final 
shut-off and has capacity of 12-10 or 
10-12 in. standard discs; 10 and 12 
standard or long playing; or 12-7 in. 
discs—334 or 45 rpm; plastic insert 
provided for use with center opening 
on 7 in. 45 rpm records . . . no inter- 
change of center posts needed. 
Prices: Broadmoor with new tube 
$339.95; with luminized tube $329.95. 
St. Regis with new type $399.95; with 
luminized tube, $389.95. 
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GAROD TV Console 


Garod Electronics Corp., 70 Washington 
St., Brooklyn, N. Y. 


Model: Raleigh 16 in. direct view TV 
console. 

Selling Features: 
angle tube, 140 sq. 
uous tuning dial. 
Prices: Raleigh, mahogany cabinet, 
$389.95; Granada, same model with 
blonde cabinet, $415. 
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ge 16 in. wide 
1. screen; contin- 





TRAV-LER TV Consoles 


Travy-Ler Radio Corp., 571 W. Jackson 
Blvd., Chicago, 6, Ill. 


Models: 16TM; 12TM and TB con- 
soles. 

Selling Features: No. 16TM has a 
16 in. tube, 145 sq. in. screen and a 
built-in antenna; push button tuning ; 
front panel operating controls; auto- 
matic lock-in picture circuits; 21 
tubes plus rectifiers; FM sound ; a 
large PM speaker with Alnico V 
magnet; mahogany cabinet. 

No. 12TM and TB have a 12 in. 
tube; 81 sq. in. screen; push button 
tuning; 20 tubes plus 2 rectifiers. 
12TM cabinet in mahogany; 12TB 
has a blonde mahogany cabinet. 
Prices: No. 16TM, $299.95; No. 
12TM, $249.95; No. 12TB, $269.95. 
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MOTOROLA Table Telesets 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, 51, Ill. 


Models: New Horizon line of TV 
table telesets, three 10-in., two 7-in.; 
and two 123 in. models. 

Selling Features: 10 in. and 123 in. 
models have bilt-intenna; target tun- 
ing; automatic gain control; auto- 
matic contrast control; Pro-Tekt-O- 
Seal; electrodynamic speaker gives 
“Golden Voice” sound. 

No. 12VT13 has 124 in. broadview 
screen. 

No. 10VT1 has 10 in. screen; No. 
10VT 24 has 10 in. screen. No 7VT2 
light weight model weighs 253 Ibs. 
and has a 7 in. screen, bakelite cabinet 
and Golden Beam indoor antenna. 
Price: No. 12VT13, mahogany 
$249.95; blonde, $259.95; No. 10VK12 
$249.95; No. 10VK22 $229.95: No. 
10VT10 $219.95 in mahogany, $229.95 
blonde; No. 10VT24 mahogany, 
$189.95; No. 7VT4, ebony bakelite 
$119.95; mahogany bakelite $129.95. 
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STROMBERG-CARLSON Table 
Teleset 


Stromberg Carlson Co., Rochester, 3, N. Y. 
Model: Century TC125HM table re- 
ceiver. 

Selling Features: Has 123 in. tube; 
89 sq. in. screen; 8 in. speaker; pol- 
ished brass controls; simplified tun- 
ing; mahogany cabinet. 

Price: $295. 
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STARRETT Table Telesets 


Starrett Television Corp., 601 W. 26th St., 
New York, 1, N. Y. 


Models: Metropolitan series includes 
a 124 in. model Nathan Hale; 2-16 
in. models Henry Hudson and Henry 
Parks consolette; and a 16 in. Custom 
series model Ambassador. 


Selling Features: Nathan Hale has 
20 tube chassis including 2 rectifiers 
and 123 in. CR tube; built-in antenna; 
Opticlear control; automatic  all- 
channel station selector; FM sound: 
Alnico PM speaker, mahogany and 
bleached mahogany cabinet. 

Henry Hudson has 22 tube chassis 
including 2 rectifiers with 16 in. CR 
tube; Opticlear control; built-in an- 
tenna; wide-angle pictures; FM 
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sound. Alnico PM speaker, mahogany 
and bleached mahogany cabinet. 
Henry Parks 16 in. consolette has 
22 tube chassis including 2 rectifiers; 
and all the other features of above 
models in mahogany cabinet. 
Ambassador 16 in. table model 
has built-in antenna, 36 tube chassis 
including 4 rectifiers; ex-static FM 
sound circuit; 4-stage IfF amplifier; 
2-stage video amplification; radio fre- 
quency amplifier; imported and do- 
mestic mahogany and bleached ma- 
hogany. 
Prices: Nathan Hale, $249.95; Henry 
Hudson, $349.95; Henry Parks, 
$399.95; Ambassador $459; also avail- 
able with AM-FM radio at $495. 
Electrical Merchandising, Oct., 1949 





PILOT Table TV 


Pilot Radio Corp., 37-C6 36th Street, 
Long Island City, N. Y. 


Model: Pilot 124 in. TV and FM 
model TV-121. 

Selling Features: Equipped with 206 
tubes including 3 rectifiers and a 123 in. 
cathode ray direct view picture tube; 
automatic frequency control horizontal 
sweep; improved stability vertical 
sweep; full definition; improved noise 
limiting circuits; high fidelity FM 
radio similar to FM Pilotuner; con- 
sumes 200 watts on TV, 100 watts on 
FM; phono jack for connection record 
player ; a.c. only; 123 in. screen; hand- 
rubbed mahogany veneer; continuous 
variable tuning with only 3 controls. 
Price: $269.50 
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EMERSON Table Telesets 


Emerson Radio & Phonograph Corp., 111 
Eighth Ave., New York, 11, N. Y. 


Models: No. 637 No. 639 and No. 644 
table telesets. 
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Selling Features: No. 637, 10-in. table 
model has supersensitive, long-distance 
circuit which extends into fringe 
areas; acoustically constructed cabinet 
of pinstripe and Honduras mahogany 
veners; “Miracle” picture lock. 

No. 639, 7-in. model operates on a.c. 
or d.c.; mahogany veneer cabinet. 





No. 644, 123 in. model in mahogany. 
Prices: No. 637, $199.50; No. 639, 
$129.95; No. 644, $249.50. 
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“DEWALD Table Teleset 


DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City, 1, N. Y. 
Model: Dewald DT-160 
Selling Features: 16 in. tube; 145 
sq. in. screen; built-in self contained 
antenna eliminating use of roof aerials ; 
syncro-hold lock-in circuit; safety 
shatter-proof front bezel; illuminated 
channel market; 22-tube circuit in- 
cluding 2 rectifiers and a damper tube; 
full FM reception; large electrody- 
namic speaker. 
Price: $339.95. 
Electrical Merchandising, Oct., 1949 





DUMONT Table Teleset 


Allen B. DuMont Laboratories, 515 
Madison Ave., New York City 
Model: Rumson 123 in. table modei, 
Selling Features: Improved electronic 
circuits for better fringe area re- 
ception; expanded direct-view picture 
of 85 sq. in; full range FM radio; 
square station selector dial with tun- 
ing made easier by coarse and fine ad- 
justments; 30 tubes; mahogany cabi- 
net 223 in. wide, 174 in. high 20 in. 

deep. 
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RCA VICTOR Table Teleset 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Models: 9-T-246 “Special Anniversary 
Model” and 9-T-270. 

Selling Features: No. 9-T-246, 10-in. 
tube ; 61 sq. in. screen; 5 x 7 in. speaker; 
phono-jack for plugging in a 45 rpm 
record changer or other record-play- 
ing equipment; smallest RCA Victor 
set made—15 in. high, 22 in. wide, 203 
in. deep metal cabinet has maroon side 
panels and simulated wood-grain top 
and lower front panels with copper 
flecked grille cloth; wooden consolette 
base No. 15 STD, designed specially 
for this model. 





i = 


No. 9-T-270, 16-in. table model 
features the 16 in. metal-coned picture 
tube; cabinet designed as “picture 
frame” around tube and mask; a 
special consolette base has also been 
designed to fit and match this model; 
available in walnut, mahogany or limed 
oak finish. 

-’rices: 9-T-246, $199.95; No. 9-T-270, 
$395; in limed oak, $415. 
Electrical Merchandising, Oct., 1949 
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ZENITH Table Teleset 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Models: Newport and Wilshire table 
telesets. 

Selling Features: New Glare-Ban 
“black” picture tube “B” size circular 
screen with 105 sq. in. picture area; 
24-tube chassis; “Bulls Eye” auto 
matic single knob tuning; 1-control 
automatically locks in all tuning fact- 
ors for audio and video; 4 Perma-just 
controls; specially designed built-in 
turret tuner; plug-in connection for 
Phonevision sub-assembly: improved 
Zenith-Armstrong FM circuit; 54 in. 
Alnico 5 speaker. Newport in mahog- 
any cabinet; Wilshire, has _ blond 
cabinet; a 26 in. high matching table 
also available. 

Prices: Newport $279.95; with a 
luminized picture tube, $269.95. 
Electrical Merchandising, Oct., 1949 
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MAKE PROFITS... 
MAKE FRIENDS with this 
brilliant new line of 
TAPPAN ranges in the 
popular-priced brackets! 


Not just a new model, but a complete new line, from 
20-inch apartment ranges right up to large-capacity 
double-oven models—each priced among the lowest 
in its field! Each entirely new from top to bottom— 


each setting new standards of smart styling and features! 











Here’s a range with de luxe features at new low 
cost, plus Tappan features not obtainable on any other 
range at any price. 


Distinctive Tappan Covetop with built-in top light 
New Tappan horizontal dial timer 

Concealed oven venting 

Four “Simmerset” top burner valves 


Divided cooking top with plenty of serving space 


Roomy storage compartment with shelf and lid 
basket 


@ Lifetime Guarantee on ALL burners and oven bottom 
Now, more than ever, the nationally-advertised Tappan 


is the “front line” of your appliance setup. Call your 
Tappan representative or write us at Mansfield. 


The TAPPAM STOVE COMPANY 


Mansfield, Ohio 
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CAPEHART TV Consoles 


Capehart-Farnsworth Corp., 3702 E. 
Pontiac St., Ft. Wayne, 1, Ind 


Models: Nos. 3002M and B; 3004, 
3006, 4001, and 504P16 consoles. 


Selling Features: Models 4001 and 
504P16 are combination radio-phono- 
TV consoles complete with 3-speed 
record changers that play all sizes 
of records automatically. No. 4001 
has a 123 in. picture tube, 29 additional 
tubes plus 2 rectifiers. No. 504P16 
has a 16 in. picture tube, 39 addi- 
tional tubes tubes plus 3 rectifiers. 
Both models have a 12 in. PM Alnico 
V speaker; 12 watts push-pull output; 
built-in antenna; automatic volume 
and gain control; AM-FM reception. 





No. 3002 has 12% in. picture tube, 
8 in. speaker; 5-watt single end 
audio output; built-in antenna; auto- 
matic volume and gain control. 

Nos. 3004 and 3006 have 29 tube 
plus 2 rectifiers chassis 12 in. PM 
Alnico V speaker; 12 watt push-pull 
output; built-in antennas; AVC and 
AGC; base-treble controls; AM-FM 
reception and phono-switch and jack. 
No. 3004 has a 124 in. tube; No. 3006 
has a 16 in. tube. 

Prices: No. 3002M, $299.50; No. 
3002B, $309.50; No. 3004M, $489.50; 
No. 4001, $639.50; No. 3006M, 
$589.50; No. 504P16, $795. 
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DUMONT Table TV 


Allen B. DuMont Laboratories Inc., 
545 Madison Ave., New York City 


Model: “Hastings” 15 in. table model 
No. RA-104A. 


Selling Features: Has new improved 
electronic circuits for better fringe 
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area reception; 15 in. picture tube; 
132 sq. in. direct view wide angle 
screen; full range FM radio and a 
plug in receptacle for record players; 
patented Inputuner tuning eye shows 
when receiver is tuned precisely for 
best TV and FM reception; square 


* selector dial; 30 tubes ; mahogany cab- 


inet; also available in blonde ma- 
hogany at slightly extra cost. 

Price: $425 in east. 

Electrical Merchandising, Oct., 1949 





FEDERAL TV Consolette 


Federal Television Corp., 137-9-41 Duane 
St., New York, 13, N. Y. 


Model: “Pacemaker” 16 in. consolette. 


Selling Features: Flat face, 16 
in, direct view tube; 12 in. con- 
cert PM speaker; 3 controls—for 


volume, channel selector and picture; 
automatic gain control; FM static free 
TV sound; 7 tube chassis using dual 
purpose tubes for 33 tube performance 
plus IN34 crystal; automatic picture 
lock; 145 sq. in. screen; cabinet 39 in. 
high. 

Price: $399.50. 
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HALLICRAFTERS Table Telesets 


The Hallicrafters Co., 4401 W. 5th 
Ave., Chicago, 24, Ill. 


Models: No. 600, 601 and 603 table 
telesets. 


Selling Features: No. 600, has 10 in. 
picture tube 61 sq. in. screen No. 601 
a 12 in. tube and No. 603 a 16 in. tube; 
all ‘models have built-in antennas, use 
same basic chassis, and have simplified 
control system with only 3 knobs—one 
to control contrast and brightness 
simultaneously, another for volume and 
the third for channel selection; a fine 
tuning control in center of channel 
selector knob; improved automatic 
gain control eliminates such interfer- 
ence as airplane flutter. 


Prices: No. 600, $189.95; No. 601, 
$239.95; No. 603, $319.95. 


Electrical Merchandising, Oct., 1949 


1949—ELECTRICAL MERCHANDISING 














Here’s the NEW Honeywell 
Heat Regulator Package... 


for Hand Fired 














Heating Plants! 




















SENSITIVE 
THERMOSTAT 





PLUG-IN TYPE 
EASY TO INSTALL 











THE NEW Honeywell Heat Regulator is an over-the-counter package for | L 
every home owner with a hand fired heating plant. It’s Honeywell quality 
throughout, yet it’s priced to meet all competition. It’s easy to install, being a 


plug-in type with transformer built in. Amply powered with an efficient impulse y. y. ee 
pump to provide hydraulic action, this damper regulator is extremely quiet in 


operation. It is safe against fire hazard, as it returns to closed position when the 
circuit is broken manually or due to power failure. LIST PRICE 


The new sensitive thermostat is especially designed to give short regulated 
operations that save fuel and provide exceptionally accurate temperature control. 


A complete set of fittings is supplied with each package. 


—M tt NNEC A POSS 

Honeywell Series 40 Limit Controls, such as the LA419 Airstat for warm air 
systems, the LA409 Aquastat for hot water systems, or the P404 Pressuretrol Q) n @ W @ 
for steam systems, are designed for use with this new Heat Regulator package. / 


Include limit controls when you order your supply of these new Honeywell 


Heat Regulator packages. Minneapolis-Honeywell Regulator Company, oe | ae 4 ae ee S.V¥ $ ¥ 2 > 
Minneapolis 8, Minnesota. In Canada: Leaside, Toronto 17, Ontario. 


77 BRANCHES FROM COAST TO COAST WITH SUBSIDIARY COMPANIES IN: TORONTO ° LONDON ° STOCKHOLM ° AMSTERDAM e BRUSSELS ° ZURICH ° MEXICO CITY 


ELECTRICAL MERCHANDISING—OCTOBER, 1949 PAGE 207 





PAGE 


HERE'S YOUR LUCKY & 


ALTORFER BROS. 


208 





D 
L) 











mm) 





@ Lucky are the dealers who have this seven-fold ABC line to sell. 
Lucky, too, are the housewives who choose ABC to do their washing... 
quickly, effortlessly, economically. 


ABC franchised dealers, with this complete selection of home laundry 
equipment, can help any woman meet the particular needs of her own 
household. Large or small families, renters or home-owners, apartment 
dwellers or farm folks...each has its own particular home laundry 
problem. And, for every such problem there’s an answer... by ABC. 


Look over the line carefully. Note the new low priced, high quality 
Model 219...and the new deluxe, full-featured cabinet Model 409, 
with newly designed, one-piece, ultra-modern wringer... today's best 
buy. Check the sales-flexibility of this “Lucky 7.” We think you'll want 
to deal yourself in. If you think so, write to us for complete details on 
the valuable ABC franchise. Your area may be available. 


COMPANY ¢ PEORIA, ILLINOIS 


Precision-built ABC Washers and Ironers for over 40 years. 
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ABC MODEL 409-P—Large capaci- 

ty, easy-to-clean, porcelain tub. Full- 
skirted, streamlined design. New one-piece 
ultra-modern wringer, with 4-coil spring 
equalized pressure, six-way safety re- 
lease. Timer control gives correct timing 
for all fabrics and degrees of dirt. 








ABC MODEL 251-S (Model 251-SP 
with Pump)—27-galion tub, finished in 
durable porcelain inside and out. Safety 
wringer releases at finger-tip touch. 
Heavy-duty, non-tangling agitator. 
Heavy, pressed steel legs, equipped with 
large, easy rolling casters. 








ABC mopm 229 (Mode! 229-7 
with Pump}—A big valve at a low price. 
large capacity, procelain tub. Extra- 
large, non-tangling agitator. Adjustable 
wringer, equipped with broad, base 
drain, locks in any desired position. Heavy- 
duty machine-cut gears. 





ABC MODEL 219 (Model 219-P with 
Pump)—A new ABC model with ample 
capacity tub. Exclusive, French-type agi- 
tator. Sturdy, heavy-duty wringer. One- 
piece steel, electrically-welded chassis. 
Precision built to give years of depend- 
able service. 
















t 











ABC ye Lane RONER 


Continuous rotary ironing action; stationary pressing 
action; and exclusive to-and-fro finishing action. 
Roll stops on the dot. Knee and hand controls. Both 
ends and full length of roll open and usable. 


ABC Town « Country 


A new, compact, one-unit washer, completely self- 
contained and ding no other equipment. 
Combines tried-and-true agitator washing with 
exclusive ABC Scum-Free “Waterfall Rinse.” Whites 
come whiter, colors brighter. Saves soap and hot 
water. Portable as a kitchen table. 











ABC SPINNER—MODEL 177 


W ashes, rinses, bives, and spins the clothes damp- 
dry—the complete washing action without needing 
additional equipment. Massive one-piece frame 
assures less wear, longer life. Automatic time control. 
Famous ABC positve-action agitator. 


ING 
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DEsignen FROM THE INSIDE gy, 


TO GIVE YOU MORE SALES AND NEW PROFITS! 


Look at these features 


«m, Engineered Design 
* of this new construc- 


Sealed in Steel 
and Plastic withthe 
tough plastic outer 
casing and the steel cap machine- 
sealed directly into the battery top 
to prevent power loss. 





—/ © 


energy producing raw materials 
to make a big, full-size battery with 
longer life. 


Chrome Protection 


ie ns. 
mh J R ” and ready longer be- 
"ei uy cause it curbs interior 


action in the battery when the flash- 


light is not in use. 
> — 
Se maker whose reputa- 
tion for quality and 
dependability has made BURGESS 
the foremost name in radio bat- 
flashlight users everywhere. 


teries. 
GET STOCK NOW! 
Big 2-color ads break in Collier’s and other leading magazines right at 
the start of the big fall flashlight battery season. Be ready for sales and 
stock up on this mew Burgess Flashlight Battery. Order them from your 
Burgess distributor now. 


ee Cj Modern in Styling 
se with functional de- 

= / ! sign that results in 
sleek, attractive appearance and 
added protection by more effec- 
tively insulating the zinc can. The 
engineering skill and know-how 
thathas made BURGESS firstchoice 
of scientists and explorers for years 
has now created another first for 


Guaranteed by the 


BURGESS BATTERIES 
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tion permits the use of | 
a maximum amount of | 


keeps BURGESS fresh | 
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TELEVISION & ANTENNAS 





SYLVANIA Table Telesets 


Sylvania Electric Products Inc., 254 Rano 
St., Buffalo, N. Y. (Mfd. by Colonial 
Radio Corp., a subsidiary) 


Models: Nos. 075, 124 and 125 table 
sets. 

Selling Features: All models’ have 27 
tubes plus picture tube; built-in .an- 
tennas; l-hand tuning; “balanced dis- 
criminator” in AFC system; “block- 
ing oscillator” protected by double fil- 
ter to lock picture vertically; AGC; 
inter-carried sound; 2 radio-frequency 
amplifiers; 4 intermediate-frequency 
amplifiers in picture channel. 

Nos, 075 and 124 have 10 in. tube, 
63 sq. in. screen; No.+075 has ma- 
hogany cabinet; No. 124, blonde finish. 

No. 125 has 12} in. picture tube; 
90 sq. in. screen; mahogany cabinet; 
matching tables optional at extra cost 
for all models. 

Prices: No. 075, $229.95; 
$239.95; No. 125, $259.95. 
Electrical Merchandising, Oct., 1949 


No. 124, 





SYLVANIA TV Consoles 


Sylvania Electric Products Inc., 254 Rano 
St., Buffalo, N. Y. (Mf'd by Colonial 
Radio Corp., a subsidiary) 


Models: Nos. 113, 114, 076, 090 and 
128. 

Selling Features: All models except 
No. 128 have 27 tubes plus picture 
tube; built-in antenna; 1-hand tuning; 
“balanced discriminator” in AFC sys- 
tem; “blocking oscillator” protected 
by double filter to lock picture verti- 
cally; AGC; inter-carried sound; 2 


Ee 
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radio-frequency amplifiers; 4 inter- 
mediate-frequency amplifiers. 

No. 113 console has 10 in. tube, 63 
sq. in. screen; built-in attachment for 
record player, mahogany cabinet. 

No. 114, 123 in. tube, 90 sq. in. 
screen; mahogany cabinet. 

No. 076, 6-way console combination 
has 10 in. tube, 63 sq. in. screen; 
AM-FM radio with 10 in. speaker; 
balanced tone control; 3-speed auto- 
matic record changer (334, 45 and 78 
rpm.). 

No. 090, 16 in. tube, 147 sq. in. 
screen; built-in plug for record player. 

No. 128, 6-way combination has 123 
in. tube, 90 sq. in. screen; AM-FM 
radio with 12 in. speaker; 3-speed 
record changer; long distance chas- 
sis, 32 tubes including 2 rectifiers; 
mahogany Hepplewhite cabinet. 


Prices: No. 113, $259.95; No. 114, 
$299.95; No. 076, $379.95; No. 090, 
$399.95; No. 128, $449.95. 


Electrical Merchandising, Oct., 1949 


TELESTAR Indoor Antenna 
American Phenolic Corp., Chicago, 50, Ill. 


Device: Telestar indoor television 


antenna No. 114-024. 

Selling Features: No adjustments; 
reception available on all channels 
with no tuning of any kind, eliminat- 
ing problem of obtaining good re- 
ception on low channels with antenna 
adjusted to receive high channel sta- 
tions; made of lightweight aluminum 
rods tipped with plastic; molded Poly- 
styrene base with high finished surface 
simulating wood grain, rubber feet to 
protect furniture. 

Electrical Merchandising, Oct., 1949 


BRACH Indoor TV Antenna 

L. S. Brach Corp., Newark, N. J. 
Device: Superview indoor antenna. 
Selling Features: Increased signal 
pickup strength; telescopic arms in 4 
sections; uniform contact assured by 
welded phosphor-bronze springs ; arms 
heavily chromed with red balls on tips 
to make them visible when extended; 
base of neutral brown plastic; key hole 
in bottom permits hanging from wall. 
Electrical Merchandising, Oct., 1949 


WELIN Circle Antenna 


Welin Div., Continental Copper & Steel 
Industries Inc., 500 Market St., Perth 
Amboy, N. J. 


Device: Welin Circular antenna. 

Selling Features: Covers all channels 
eliminating 2 separate antennas for 
high and low ends; covers wide angle 
of reception ; requires no reflectors; 
minimizes reflected images ; eliminates 
rotation to cover entire band; high 
signal strength all channels; weighs 
Electrical Merchandising, Oct., 1949 


1949—ELECTRICAL MERCHANDISING 











NONE BIGGER 


No washer is bigger — Duchess Models 
6M, 7M and 9M are full 10 pound, dry 





-_ clothes capacity, with big 23” diameter tubs. 


No bigger tub is made! 


“ | MONE BETTER 

in. 

e Duchess Materials, Workmanship and 

to: Engineering are the finest that money can buy. 
am The Duchess is built expensively! 

121 Specialization on one product and big 

- volume — not skimping — bring costs down. 

rs 

(14, 







“| MONE BETTER 
FOR YOU Bik G 


ib ashing 

LY ate r on ly 

You can compete anywhere with the Machine 9 5° 
complete Duchess line amd make money. $ oe 


Better discounts leave you substantial ork - UP 
aera ith full 
profits that you keep — you don’t dissipate them — 


on expensive service calls. The Duchess 















m is better for you and your customers. 
sion aes 
GET THE DUCHESS DATA MODEL 6M 
nts; 
nels 
nat- 
re- 
nna 
sta- 
num 
oly- 
face ‘ 
t to 7 vind? to you 
1949 
“I sen s res 
te 
1 by am: ARANTEED d/ot 
spials an 
‘a LIFETIME ae defective matertOR LIF 
ied: Guaranteed | ag ne the origina of, 
hole workmanship, 
wall. 
1949 
LIFETIME GUARANTEED 
eel *Zone No. 1 Price 
th NONE BIGGER « NONE BETTER AT ANY PRICE 
inels 
for c 
a “ WASHERS 
ee _ 
1ates aan 
high ot 
-ighs ace APPLIANCE MANUFACTURING COMPANY @ ALLIANCE, OHIO 
1949 
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Prospects BOOMING 


for <eilg Chimes 


The small-home market is the mass market for door 
chimes — and that’s the market you'll sell with the sen- 
sibly priced Liberty Line. Look at it this way: People 
who live in small homes watch their pennies, whatever 
they buy. And the best chime buy is Liberty. For 


proof, take a look at the chimes shown below. 


$6.95 Classic Liberty 
two-tone chime, complete 
with transformer, (Model 
No. 66) 


NATIONALLY 
ADVERTISED 





$9.95 Liberty Kitchen 
Clock Door Chime, 
with silent, self-start- 
ing electric clock, two- 
tone door chime. 
(Model No. CC-1) 





$8.95 Liberty Cathedral 
Tone Chime, with 
Liberty’s exclusive reson- 
ance magnifier for warm, 
deep tones. (Model No. 





Write tor catalog 


C-10) 
tel liell 
bel: MANUFACTURING CO. 
MINERVA, OHIO 
SINCE 1924 
DOOR CHIMES, BELLS, BUZZERS, TRANSFORMERS, SIGNALING DEVICES 
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ment from surplus aircraft metal. 
Equipped with an exhaust fan, spun- 
glass filters, shielded lighting, etc., this 
makes it possible to refinish all white 
goods which pass in through the large 
trade-in and reconditioning depart- 
ment. 


Trade-Ins on Consignment 


Incidentally, accepting trade-ins now 
for more than nine months, Moore- 
Tally accepts all trade-in refrigerators, 


| washing machines, ranges, etc., on a 


“consignment basis only” with a two- 
month limit. During the two-month 
period an earnest effort is made to 
get the price the customer desires, 
but after expiration of that time, the 
box must be sold at what Moore-Tally 
can get for it. “To date, we have had 
no trouble in selling refrigerators in 
particular at the owner’s requested 
price,” Tally said. Every trade-in re- 
frigerator is thoroughly taken apart, 
parts replaced, cabinet refinished, and 
given a twelve-hour test before resale. 
On any reconditioned appliance, 
Moore-Tally applies a “service charge” 
which produces approximately the 
same profit per sale as if the store 
purchased them outright. 

The outside crew of service me- 
chanics who respond to homeowner 
calls are all actively merchandising 
service. Standard instructions when 
repairing a range or a refrigerator is 
to ask the housewive whether she has 
some electric appliance which needs 
leaving the home. 


| About half of the calls produce a 


| will builder. 


toasters, fans, waffle irons, etc., in need 
of repairs. These are fixed up rapidly, 
and returned as an important good- 
Each serviceman is like- 


| wise “bird-dogging” for sales. 





No Canvassing 


However, unlike most large-scale 
major appliance dealerships, Moore- 


Service Does Their Selling 





Tally will do absolutely no “cold can- 
vassing” or even “hot lead” followups 
whatsoever. “Western-style selling is 
a different proposition,” Tally said. 
“Here in Nevada we have 300 million- 
aires among the state population of 
700,000—the kind of people who tele- 
phone in, ask what we have in the 
way of a home freezer, washing ma- 
chine, etc., and tell us to ship it out. 
We're both local men, know everybody, 
and a lot of our homeowners would 
consider it an affront to be badgered by 
an outside salesman at any time. Sales- 
men are kept inside the store, keep- 
ing appointments, meeting customers 
on the floor, but never make an outside 
call. That’s the way Nevada resi- 
dents like to do business—and it’s the 
basis on which we work.” However, 
Milo Tally thas worked out a plan 
where every employee in the store par- 
ticipates in a “prospect card system.” 
Each evening, every employee in the 
store turns in a card with the names 
and addresses of any prospects known 
to be interested in anything from pack- 
aged air conditioning to a new waffle 
iron. The telephone is used sparingly 
in making contacts and appointments 
inside the store for demonstration. All 
of the cards are turned over to Tally, 
who scans them carefully and dis- 
tributes them the following morning 
to the salesmen who he feels are best 
fitted for the particular jobs. A 
commission on the resultant sales goes 
to the person who turned it in—and 
it is easy to understand why all Moore- 
Tally employees work for bona fide 
leads. Incidentally, Moore-Tally sales- 
men are paid the unusually high rate 
of $200 a month, plus five percent 
commission on everything sold from 
the floor. Inasmuch as their time is 
all floor time it is readily recognizable 
that they are among the best paid in 
the West. 
(Continued on page 216) 
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“AND WITH THIS RADIO YOU GET FIFTY FEET OF CORD!” 
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The Handyhot Christmas display is a “shopper-stopper,”’ a 
rd colorful eye-catcher—ideal for store window or counter. It 
| fide accommodates 6 or more attractive, fast-moving Handyhot 
sales- gift items. The display is one piece, simple to set up. The 
| rate Christmas banner is removable so the display can sell for you 
recent the year ‘round. Display is 25” high, 37” wide, 18” deep. 
from 
va ORDER this fast-moving assortment of HANDYHOT best sellers AND RECEIVE: 
id in ...complete unit shipment at one time 
...-maximum discounts...complete promotional program—FREE! 
DEALER MERCHANDISER No. 3800 
vee — oman es. nuns snus on. Complete Full Line Promotional Package including: 
PRICE LOT PRICE PRICE LOT PRICE 1 Handyhot Full Line Display $ 6.50 nfe 
1 No. 5900 Automatic Toaster $12.95 $ 8.33 1 No. 1175 Automatic Iron $ 9.95 $ 6.40 1 Complete Maggie Set 
1 No. 1401 Twin Waffle Iron 14.95 9.62 1 No. 1400 Single Waffle Iron 8.95 5.76 (Price and Feature Cards) 3.95 nfe 
1 No. 2000 Whipper 6.95 4.47 1 No. 2700 Sunkist Juicit 12.95 8.33 1 Decal -10 nfe 
1 No. 1724 Comb. Sandwich Grill 12.95 8.33 1 No. 1803 Food Mixer 14.95 9.62 1 Complete Mat Service 1.00 nje 
1 No. 2602 Aluminum Washer 1 No. 2204 Ice Cream Freezer 24.95 15.59 100 Full Line Folders 1.00 n/e 
7 with Timer 32.95 20.59 Total Retail Value $152.50 Total Value $12.55 Total FREE 
4 Total Dealer Cost $97.04 
: ORDER COMPLETE HANDYHOT MERCHANDISER PLAN (No. 3800) from your HANDYHOT distributor today. 
Your total cost is $97.04 including samples of ten best-selling HANDYHOT appli and pr ti | aids listed above. 
Ha ndyhot Appliances Are Better To Give and Receive! 
| Combination | 29 5 | Automatic 7 29 5 | Twin Waffle Iron 7 495 Electric Whipper $ 6° 5 | Electric Food +] 49 5 
: Sandwich Grill Toaster Cat. No. 1401 Cat. No. 2000 Mixer 
4 Cat. No. 1724 Cat. No. 5900 Cat. No. 1803 
i Has heavy cast aluminum sandwich Here is a great value! This b tiful Feat !...twin grids have indi- Versatile! ... whips cream, beats New! ... beats, whips, mixes, mashes, 
4 grids and interchangeable waffle automatic toaster can be adjusted for vidual switches. No louvers or cracks eggs, mixes b r} Adj bi creams. May be used on stove or 
a grids. Top lid provides double grilling light or dark toast. Automatically te catch batter or dust. Indicator dial beater is easy to remove for fast table. "'On-off” switch, has twin beat- 
4 area when fully open. Full size plastic shuts off current and toast pops up. tells when to bake. Non-stick alumi- cleaning. Here's a great appliance ers and 60 oz. bow! on revolving 
. handles. Easy-to-clean crumb tray. num grids. father can use too! bow! support. 
Electric Ice 9 495 Automatic Iron $99 5 | Waffle tron vs 5 | Juicit (approved J 29 5 | Portable Electric $ 395 
Cream Freezer Cat. No. 1175 Cat. No. 1400 by Sunkist) Washer 
Cat. No. 2204 Cat. No. 2700 Cat. No. 2602 
An Ideal Gift Item! ... makes 1 pint Juice without work! Extracts and "On the spot” aluminum washer with 
to 4 quarts of rich ice cream electri- Hermetically sealed heating element This attractively styled appliance strains juices electrically. Quick, effi- timer! . . . gives large washer perform- 
cally. Comes with instructions and is cast into the aluminum soleplate. bakes extra large 7% inch woffle. cient, co ient. R ible glass ance. Timer shows washing periods 
recipes for all kinds of delicious, easy Signal light tells when to iron. 3 Heat indicator dial tells when to bake. bowl, porcelain reamer, aluminum for each fabric and shuts off current 
to make frozen desserts. pounds, 1000 watts. Has tick, cast alumi grids. strainer. Convenient "on-off" switch. when washing cycle is completed. 
Gingham Package—your SEE your Handyhot distributor now and 
guarantee of quality. There take advantage of this great promotion. 
are more than 34 Handyhot re | n re | This is a profit opportunity you can’t 
iss! 
—_ quality appliances. QUALITY APPLIANCES afford to miss! 
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MANUFACTURERS OF APPLIANCES - RADIO + TELEVISION 


heres ant investment. tn 
“SALES SECURITY... 


Sales Security is one of the most important problems that faces manufacturers today. Sales quotas can 
be determined and production geared to meet them... but that’s only the starting point. The focal point 
to every manufacturer is his dealers — and how hard they are selling his products. Upon that effort rests 
the possibility of meeting pre-determined sales quotas — the possibility of a successful year. 

Every manufacturer of appliances, radio or television has an individual product story to tell. With that 
story he must keep both distributors and dealers sold on his product — pleased with the profit possibilities 
of their franchise and selling his product hard to every customer or prospect that enters dealers’ stores. 
A manufacturer is well on his way to Sales Security when those things have been accomplished. 

What is the best way to get that kind of story across to distributors and dealers? There are probably 
as many answers to that as there are products being sold. But here is one sure-fire way that’s economical 
and bound to interest and reach every dealer from coast to coast. 

Tell that story as forcefully as it can be presented in ELECTRICAL MERCHANDISING’s Annual Statistical 
and Market Planning Issue. That's the issue that dealers and distributors read and keep for reference 
throughout the year. They need the essential data it contains to keep abreast of developments, trends, 
new products, new sales and merchandising plans. They consult it countless times throughout the year 


and each time your product story is vividly brought to their attention. 








ELECTRICAL MERCHANDISING STATISTICAL ISSUE 
waed by DEALERS Thawughoid te year 


For the past 28 years every type of dealer in every type of 
store handling appliances, radio and television has eagerly 
looked forward to this annual issue. It is, for them, a source 
of information vital to their selling success — a source of infor- 
mation that in most cases is unavailable elsewhere. As a result, 
they have literally kept it at their elbows throughout the year 
for the accurate facts and figures it contains. 
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1950 is going to be a year of hard, competitive selling. 
Old familiar products are being streamlined, improved 
and new features added — new products will be coming 
off the production line. These products must be sold 
and distributors and dealers are the ones that will q 
that job. But they need information and plenty of 
That's why this year’s annual Statistical and Mo 
Planning Issue of ELECTRICAL MERCHANDISIN 
more important to them than ever before. The sta 
that it contains, broken down territorially, permi 
analysis of product sales potentials. The mark 
ning section is a key to successful selling. A 
is told in terms of complete market coverag 


past, present and future of the following pro 


RADIOS 
TELEVISION 
FREEZERS 
REFRIGERATORS 
HOME LAUNDRY EQUIP. LIGHTING 

RANGES COOLING EQUIPMENT 
ELECTRIC HOUSEWARES HEATING EQUIPMENT 
DISHWASHERS 


It, therefore, follows that this issue is the perfect 


tie-up between manufacturers, distributors and dealers. FOR THE JANUARY ST ATISTICAL ISSUE 


The one issue that, for a full year, will carry a manu- 


facturer’s message most effectively and economically CLOSING DATES 
in the publication that is read by éveryone concerned 
with the selling end of his product. Copy to set Dec. Ist ° Complete Plates Dec. 5th 


© ELECTRICAL MERCHANDISING 


330 W. 42nd STREET - A McGRAW-HILL PUBLICATION - NEW YORK 18, N.Y. 


The publication Thal reaches Your Dealer- 


APPLIANCE, RADIO AND TELEVISION STORES - DEPARTMENT STORES - FURNITURE STORES + HARDWARE STORES ~ UTILITY MERCHANDISERS 
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with this profit-plus line of appliances tl 
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imaginable with White Cross 
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when the cold weather 


comes, these master meal-makers are ever 
ready to prepare good 


hot coffee for all 
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appealing matched design go hand in hand 
with low prices to make White Cross values 
real business builders. But more! The al 
White Cross 
appliances are made of Nichrome—the high 
heat and corrosion-resistant alloy that is the 


important heating elements in 
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Service Does 
Their Selling 
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Upstairs retail departments include 
the 90 x 45 foot major appliance show- 
room, with tall elevated platforms down 
either side holding various types of 
appliances. Everything is connected 
and ready to go, even a Pureaire one- 
piece kitchen for apartment use. Sales- 
men operate on the “up” system, unless 
they have a previous appointment with 
the incoming prospect. Traffic-build- 
ers include constant demonstrations of 
home laundry equipment, refrigeration, 
etc., a record department which has 
the incredibly large inventory of $60,- 
000 and twelve booths in the right-rear 
of the building, and, of course, the 
rapid-fire service departments in the 
basement. Later on, Moore-Tally plans 
to remodel a huge empty warehouse 
room in the basement into a complete 
housewares store, carrying all those 
items which fit in with electrical living. 


Records Pull Them In 


“The record stock is without ques- 
tion one of our greatest assets,” Tally 
said. “Not only to bring in the young- 
sters, but wealthy families living out in 
the mountains or stock areas where a 
radio-phonograph combination is good 
company. We link together the radio 
department and a _ separate radio- 
phonograph combination room on the 
second floor. In this room, which will 
accommodate six sets, we show such 
deluxe combinations as a $1,250 set, 
and we will be the first to demon- 
strate television when it is available in 
this area.” 

While such grandiose features as the 
radio-phonograph combination room 
are stellar attractions at Moore-Tally, 
don’t get the idea that the store is set 
up for multi-millionaire stockmen only. 
Price lines are extremely democratic, 
with lowest price small appliances and 
major appliances getting just as 
much play as the deluxe side of the 
store. 


Direct Mail Followup 


As pointed out before, Moore-Tally 
will do no outside selling whatsoever. 
Instead, the partners have budgeted 
$1,000 a month for newspaper adver- 
tising, and thus throw a continuous 
stream of display ads on all products 
carried in stock, one after another, 
into Reno and county newspapers cov- 
ering most of the state. In addition, as 
fast as a customer makes a purchase, 
his or her name goes on an addresso- 
graph plate, and is filed in an “addres- 
sograph mailing room” on the upper 
floor of the store, from which auto- 
matic direct mail is sent out on a 
monthly basis through the entire ter- 
ritory. Addressograph plates, each 
representing a prospect or a sold cus- 
tomer, are classified according to the 
buying wants of the customer and 
bracketed into the right type of direct 
mail for that market. 

With excellent delivery quotas, a 
deliberately over-staffed service de- 
partment, plenty of good-will and lines, 
Moore-Tally Inc., is well on its way 
toward its sales goal. End 
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gets you the 
‘““mass market’’ 


Full Page, Full Color Advertising in 
Your Area...in the American Weekly — 


_ 


Fortune, Saturday Evening Post, New 


Yorker, Field & Stream, Town & : gets you the 


Country, Times Magazine, Journal of 
Commerce, Wall Street Journal and 


“big ticket’’ market! 
Gourmet — 


Slarrlt 


pticlear 










Protected Profits for 
Franchised Dealers 
assured by... 


America’s most complete price range 


TER te Sraeeee TELEVISION 


Prices slightly higher in West. 


with exclusive scientifically FILM-FREED* 
picture tube, and built-in antenna. 
*Patent Pending 


Don’t let the other fellow get here first...write, wire, phone at our expense for full details NOW! 


STARRETT TELEVISION CORP., 601 West 26th St., New York 1, N. Y. 
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Enjoy A 
OLDEN 


HARVEST 


IN FALL FREEZERS 


wits BEN -HUR 
rcrieat Grrest 











BEN-HUR 12.5 cubic foot 
Freezer. Other sizes, 9.2 and 
18.45 cubic foot capacities, 
fit every need. 


The Blue-Trimmed Beauty of BEN-HUR Freezers is your 
quick shortcut to high sales volume! It stops shoppers long 
enough for you to point out all the rest of BEN-HUR’S su- 
perior features that add up to today’s greatest value in food 
freezing. 

Make your own “Golden Harvest” in freezer sales now 
— by helping your customers preserve their own proud har- 
vest in garden produce, meats, poultry and game for year- 
around eating pleasure — with BEN-HUR, America’s Finest 
Farm and Home Freezer. 


Prove to your own profit that freezer sales and profits 
this year start with BEN-HUR. Write for your dealership 
story today. 


BEN-HUR MFG. CO. 


Dept. EM, 634 East Keefe Avenue 
Milwaukee 12, Wis. 
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THE SUSPICIOUS PACKAGE going into the trunk of Taylor's car is only a 
table model television set which he has wrapped in a blanket and is about 
to take to a prospect’s home for a free demonstration. 


Small Town Promoter 





the house the salesman makes more 
notes on the type of stove, refrigerator, 
water heater, etc. An old black stove 
monitor top refrigerator are 
natural openings for the salesman to 
make a suggestion about a new appli- 
ance, 

Even television is being sold on a 
house-to-house basis. Taylor wraps 
one in a blanket, puts it in the trunk 
of ‘his car and starts his calls. 


or a 


Blanket the Troubles 


The receiver is carefully adjusted 
before he takes it out of the store and 
he claims that wrapping it in the blan- 
ket avoids any tuning troubles which 
might result from bumping around in 
the trunk. With the set he takes along 
two pre-measured temporary antennas 
made out of lead-in tape. Once in a 
prospect’s home he lays the antenna on 
the floor or, if the householder doesn’t 
object, tacks it to the wall. With it 
he can usually get fair reception from 
one of two Boston stations. If the 
prospect is interested but hesitant, 
Taylor leaves the set for a maximum 
of two days free trial. Oddly enough, 
he seldom has a single set in the store 
for demonstration or display. Oper- 
ating small, he had at this writing, 
three sets, all out on trial. Worcester 
and its environs are not yet good tele- 
vision markets. They have to depend 
on reception from other cities. Yet in 
1948 Taylor sold 12 sets and in 1949 
expects to at least triple this quantity. 
The important point is not that he sold 
only 12 sets, but that he sold any at 
all, especially since he is careful not 
to sell any where the reception won't 
be satisfactory. 


Traveling Freezer 


Last summer he loaded a Kelvinator 
home freezer with frozen foods, put it 
in the back of a truck and, with three 
salesmen, canvassed homes for a two- 
week period. Whenever the traveling 
display stopped at a home, Taylor 
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plugged the freezer into a residential 
outlet so that the prospect could see it 
operating and also to keep the foods 
frozen. It was tough, gruelling selling. 
For all their work they sold only five 
freezers during the period, but Taylor 
was gratified nevertheless. “It doesn’t 
make any difference how many we 
actually sold,” he says. “What is im- 
portant is that we showed a lot of 
people what a freezer is, what it will 
do and that we carry them. As more 
consumers come into the market for 
freezers they will come to us. We had 
berries, peaches, cake and bread in the 
freezer and, since we made the trip 
during the berry season, a lot of people 
were impressed with its advantages. 
We did a big educational job. One 
lady said she never heard of freezing 
bread and she couldn’t believe that it 
would be any good. In order to con- 
vince her I had to leave a loaf of 
frozen bread with her. She’s just one 
example of the importance of educat- 
ing consumers about freezers. Since 
she eventually bought a freezer she is 
also a good example of the results of 
that education.” 

To expand this type of outside 
selling Taylor would like to get his. 
hands on an old-fashioned horse and 
buggy type trailer—the kind with the 
open sides and the fringe on top. With 
this contrivance loaded with merchan- 
dise he believes that he could travel 
around the countryside and materially 
increase his sales. 


Speaking the Language 


In addition to his outside selling and 
cooperation in distributor promotion 
programs, Taylor has developed a 
consistent advertising program which 
is tailored to his own unusual needs. 
Worcester County has a large per- 
centage of foreign-language-speaking 
inhabitants. To reach these people 
Modern Home Appliance advertises. 
regularly in the foreign language 
newspapers. One night a week he 
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$9 a week. Another $9 is paid by the 


-- ! 
sponsors a record program on station | , 

WNEB. He attributes the sale of six | 
clothes dryers in four weeks directly | 
to the program—which only costs him 

distributor. The program, which fea- 

tures singer Buddy Clark, has, says 

Taylor, an 80 percent Hooper rating 


and is invaluable in attracting pros- 

pects. The only form of direct mail te 
employed is that from the prospect to * * 

the store. All outside salesmen leave 

postcards with prospects which carry 


949 

lists of appliances, and request the | TOBER 1,3 NOOSE 
prospects to send them in with their 

interests checked. \\Y \ 





Concentrates on Selling 


One advantage of Taylor’s opera- \ONS 3) 
tion is that his hands and brain are 
left free to concentrate on the selling Y - 


aspects of his business. All his book- 
keeping is handled by a private ac- 
counting firm. All he has to do is give 


is bi A long. cold winte 
them the sales slips and his bills; they 







: : predicted by Bu % 
even take care of social security de- watched g Rus 0 
ductions and income tax. Increg en eT Eee 


for; 


Model Kitchen on the Way of 


of Big Demanc: 


° . i nediatel) 
The back room of the store is at this rice 1m! 





Portab 
Electres a to Fe 
































This lower F o the public 
writing a combination store room and W Among irs 0 mens gly appealed t the 
work shop. By the end of the year hAo =e from al over the COUR . a — an ert 
_ Taylor expects to have transformed it Rete unusually lare® anes Blectric , ' al 

into a model kitchen and television ae of Electresteet has proved tim amet 
ial lounge. Like many small New Eng- Steam Radiator pri reduction 7 all 
it land dealers he does his own kitchen on {] | phe wisdom “steam Ragmator e0oy net 
ds, cabinet installation work. He has suc- ag p in he 


7 is. Kentucky. the 
1g. cessfully made a deal with a plumber 


| ’ : | / fea 
ve and an electrician who are always S : : 
lor available for such work. The spare } fh ie 
n’t time men and Taylor himself handle BY 95 i if a |e 
we service on everything except refrig- 7184 ' ek 
m- erators. Taylor’s service problem is ee if | 
of no great headache because they service . \§ 
vill only what they sell. : a 































































ore / th ° 
for Geet Teutote Setep 1939-1949 10" Anniversary 
1ad Trade-ins, like service, are no prob- 
the lem. During 1948 Modern Home took SPECIAL 
rip about 10 refrigerators in trade—and 
ple all of these were in good operating Kiar 
res. conditions. Stoves are easier. Taylor CU i. 
ne will pay $15 for any stove, because AY bs 
ing he can sell any stove, no matter how al : 
t it bad, to the junk man for $12. If he - ” ‘s . “ | 
on- gets a good stove that he can resell, R d Th B y g W t 0 k 9 f t bl S | 
of any profit is gravy. But that’s about I e IS u in ave 0 UIC 9 ro I a e a es ° 
ne all the gravy he can count on. All of | 
- the ar of his operation is just plain | ‘ie 7 ae ——— YOU still have three good months to sell the vast, new market 
nce hard work, which is, according to him, | . IMAGINE! opened up when Electresteem—in honor of its 10th Anniver- 
e is just the way it should be. End “f STEAM HEAT sary—announced a new, low price—a price that consumers 
3 of just can’t resist. 
| -| from Any Wall Plug! Ms 
side , 9 There’s no other heating unit exactly like Electresteem—the 
his. ) Te ; il original steel Portable Electric Steam Radiator! Operates on 
and | 24 68 | AC or DC—provides steam heat quickly —uses very little elec- 
the . ‘ tricity to heat a room 10’ x 10’ x 12’ in cold weather (larger 
Jith —" | rooms in milder weather) and is absolutely SAFE! 
one’ PuREFIER Every home, office, factory, wired hunting camp and resort 
ally - 7 : hotel is a prospect! 
This Plug Dramatic Electresteem National Advertising to 9 million 
Rings Up MORE PROFITS selected prospects helps you sell! Write for details. Order 
for You! from your distributor—today! 
and ) : 
tion 
da 
hich ican 
eds. 
pet 1 ELECTRIC AVENUE PARIS, KENTUCKY 
ki 
ver Manufacturers of Electresteem Portable Steam Radiators, 
tises. Baby Chef Jr: Bottle Warmers and Sterilizers 
age | “wa | Electric Steam Radiator Company, Ltd., Toronto, Ontario 
; he “MMM—JUST STEPPED OUT FOR A WHIFF OF 4 
FOUL AIR.” | 
ING. 
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Ths (2 (ofay 0 = a 
“i, Seep Swit’? 
2 Ulake Up Sale, 


[ This is the happiest job, 
you'll agree, that a Telechron Timer has ever been asked to 
do. Imagine lulling a radio fan to sleep to his favorite music... 
turning off the radio at a pre-set time . . . waking him up with 
the early news . . . ringing an alarm ten minutes later, in case 
he’s sleeping on his good ear. No wonder this Telechron “Sleep 
Switch” is stimulating sales of the new radio sets that have this 
dramatic plus feature. 








It’s a sales-clinching plus for you 


“Sleep Switch” for radios and other Telechron Timers for 
ranges, washers, refrigerators and other appliances are great 
persuaders when a customer is sitting on the fence. For every- 
body knows that Telechron can’t be beat where electric timing 
is concerned. That’s because all Telechron Timing Motors are 
instantly . . . constantly synchronous. 

So look for, insist on and feature what your customers are 
eager to accept . . . electric appliances with Telechron Timers. 
You'll be well repaid for your foresight. Telechron Inc., 220 
Union Street, Ashland, Mass. A General Electric Affiliate. 





® 
TIMERS 


The low-cost plus + 
that clinches the « al 
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SERVICE AND TRADE-INS are an important part of the Brown selling plan. 
Service has been made self-supporting and trade-ins must be profitable so that 


the store can go after the replacement market. 


A Four-Point Program 





cold canvass for new _ prospects,” 
Hodge admits, “but we insist that 
each spend five minutes or more in 
making these three basic calls around 
the neighborhood. They will do that, 
and from this one source, we usually 
have enough prospects to give outside 
men four or five calls per day.” 

Next, when an appliance is sold, 
Hodge’s secretary makes out a record 
card which lists name and address, 
type of appliance, amount paid, and 
has space for future service calls. 
From the entry date on, the card 
forms a link between store and cus- 
tomer which is never broken, unless 
the latter moves away. All future 
service, adjustments, etc., are listed, 
with any comments made by the 
customer. “We'll use this file to keep 
a finger on the future,” says Hodge. 
“Five, six or seven years from now, 
the card will sell another appliance 
for us as a replacement, since we 
keep in contact with the customer, and 
follow up when the appliance has run 
its average life.” 


Helpful on Trade-in Quotes 


Brown’s has used this innovation 
for more than ten years, and now has 
literally thousands of cards on file. 
From them, the store can quote 
trade-in offers over the telephone 
without expensive mistakes, since all 
details about the appliance are there 
in the office. Cards are arranged to 
“mature” at the end of five years, 
when Hodge will send a salesman hot- 
footing out to see the prospect and 
offer a trade-in, sure that he will be 
well received. ‘We find that the usual 
customer is pleased to know that we 
remember her so well, and more likely 
to listen to replacement appliance sug- 
gestions,” the manager emphasizes. 
“Coupled with the three-calls-per-stop 
system described above, the card list- 
ings give us prospects aplenty the year 
around,” 
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Needless to say, the cardfile like- 
wise eliminates high expense of re- 
pair calls when the appliance is out of 
warranty, by proving the facts to the 
customer. 


Rebuild and Resell 


Like many other farseeing dealers, 
Hodge’s next step was gearing up to 
handle trade-ins—lots of them. “We 
recognize that whether or not we can 
take a trade-in will often make the 
difference between a sale and wasted 
profit,” he says. “Therefore, we set- 
tled the issue by setting up a recon- 
ditioning shop which can handle any 
and all appliances.” 

The repair shop is completely 
staffed, with three radio repair me- 
chanics, two more who handle electric 
and gas ranges, and most important, 
three refrigeration mechanics who can 
completely rebuild and refinish trade- 
in boxes from new paint to new sealed 
units. Located in the basement, the 
shop is well equipped, with power 
machines, gas drums, test bench and 
all electrical repair needs. Warranty 
maintenance, of course, will be handled 
through this department. 


Trade-in Profits 


The perennial obstacles of trade-in 
handling will be overcome by a resale 
showroom in the basement, where 
John A. Brown Co. will resell every 
appliance—and at a profit. Hodge 
scoffs at the theory that trade-ins 
must be sold at a break-even price. 
“We have two advantages,” he said. 
“First, our card file records mean that 
we'll give trade-in allowances fairly, 
with room for a profit margin. As 
each used refrigerator, washer, etc., 
comes in, a ticket is made out which 
shows what it was traded for, the 
allowance, hauling costs, and an item- 
ized list of what is done in the shop. 
With refrigerators, for example, we 

(Continued on page 222) 
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98.9% of Country Gentleman's 2,300,000 homes 
have radios—56.1% have 2 or more radios... 


- and no other kind of magazine reaches them effectively 


In a recent national farm survey, Crossley, Inc., found that: 


Nearly two-thirds of Country Gentleman’s women readers 


read none of the four leading monthly women’s magazines 


—and over three-fourths of them read none of the three 


es. leading weekly magazines. ... 





: More than four-fifths of Country Gentleman’s men readers 
; ; 


’ onl + oner 
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2,300,000 circulation concentrated among the 
“top-half” farm families who receive 90% of 
the nation’s entire farm income 








In over half of ail U. S. counties, 
Country Gentleman circulation 
exceeds that of the biggest 
general weekly and biggest 
monthly magazine. 
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YOUR BEST RURAL CUSTOMERS 
READ COUNTRY GENTLEMAN 
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Are Youa 
Good Enough Ee 


Dealer to 
Sell This 


Specialty 
Range 


If You Are, 
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Here’s a Real Money-Maker 


IT’S UP TO YOU-—If you think you have what 
it takes to sell an unusually outstanding gas range 
—one that does not have competition, here’s the 
kind of money that’s in it for you: In 1948— 


Dealer A sold 392 Anderson Gas Ranges in a 
City of 55,328, GROSSED $117,600. 


Dealer B sold 445 in a City of 127,000, 
GROSSED $133,500. 


Dealer C sold 209 in a City of 18,966, 
GROSSED $62,700. 


OWNERS BECOME YOUR SALESMEN. It’s a 
tested fact that retained-heat-cooking fascinates 





Cmeiiiiitttirmmerirtriry | * * 
me bene oti -= 


FACTORY: ANDERSON, INDIANA- 


ANDERSON STOVE COMPANY °* 


the users—they demonstrate it to their friends. 
Your job is to make the sales that will make more 
sales for you. Keep in mind that sealed-heat cook- 
ing is new to most of your prospects. To make 
volume sales, do just what your customers do— 
DEMONSTRATE THE FEATURES. 


THERE ARE SOME TERRITORIES OPEN to 
the right dealers on an exclusive basis. Remember 
that this range gives you a higher-than-average 
margin, and supports your selling with sales-train- 
ing material, sales promotion, advertising and 
direct-mail aides. If you have confidence in your 
own specialty-selling know-how, write. 


ONE OF THE 
(BREEZE 
MARK 


PRODUCTS 





Sales Office: 41 SOUTH 6th STREET, NEWARK 7, N. J. 


A Subsidiary of Breeze Corporations, Inc. 
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A Four-Point Program 
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will tear down the unit, replace worn 
parts, refinish the cabinet and hard- 
ware, and test it for an entire week 
before releasing it to the salesroom. 
All of the costs, plus allowance, will 
be added up, and a reasonable markup 
added on, 20 to 25 percent in the 
overall picture. With a 90-day to one 
year guarantee, and plenty of anxious 
buyers wanting rebuilt appliances, we 
see no reason why we can’t show a 
profit on every one.” 


Followups and Cooking Schools 


One point is stressed by Hodge, the 
matter of giving the customer a per- 
fectly rebuilt refrigerator or washer. 
“The used appliance department will 
hold good will only if the appliance 
gives the satisfaction promised. We 


| can’t afford to risk a single case of 


| dissatisfaction. 


Therefore we give 
plenty of test time to every unit before 
attaching a guarantee.” 

Records will likewise be kept of 


| trade-in sales, for the same sort of 
| followup sales. After a period of time 


figured out for each appliance, Brown’s 


_ will call, and attempt to sell a new 


one. If the trade-in has given good 
service the store will be able to capital- 
ize on pre-established goodwill to help. 


Neighbors Invited 


Floor traffic is being built, starting 
last February, by a system of weekly 
cooking schools, given in the show- 
room itself. Instead of broadcasting 


| invitations to this type of promotion, 


however, Hodge is confining the audi- 
ence to ten or twelve women per pres- 
entation, all neighbors from the same 
residential district, where possible. 
Each is invited by means of a clever 
summons, printed to resemble a police 
summons, which humorously demands 
the presence of the prospect at the 
school. The demonstrations are oper- 
ated by home economists from Okla- 
homa Gas & Electric Co. and offer 


| food prizes, and other inducements. 


| pect returns, Brown’s feels. 
| the opening week, 








Keeping them confined to women who 
know each other insures more pros- 
During 
three complete 
kitchens were sold in a five-day period. 

End 








“WE'VE SAVED ENOUGH ON OUR WASHING 
MACHINE TO BUY A TELEVISION SET NOW, 
DEAR.” 
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Tar a Great New MARKET 








This all-new Zenith* “Major” is so supremely sensitive that it greatly 
widens the range of FM reception. Makes possible superb perform- 
ance, free of static or interference, even in remote “fringe” areas where 
signals are too weak for ordinary sets. Thus, it creates thousands of 
new FM prospects for you... opens up a rich new market. 


WITH THES 


FOR THE PUBLIC! 


ensitive FM Radio Ever Built 


NEW 
ZENITH 


| MAJOR 


ONLY 


$3995* 


: 
oo -, 


I. Eee era 


The secret of this unequalled performance is a new super-powered 
FM chassis. It’s the same genuine Zenith-Armstrong FM that leading 
FM stations use to check the quality of their own broadcasts — brought 
to new perfection by Zenith. And priced so low everyone can afford it. 
Yes, the amazing new Zenith “Major” is just one more reason why it 
pays to make Zenith your first line in radio and television! 


Zenith giver you the Toe Values te PU AM Kedea, Too! 





New ‘Medallion’ 


Big value at low cost! Genuine Zenith-Armstrong 
FM with exclusive “Power-Line” Antenna, just plug 
in and play . . . sensational Zenith Long Distance AM 
... new “Cut-Away” Dial for easier tuning . . . Zenith 
Wavemagnet...Alnico 5 Speaker... 


smart swirl plastic cabinet. AC, DC. $49. 95° 


t® 


omer 








New ‘“Super-Triumph’ 


Truly a terrific FM-AM “buy”! Has sensational new 
super-sensitive Zenith-Armstrong FM with patented 
“Power-Line” Antenna, and Zenith’s famous Long 
Range AM. Exclusive Wavemagnet? ... big Alnico 5 
Speaker...improved tone control...new “Cut-Away” 
Dial, so easy to see and tune . . . on/off indicator. 
Swirl walnut or white plastic cabi- 


: “ 
net,with Flexo-Griphandle.AC,DC. $ 
(White plastic $62.95*) 99. 95 





New ‘Symphony’ 


Famous for rich, big-console tone! New, super-sensitive 
Zenith-Armstrong FM with patented “Power-Line” 
Antenna, plus Long Distance Zenith AM. Giant 
speaker, thanks to Zenith’s exclusive DialSpeaker 


design. Zenith Wavemagnet. Rich 
swirl plastic cabinet. AC, DC. 
(White plastic $82.50* 


$79.95° 








sons ostace RADIO 
and TELEVISION 


ELECTRICAL MERCHANDISING—OCTOBER, 


ZENITH HAS THE GREAT VALUES 


*Suggested retail price. West Coast prices slightly higher on Medallion, Super- 
Triumph and Symphony. Prices subject to change without notice. 


ZENITH RADIO CORPORATION 


6001 West Dickens Avenue 


1949 


Chicago 39, Illinois 
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CADILLAC DEALERS 


KNO 
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there's a Santa Claus! 






- Le Please, 


Lighten her housework i 

-.- bright. 
en her life for years to come, net 
the gift that’s bound to please — 


—_—— 
CADILLAC 


VACUUM CLEANER 


Give her a super effici j 

Cadillac, with hinsinaeateteins 
brush, or a powerful cylinder i 
Whichever you choose, it’s today’s 
best value in fast, thorough cleaning. 


Ask your Cadillac dealer for a demon- 
Stration. Write for his name— today 
(Ulu strated) 
MODEL 301 


Single speed 


$4995" 
TAD TILT iit lay 
ments shown 






Oe luxe Mode! 800 
(2-speed control 
with full set of 
attachments 


$69.95* 


(Wlustroted) 
MODEL 125 


$4995" 
i uding 
9 attachments 


De luxe Model 143.4 
(2-speed control) 
with full set of 
attachments 
$74.45* 





*Slightly more west of Rockies 








Sere as you’re 
born, this Christmas, 
thousands of Santas 
(intheflesh)willmarch | bination refrigerator-washing machine 
into retail outlets and 
ask for Cadillac—the 
cleaner that tops them 
all for fast, thorough 
cleaning. 





NATIONAL 


ADVERTISING 


in leading magazines 
pre-sells potential 
Santas on dependable, 
dirt-hungry Cadillacs. 
This ensures not only a 
brisk holiday business, 
but steady sales through- 
out the year. Depend on 
Cadillac to prove there’s 
a Santa—to build lasting 
good will for your store. 














CLEMENT 


Dept. A, 6666 S. 
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SINCE 1911 
Sold only by reliable 
dealers and distributors 


ee Al 
CLEMENTS MFG. CO. 


Narragansett Ave., Chicago 38, Ill. 





Trade-in Rentals Are Gravy 





must handle,” Bechtold said. ‘While 
we could easily sell all of our rebuilts 
merely as guaranteed used appliances, 
we much prefer to rent them—because 
over the long run, we show a greater 
profit per unit, 50 percent of those who 
rent a machine wind up buying them, 
and we create a market for many more 
new appliance sales.” 

In the basement of the handsome 
LeMoine building in Denver’s down- 
town shopping district, Bechtold oper- 
ates an efficient rebuilding shop which 
reconditions not only appliances taken 
in trade by a dozen outside salesmen, 
but also others which Bechtold buys 
wherever he can obtain good-quality 


used refrigerators. “Our rental market 
is such that trade-ins alone under the 





regular scheme of things won’t supply 
the list,” he indicated. “Frequently 
we have five requests for a rental re- 
frigerator for every unit the shop can 
turn out.” The shop is staffed by two 
full-time rebuilding mechanics, a com- 


expert who handles outside calls and 
rental equipment maintenance, and a 
supervisor, who makes adjustments, 
figures delivery schedules and oversees 
repair operations. The shop has han- 
dled as many as 50 major appliances 
per month. Formerly, all trade-ins 
were repainted in a spray booth, but 
personnel shortages have put an end 
to that. “We found that we don’t have 
to repaint either washers or refrigera- 
tors to rent them,” Bechtold empha- 
sized. “In fact, the usual renter is far 
more interested in the service the unit 
will give than in its appearance.” 


Variety of Rentals 


During March, Bechtold ran a 
quarter-page newspaper ad in the Den- 
ver Post, urging homeowners to trade 
in their old boxes while allowances 
were highest. The ad was headed 
“Wanted—100 used refrigerators for 
rental purposes—this is the rental sea- 
son—trade in your old refrigerator 
now ... while allowances are high- 
est!” This is typical of methods which 
have been used to obtain a steady 
stream of trade-ins, while at the same 
time, selling a lot of new Frigidaires 
to housewives responding to the sug- 
gestion. 

LeMoine’s rents radios, washing ma- 
chines, refrigerators and vacuum clean- 
ers. Used refrigerators rent at $5 per 
month, new boxes at $10, washing ma- 
chines from $3.50 to $5.00 per month, 
radios from $2 up, and vacuums $3 on 
up. All are displayed and rented di- 
rectly from the sales floor, which is 
exposed to downtown Denver’s heavi- 
est sidewalk traffic. Small signs let- 
tered “Rent A Refrigerator” or “Rent 
a Washing Machine” behind the mod- 
ern, all-glass front, are all the adver- 
tising needed. 

“People tell each other about the 
service,” Bechtold said “and we find 


|we attract a lot of young married 


couples whose starting expenses rule 
out the price of a new box and who 
have been steered our way by friends 
or relatives.” 

Naturally, LeMoine’s chief goal in 
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making rentals is the ultimate sale of 
the refrigerator or washing machine, 
without taking it out of the customer’s 
house once it has been installed. About 
50 percent of those on the list actually 
go ahead and buy—and the only rea- 
son more do not is that the service in- 
variably attracts the lowest income 
brackets, according to Bechtold. 
“Many of our customers are those 
who would get along with an ice box 
or do without refrigeration unless we 
rented them a refrigerator,” he claimed, 
“and they can never afford more than 
the rental amount, even to make up a 
down payment on a new refrigerator.” 


Six Months to Decide to Buy 


When the rental contract is made out 
with the customer, LeMoine’s marks 
up the appliance enough so that the 
profit when the box is sold is ample 
to cover the repair costs, haulage, etc., 
involved. Thus a $100 refrigerator may 
be valued at $124 or so on the rental 
form, which of course makes little dif- 
ference to the renter. Then, when tak- 
ing the box out, the renter is told that 
he must make up his mind whether he 
wants to buy the washer or refrigera- 
tor within a six month period. Then, 
whenever the customer makes up his 
mind to keep the rented appliance, 
LeMoines’ allows him one-third oi 
whatever amount has been paid in to 
be credited on the purchase price—in- 
stead of the full amount. The reason 
for this is simply to cover expense of 
repairs to the appliance while in ser+ 
ice, drayage, etc., and leave a worth- 
while profit. Quoting the appliance at 
a good price during the original trans- 
action and limiting the amount of rental 
payments which can be applied to the 
sale has kept rentals constantly profita- 
ble at the Denver firm and also covers 
unexpected expenses, cost of recondi- 
tioning and extra service trips. This 
is always carefully explained, and has 
met with the approval of almost every 
renter. “Few of them expect to keep 
the machine permanently when the con- 
tract is made out,” Bechtold added, 


“but once they become accustomed to 
the refrigerator or washer, and realize 
that some of their rental payments can 
apply, quite a few decide to transform 
the deal into an outright purchase.” 
Despite the offer, there is an incredi- 
(Continued on page 226) 
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"YOU FOLLOWED THE RECIPE ALL RIGHT, 
DEAR, BUT YOU PUSHED THE WRONG BUTTON!” 
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The 
HOH iI & fw 


Line is a Complete Line of 
HOME LAUNDRY EQUIPMENT 


Backed by more than 77 years of experience 
in Laundry Equipment Business 


HOnRTBanNt 
Automatic Washer 
Double tumble washing action 


HORTON 
Automatic Dryer 
Twenty pounds capacity 


HOR TaN 


Console lroner 
with the Breathing Roll 


HORT NY 
491 Washer* 
with automatic timer 


HURT &3 
492 Washer* 
with oversize tub 


HORTON 
417 Washer* 
lowest priced double-wall tub washer 


HORTON 
494 Washer’ 
ol me icehatlom ol icellite Mm lala 


HORT «dN 
640A Ironer 
—lowest-cost ironing luxury 


HOR 'T € Nt 
547 lroner 
“Yith knee control lever 


HORTON 


Kleenette 
fits all Horton Washers 


ll HORTON 
848 lroner Table’ 
—the right height for comfort 


iI2 HORTON 


Texteel lroner Chair 
met hitiestanls Ma-ileh 4-10 aeliihicl am 


*All Horton Washers are available with Kleenette and Pump 


—everything for the dealer who wants a Distributor Inquiries Invited 


i Bae | d a. HORTON MANUFACTURING CO. 
p m qunary tine. Fort Wayne, Ind. 


CANADIAN DEALERS: The name HORTON ELECTROHOME distinguishes Horton designed products made and sold by Horton's offiliate—Horton Electrohome Industries, Ltd., of Kitchener, Ontario 
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. omplete modern kitchens 
without rebuilding | 


: THE MORTON LINE IS ADAPTABLE TO KITCHENS OF AMY SIZE OR SHAPE 








When you stock and sell the Morton Line of 
modern kitchen equipment, you have the 
outstanding advantage of being in a position 
to fill every requirement of a// your customers 
—regardless of the shape, size or type of 


kitchen concerned! 


You can show each customer how to have a 
lovely kitchen without rebuilding... simply 
by buying a unit or two at a time as the 
budget permits. Thus, you build repeat busi- 


ness—and steadier profits—for your store. 


A moderate investment in a representative 
display assortment of Morton products is 
all you need to start. Write for your free 
copy of “Invitation to Profits’’-—our new 
broadside giving detailed suggestions as to 
how you can take fuller advantage of this 


profitable market in your own community. 
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Pantryettes®— Replace the old- 
fashioned pantry. 18” to 66” long; 
two heights (30” and 18”). 


Base Cabinets—Modern design, 
with “Contour Front’. 18” and 
24” wide; combination tops avail- 
able for multi-unit arrangement. 
Cabinet Sinks—The last word in 
sink efficiency. 42” to 66” widths. 





& 








Electro-Drain— Automatic sanitary 
garbage disposer. 


Rotashelf— Modern corner base 
cabinet with rotating shelves. Con- 
verts ‘‘dead”’ corner space to useful sal 
storage space. < 
Specialties — Space-User (shown 
at right), makes small spaces use- 
ful; glass “‘what-not’’ wall shelves; 
filler strips for base cabinets and 
Pantryettes. 





SPACE-USER 


MORTON MANUFACTURING COMPANY 
5125 West Lake Street, Chicago 44, Ill. 


| Trade-in Rentals 
_ Are Gravy 
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ble number of renters included in the 
list who continue to pay the same rental 
charges month after month, with no in- 
dication of either returning the appli- 
ance or buying it. This has led to some 
rather amazing returns on some refrig- 
erators and even radios. 

“We have people on the books wno 
have kept the same appliance for three 
years or more,” he pointed out. “Such 
as a woman who paid in $270 on a 
trade-in refrigerator in rentals. We 
have had others pay $40 and $45 on an 
inexpensive radio with no move to buy 
it. When we find such instances, we 
try to sell the customer on buying a 
new appliance, making them a libera 
allowance from the rental amount paid 
in, or tear up the contract, telling them 
when they pay the final month’s rental 
that the appliance is theirs. This ha 
happened dozens of times; in which w 
merely gave the appliance to the rente~ 
when payments went far over the avtnal 
value of the unit plus its fair profit. 
Perhaps it is the security of ge‘tine 
good service; but in any event, there 
are many people who would rather pa‘ 
rent on an appliance than to buy it.” 


60 Days Rent in Advance 


Until recently, LeMoine’s re uired 
three months’ rent in advance on all 
rebuilt appliances, but now has cut this 
to only two-month periods. As a re 
sult, almost any-person in any incon 
group, particularly young newlyweds, 
can obtain a refrigerator, no matte: 
how straitened their circumstances 

“Renting any type of appliance actu 
ally ties the prospect to the store for 
a long time,” Bechtold said, “which 
means that when they can buy a new 
refrigerator, we’re most likely to get 
the business. Charging for two months’ 
rent pays the delivery costs in the event 
that the appliance must be returned 
shortly. There doesn’t seem to be any 
bottom to the rental market, because 
we are always four to five refrigerators 
behind on demand, and women tell us 
they want to rent washers or radios for 
as short a stretch as a single week.” 

The reconditioning shop at Le- 
Moine’s is constantly at work turning 
out trade-ins to meet the rental requests 
on hand. Only at rare intervals has 
the supply exceeded listed, waiting cus- 
tomers. At such times the rebuilt re- 
frigerators and washers are merely 
priced and sold off the sales floor. 

By far the most worthwhile asset of 
this plan is the much higher return per 
unit through rentals than could be ac- 
complished with outright sales. “If 
the dealer is willing to wait for his 
profit on each reconditioned trade-in. 
he will find a lot of satisfaction in 
rentals,” Bechtold said, “but, naturally, 
the idea involves tying up capital in 
many rented appliances, with returns 
slowly amortizing original costs, and 
then moving into profit. A $115 re 
frigerator sale is not nearly so worth- 
while as a $200 rental from the same 
unit— and besides that, we can often 
sell the renter a new refrigerator, or 
show a 40 percent profit on the rental 
unit after the initial rental period in 
come has been banked.” End 


OCTOBER, 1949—ELECTRICAL MERCHANDISING 








T 


ae 
<4 = 


er ee ae ee ae a a ee ena w mn” 








Sell It All In One Package 4 


Your customer wants to buy all of the items and all of the services embodied in the sensa- 
is tional new multi-service Everhot Roaster Ensemble. She wants the freedom that only such 
al complete equipment can give her. She wants the handy convenience that meets every—not 
n- just one or two—culinary requirement of modern 
i- family life. 






Why make her come back again and again? Why 
put the burden of repeated effort against a sale 
that can be made in one presentation? All the 
different units in the Everhot Roaster Ensemble 
belong together, work together, complement each 
other, but some women never live long enough 
to enjoy them all because you have been selling 
them one at a time, days, months, years apart— 
some are almost worn out before others are 
purchased. Sell this ultra modern, Everhot 
Ensemble and give your customer everything— 
not merely a part—of what she wants. 





An integrated ensemble 
” of specialized cooking units. 
. The Everhot ROASTER ENSEMBLE embodies 
;' in one magnificent assembly of almost infinite 
or versatility the following specialized units: 
~ % The well-known Everhot Roaster-Oven im- 
proved, refined, modernized. y& Everhot all-steel 
\ cabinet providing ample storage space. Exclu- 
He sive, secure door catch. Cooking guide. Four 
;' sturdy swivel casters. xe Everhot Electric Timer 
Clock. Simplified, one-knob on and off setting. 
Readily removed for many other uses—decorated 
panel slips into its place. y%& Everhot Broiler- 
ad Griddle Set. Heavy aluminum frying griddle. 
1 Reflector serves as broiler pan and cookie sheet. 
is %& Five-piece Pyrex Everhot dish set. Cleverly 
c styled. Guaranteed against breakage for one 
year. xe Handy, adjustable Elevator Rack pro- 
s, vides double deck cooking. Automatically re- 
c mains raised for easy serving. 


Full Margins—Quick Turnover 
. Immediate Delivery. Phone, Wire, Write. 


THE SWARTZBAUGH MFG. COMPANY 
Toledo 6, Ohio 





Advanced Portable Electric Cooking Appliances, 
Heaters, Blankets 


nt THE NEW MULTI-SERVICE 


| eveniior 


— 






































@ The various units comprising 
the Everhot Roaster Ensemble are 
designed and made to constitute 
prom parts of the complete en- 

le, but each can be purchased 
and operated independently of the 
others. 





sem 


Ee) Everhot Roaster Ensemble 





% SPECIFICATIONS 

in No. 950 Roaster Oven UT 365 Price $39.95 No. 946 Broiler-Griddle Set Price 7.95 
s No. 951 Cabinet # 17.95 Total $76.80* 

1s : No. 927 Timer Clock st 10.95* *Plus $2.19 Tax 


| 
Cooks a complete meal 





~ 
— ‘ 
- Sor up to 10 persons. —~ 
' 7 o oh. 
o -s | = | f ) 
T — - 











A package hitchen 
id Quick, easy broiling Roasts 20 Ib, turkey. New ease and better results Bacon and eggs or hot cakes Canning, preserving and Freedom for the housewife. Carry hot foods to Jor rumpus room, 
or toasting. in baking. and sausage at their best, simmering. picnic parties. cottage or camp. 
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Distribution ... 
Tailor Made 





says the genial distributor. 
to him that 
is in business to make a profit, 


the dealer,” 
We 


while lie 


continually stress 


he best way to make it is to render 


service. This is the first and foremost 
tep in a series of four points which 
constitute our plan of helping the 
dealer to sell his merchandise. If we 


can get the dealer service-minded we 
have gone a long way toward building 
since service is still the 


best factor in merchandising. 


his business, 


Advertising Value Emphasized 


Our second step is to get the dealer 
advertising-minded. If we can get him 


to tell it, he can sell it. So we go at 
this angle by maintaining our own 


mail and advertising department. Any- 
where 2,000 to 3,000 pieces of 
out every week to dealers in 
the state. We have a full line of mats 
and advertising copy which is always 


Irom 


mail go 


kept up to date and which is provided 
the dealer wl ‘mn use it to 
And if necessary, we'll sit 
right down and help him write his own 


. ] 
never he ¢ 


advantage. 


ippeal to buyers in 


original copy to 
his own locality. 
Che third point in the program 1s 
the dealer sales-minded and to 


keep him that way. Twice yearly, we 


to get 


have every dealer in our territory in 
for sales meetings and to hear factory 
or manufacturers’ representatives. Be- 
sides these regular meetings, we en- 
courage dealers to visit us as often as 
they wish and about once a year we 
an ‘open house’ lasting a week 
tor dealers, and friends. 
‘To we 
hold a weekly sales meeting the 
district representativ« t is our belief 
well informed, 
work through 


r. We insist 


be exacting 


stage 
their wive 


our dealers, 


better reac! 


tor 


that if these men aren’t 
the dealer isn’t, since we 
them to develop the deal 
that their work 
For 


required to go into 


] 
therefore, 
and specific. example, they are 
i dealer’s store and 
if his merchandise is dusty, to dust it 


off or physically move it into proper 


display. They must accept all com- 
plaints without argument—and accept 
them with a smile. It is their duty to 


instruct the dealer 


merchandising, 


in ways of moving 
arranging effective 
displays and ina ting them in train- 


ing their salesmen 


(Contin icd on opposite page) 





“HERE |! SHIVER ALL DAY OVER A COLD 

FREEZER THAWING OUT FOOD TO GET YOU A 

DECENT MEAL, oa WHAT THANKS DO | 
Tv?” 
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DIFFERENT! 


AUTOMATIC ICE CUBE MAKER 


=—THE ONLY MACHINE THAT PROVIDES 






















MAIL THE COUPON—GET THE FACTS TODAY 








i 
i CARRIER CORPORATION, 306 S. Geddes St., Syracuse 1, N. Y. - 
§ Send me, without obligation, information about the profit g 
§ possibilities of the new Carrier Automatic Ice Cube Maker. J 
| t 
t Name = = 4 
| 4 
f Firm Name ipa inal ilaliaa —o i 
’ | 
x Street = y 
REFRIGERATION EQUIPMENT ° ‘ 
h City ' Zone State | 
fe ol 
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Tailor Made 
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“The final point in our dealer pro- 
gram is to see that the dealer never 
oversells his product. We make it a 
point to show the dealer any bad points 
of his product as well as its good points 
in order that he may know his mer- 
chandise thoroughly.” 


Rural Areas Covered 


Mississippi is a state of many rural 
electric lines and the staff of Southern 
Wholesalers sees to it that full cover- 
age is accorded the rural areas. The 
firm works with REA offices when 


| new lines go up, often utilizing REA 


display rooms to show new merchan- 
dise tor the dealers in a particular 
section. These displays are rotated so 
that every dealer in the area gets a 
plug for his business. 

Occasionally, the distributing firm 
will stage an event to assist the dealer 
in getting traffic into his shop, such as 
giving away a radio at a drawing 
held for registrants during a certain 
week. Last fall, the firm gave $500 in 
cash prizes to dealers who moved the 
largest number of Crosley radios from 
their floors. The event proved so popu- 
lar it will be repeated annually, accord- 
ing to Mr. Camper. 

A novel promotion found highly 
effective by the firm is a tie-in with 
Ekco Products, Inc., makers of kitchen 
products such as cooking utensils, cut- 
lery, etc. Whenever a package kitchen 
or laundry is sold by one of Southern 
Wholesalers’ dealers in the Jackson 
area, unbeknown to the purchaser a 
package of Ekco products is included 
in the deal. When the job is about 
half completed the dealer informs the 
customer that she is getting a surprise 
package of Ekco products along with 
her purchase. The tie-in has proved 
an excellent business-getter because 
of its spur to word-of-mouth advertis- 
ing and building future good will. 

In the space of three short years, the 
big Mississippi distributing firm has 
proved its point—that dealers in the 
Magnolia State are sold on the idea of 
helping build the state by buying in the 
state. The firm serves all sections of 
the state except three or four counties 
in the extreme northern section, by 
maintaining a new and gleaming white 
headquarters building at 333 S. Farish 
St. in Jackson. The building contains 
offices, show rooms, service and repair 
sections and more than 18,000 square 
feet of warehouse space. End 





Tecevision 


“| SAID WE'RE NOT WATCHING THE 
FIGHTS TONIGHT!” 
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it belongs in 


QUSEHOLD 





... because Household goes to 
Big families (over 2,500,000 children) 
—more cooking, washing, sewing. With Big homes (average 6.2 rooms) — 
more heating, plumbing, housekeeping. 

You can see why Household home editorial is strong on home products. 
Not one, but two regular features are devoted to appliances. Indeed, 20% 
of all Household articles are on home furnishing and management. Already 


this year, 3,223 Household readers have told the editors what they do and 
do not like about the home equipment they use. 


Home families plus home editorial. There’s your profit combination. 
Household concentrates this combination where other magazines do not— 
in the big-spending communities under 25,000. And Household does it for 
less per page per 1,000—four colors, $3.20; black and white, $2.40. 


HOUSEHOLD'S profit combination 


HOME FAMILIES pe HOME EDITORIAL 


* 2,107,586 reader families * Home furnishing & management. . ..20% 
* 3,764,000 primary adult readers * Food....... Seabed a were asta eels widiaes 18% 
* 2,635,789 children * Home building & modernization..... 14% 
* Women 81% housewives OF Re vosccbdnekouceccvecsnces 8% 
* Families 62% home owners eee 8% 
* 87% with gardens ee 5% 
* Eat three meals a day * Fiction, inspirational, community 

at home  cacigkwabdnecenacoan 20% 
* 82% in communities under 25,000 * Miscellaneous......... ‘ wisn waa 7% 


HOUSEHOLD 


Topeka, Kansas 





> Fit belongs in the home 





Coin Meter Selling 
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empty the meter, count the coins in 
his presence, and give him a receipt 
for the amount. The refrigerator would 
be paid for, all in quarters, at the end 
of between 24 and 30 months, depend- 
ing upon the original cost. 

Anticipating quick public acceptance 
of the idea, Coyne said he laid in about 
1,000 refrigerators above his regular 
inventory before going ahead. At the 
height of the promotion, Sampson 
Co., Norge distributors, held a testi- 
monial dinner for Coyne, honoring 
him as a “Doctor of Merchandising.” 

The normal selling force was able 
to handle the traffic, but special desks 
had to be set up in the selling area 
to expedite handling of credit investi- 
gations and contract signings. The 
store’s usual carrying charges were 
attached to the selling price for the 
meter service, Coyne said. 

Other appliance dealers in the Chi- 
cago area hopped on the bandwagon 
soon after Coyne brought Meter- 
Matics back into vogue. Most stuck to 
refrigerators, but some offered wash- 
ing machines, ironers, and oil burn- 
ers under this plan. One tried it out 
on a suite of living room furniture. 
Others sold television sets this way, 
the meter being connected so that it 
would provide one hour’s entertain- 
ment for a quarter. 

All merchants quickly learned, how- 
ever, that the customer is prone to 
forget about depositing the quarter 
every day if his appliance isn’t in 
daily use, so installations generally 
were made on refrigerators, which 
have to keep going, no matter what 
kind of merchandise was bought. 

General Furniture was the first com- 
pany in a major city to revive sales 
under the meter plan and it reaped 
handsome rewards for doing so. So 
has Chicago’s International Register 
Co., which makes Meter-Matics and 
sells them to retailers at $6.95 each. 


Fewer Repossessions 


Surveys conducted by International 
Register show that merchants have 
been forced to repossess 50 percent 
fewer appliances sold under the meter 
plan than those sold under conven- 
tional financing agreements. Not only 
have customers been faithful in de- 
positing quarters, but many have used 
the meters as piggy banks for pennies, 
nickels, and dimes. Although these 
coins will not activate the clock-like 
dial which ticks away the purchased 
time, the meter will take them so that 
whatever is collected in this manner 
can also be applied to the monthly 
payment. 

Has Meter-Matic—or meter magic 
—stimulated refrigerator sales? Wit- 
ness the testimony of one Chicago 
wholesale distributor: His normal 
warehouse inventory of refrigerators 
prior to July 1 (which, incidentally, 
was the burial date for Regulation 
“W”) was 6.000 units, enough to keep 
retailers in the area fully stocked. 
Six weeks after meter selling was re- 
vived, his inventory was down to 600 
boxes and he was forced to ration re- 
frigerators to retailers. 


End 
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5 NEW MODELS PRICED TO SELL* 
from 8 95 (space-saver model) 
to $14.495 (custom deluxe model) 








Cooks — eatin teie Gas 


EXCLUSIVE...can be dismantled 


in less than 1 minute! No other 
gas range is so easy to service 


Sells for less, feature for feature, 
than any other Gas Range 


The NEW Florence Regency Gas Range Line 
was designed to sell fast in today’s market...at 
a good profit for you! 

Top value, it sells for less, feature for feature, 
than any other Gas Range. 

It cuts service expense to the minimum—be- 
cause the new Florence Regency Line is by far 
the easiest to service. 








It out-performs other leading ranges...offers 
the sensational vITA-FLAME Burner which is 
found on no other range, at any price. Get de- 
tails from your Florence representative or PHONE, 
WRITE or WIRE the nearest Division Office. 





i *Depending on transportation costs. a QPENS. 

Tests prove Florence more efficient hae, 

Models for LP-Gas (bottled or tank) and City Gas iS Anauraaany &: 

In laboratory tests, conducted un- 12% more efficient than Range E Soayy ot" 


der A.G.A. standards, the Florence 11.5% more efficient than Range D 
Vita-Flame Burner and 5 other ce 11% fficient than R c 
leading brands were compared pion: > more ermcent than range 


for efficiency. Tests proved con- I$ 10.5% more efficient than Range B 
clusively that: 10% more efficient than Range A 


GAS RANGES + LP-GAS RANGES «+ ELECTRIC RANGES + OIL RANGES REGENCY 
DUAL-OVEN Combination RANGES + OIL HEATERS + GAS HEATERS GAS RANGES 





FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Mid-Western Sales Offices and Plant: 
Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Ave., N. Y.; 1459 Merchandise Mart, 
Chicago; 419 Western Merchandise Mart, San Francisco, Cal.; 53 Alabama St., S.W., Atlanta; 301 No. Market St., Dallas. 
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BOYCO CLOCKS 
| 


Beautiful authentic 
reproduction of famous “old world” clocks. 
Smartly styled for any home or office... library, 


living room, den, mantel...in fact, any room. 





e All Electric—with noiseless swinging as LABORATORIES 


pendulum APPROVE 

e Nationally known self-starting move- . Guaranteed for one full year 
ment 

© Beautifully carved simulated wood * 110V AC, 60 cycles 


Introducing 
the NEW 
“COLONIAL” 


A beautiful reproduction in full size of this 
early American period clock. In antique 
mahogany or maple. Size: 14%” 
high, 842” wide, 33%” deep. 


$1495 


. . s 
List Price Fed. Tax 





The 
“ELIZABETHAN”’ 


Created in miniature to match every detail of 16th 
Century William and Mary period styling. In Mahogany 
or Ivory Finish. Size: 1834” high, 642” wide, 342” deep. 

List Price 


$1495 


plus 
Fed. Tax 





The “SHERATON” 


ars , 
Miniature reproduction of the favorite 
clock of the early English period. In 
Mahogany or ivory finish. $] 395 
Size: 1742” high, 642” wide, “A 
Fed. Tax : = 


342” deep. List Price 


The “Princeton” 
GRANDFATHER CLOCK 


Authentic reproduction in miniature which 
is the acme of “old world charm.” In ivory 
or Mahogany Finish. Size: 15%” 
high, 6%” wide at base, 5%4” 
wide at top. 





$1395 


; . plus 
List Price Fed. Tax 








ORDER FROM YOUR JOBBER. If he cannot supply you, write for name of 
nearest jobber. Literature and newspaper mats available upon request. 











BOYCO, INCORPORATED 


GENERAL OFFICES: 1800 NORTH ASHLAND AVENUE, CHICAGO 22, ILLINOIS 
SALES AND DISPLAY 


1589 MERCHANDISE MART 
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Two-Temp Refrigerators Need Demonstrating 





everything. An ultra-violet lamp will 
prevent taste or smell from contami- 
nating other foods. Every woman who 
has wrestled with the odor problem for 
years will give a gasp of surprise when 
she learns that. 

“Another smelly dish is fish. The 
other day I made a creamed salmon 
loaf and had left over a half cup ot 
salmon. I put it in an open dish under 
the lamp and not a speck of odor got 
into any other food. 


Lots of Bread Wasted 


“Small families waste more bread 
than anything else because they never 
use up a loaf before it dries out. 
Bread these days costs money. You 
can put unwrapped bread in a moist 
cold modern refrigerator and it will be 
good until the last slice is left. 

“One of the nicest things about a 
two-temp refrigerator is the way it 
takes care of leftovers. Very few 
women realize how much food goes out 
the back door simply because it is kept 
around too long. The upper, below-zero 
compartment practically insures im- 
mortality for that dish of left-over 
food.” 


No Defrosting 


Freedom from defrosting is, another 
angle that can be demonstrated which 
will make a hit with the wome.: audi- 
ence, declares Miss Rogers. 

“With the two-temperature refrig- 
erator so different,” says Miss Rogers 
“and calling for demonstration, I think 
it is stupid not to have the refrigerator 
help you do the selling job. Any dealer 
should arrange a display of food that 
the housewife knows will perish in- 
stantly in her conventional refrig- 
erator. I think he should put in a plate 
of sliced cheese and a card giving the 
date on which the plate was set in the 
refrigerator. As time goes by and 
prospective customers see how moist 
and pliable the cheese remains and 
taste it themselves, it will help put 
over the idea that here is something 
different. 


Ice Cream Paves the Way 


“A plate of bread should be there, 
carrying the same date. In the upper 
low temperature compartment, a dealer 
should carry ice cream and some 
paddles and could give the woman 
prospect a taste to enable her to see 
that the temperature is perfect. I also 
suggest that he carry a supply of ice 
cream bars, and if she has a youngster 
with her, dish one out to the kid so he 
will be both happy and quiet while his 
mother is listening to the story. 


A Thump That Is Convincing 


“Drop a piece of wrapped meat on 
the floor before her. The thump it 
makes is quite convincing proof of 
how solidly it is frozen. 

“And don’t forget to slam the door. 
The healthy ‘chunk’ is a convincing 
demonstration that the refrigerator is 
well built. 

“The industry must overcome the 
feeling on the part of the public that 
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moisture is associated with abnormal 
operation in a refrigerator. We have 
to tell the story of how the presence of 
moisture enables the food to stay fresh 
and flavorful. 


Do Some Specialty Selling 


“The two-temperature refrigerator 
carries a margin of profit that enables 
the dealer to do a specialty selling job 
on it. Every town has some active or 
retired home economist who can be 
called on to demonstrate the finer 
points of this kind of refrigeration. 
Every dealer should keep a box loaded 
so that it helps tell its own story in 
how different it is from the conven- 
tional refrigerator. 


Be Sure to Call Back 


“Finally, if one two-temperature 
box is to sell another by word of mouth 
from the housewife, dealers are justi- 
fied in sending out demonstrators to 
call on housewives who have just pur- 
chased them to make sure that they are 
getting the most out of their refrig- 
erators. It’s the old story of using the 
user, but in this new era of specialty 
selling just coming in, it will most 
certainly pay off.” End 





More women 
own and use 


BENDIX 


automatic 


Washers 
than 

all other 

automatics 

combined 
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| faa! ay MERICAN 


Current advertising in The American Weekly featuring 
Domestic Sewing Machines appears in the October 9th issue 
of The American Weekly. 








Display This Home Furnishing 
and Appliance Store Merchandise 
Advertised in the Current Issues 
of The American Weekly. 


Admiral Radios - Anderson Windshield Wipers » Auto- 
Lite Batteries - Crosley Shelvador Refrigerators * Delta 
Electric Lanterns - Domestic Sewmachines - G. E. Lamp 
Bulbs * Maytag Washers « Philco Television Sets » Starrett 
Television Sets * Youngstown Kitchens 
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Brand Names Are Your 


Customers’ Friends... 
Let Them Meet In 
Your Store... 


THEN WATCH SALES 
GO AHEAD 


Customers and nationally advertised brands 
know one another quite well. 


REASON: Customers see more advertising 
of “Brand” merchandise in big national maga- 
zines, and are familiar with the quality of 
those products. 


RESULT: When shoppers see them displayed, 
they buy. 


DISPLAY WHAT MERCHANDISE: Mer- 
chandise that is featured in the advertising 
pages of The American Weekly, because it is 
known to more of your customers, because 
The American Weekly is the biggest national 
magazine (circulation, 9,868,474). 


| Would you like to know how many fam- ; 
ilies in your area read The American | 
; Weekly? Write Promotion Department, ; 
| 63 Vesey Street, New York 7, New York. | 


THE AMERICAN 
ss EEKLY 


Gum A HEARST PUBLICATION 





THE MAGAZINE DISTRIBUTED FROM COAST TO 
COAST WITH 21 GREAT SUNDAY NEWSPAPERS 


63 Vesey Street, New York 7, N. Y. 
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Three more new product pace setters have been 
added to the fast selling, fast growing Signal 
line. New, performance-proven products mean 
new customers and new profits for you...new 
fame for that 58-year-old, famous-for-perform- 
ance name — Signal! 


SIGNAL 6 inch BENCH GRINDER 


Low Cost... 

Versatile .. . Tough 

Model G-141, % H. P.— $49.30* 
Model G-131, 3 H.P.— $58.00 * 





SIGNAL Stationary DRILL STANDS 
for all SIGNAL DRILLS 


model DS-1 
Drill Stand for 4” 
Drills $26.60* 


Signal 4" Drills 
OB-8—$32.00* 
O8-4—$37.50* 


model DS-2 
Drill Stand for Y2” 
Drills $37.80* 


Signal 42" Drills 
OB-5— $60.00* 





og | | SIGNAL Conversion KIT 
| for all SIGNAL DRILLS 


model BA-230 
—sanding, grinding, 
buffing and polishing 
accessories for use with 
all Signal Drills — 


$3.75* 


— for Signal’s long-profit dealer discount schedule . . . get full 
details on Signal’s versatile, all-season line today! 


Signal Quatity- Products Sell on Sight! 
Signal Electric Mfg. Company 


DEPT. A-5 MENOMINEE, MICHIGAN 
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Is It Legal? 








lor example, in Moore vy. Dallas 
Post Co., 215 S. W. (2d) 398, the 
testimony showed facts, as follows: In 
1936 the Dallas Post Co. purchased 
20,000 electric fuse plugs from a manu- 
facturing concern located in Louis- 
ville, Kentucky, and acquired a whole- 
sale distributing agency to sell the 
plugs. These plugs were supposed to 
have mercury in a back chamber. lf 
the fuse overheated, due to overload, 
the mercury was supposed to expand 
and go into the outer chamber. The 
fuse was then to be taken out and 
rapped sharply on the back and the 
mercury was supposed to flow through 
a small hole back in the rear chamber, 
making contact and renewing the 
circuit. 

The chief electrical inspector of the 
various cities in the state refused to 
approve the plugs. The Dallas Post 
Co., not being able to sell the plugs, 
placed them in storage for eight years, 
when it sold them to one Moore. 

In subsequent suit the higher court 
held the Dallas Post Co. liable in 
heavy damages to Moore, and said: 

“We are of the opinion .. . that 
there was such material concealment 
and misrepresentation on the part of 
the defendant (Dallas Post Co.) as 
was calculated to and did mislead the 
purchasers of the involved juse plugs, 
their quality and salability, their dan- 
gerous instrumentality for safety to 
life and property unknown to the pur- 
chasers but known to the seller, sup- 
porting actionable fraud.” 


Seller Is Relieved 


According to a recent higher court 
if a written contract contains a clause 
that the contract is the complete agree- 
ment, the purchaser has no recourse 
against the seller for untruthful verbal 
promises, 

For example, in Rockford Co. v. 
Laugh, 227 N. W. 374, it was shown 
that a written sale contract contained 
a typewritten clause: “The contract 
covers all agreements between the pur- 
chaser and the Rockford Co., seller.” 


CONTINUED FROM PAGE 101 





The purchaser refused to pay ior 
the purchased machine and the seller 
filed suit. During the trial the pur- 
chaser proved that the seller’s sales- 
man had breached his agreement since 
he verbally promised and guaranteed 
that he would assist the purchaser to 
learn to operate the machine and he 
did not do so. 

Nevertheless the higher court held 
that the purchaser must pay the full 
contract price, saying that the above 
clause in the written contract clearly 
relieved the seller from any and all 
verbal agreements made by _ the 
salesman. 

Notwithstanding this decision, it is 
well known that such a contract clause 
or notification will relieve neither the 
seller nor buyer from responsibility 
where the testimony shows that fraud 
or deceit was practiced to influence 
the other party to make the contract. 
This is so because all courts agree that 
no person, firm or corporation can 
contract against liability for fraud. 


Manufacturer Breaches Contract 


According to a recent higher court 
a manufacturer who fails to supply an 
electrical machine which will operate 
reasonably satisfactorily is liable for 
full damages sustained by the pur- 
chaser. 

For illustration, in S. F. Bowser & 
Co. v. Brownell, 159 Pac. (2d) 572, 
it was shown that the Yankee Clean- 
ers purchased from a manufacturer a 
dry cleaning unit, at an agreed price 
ef $3,760, to be paid for mostly by 
deferred payments. 

For six months the purchaser and 
also experts of the manufacturer, so 
alleged by Brownell, failed to cause 
satisfactory operation of the machine. 
The purchaser refused to make further 
payments, and sued the manufacturer 
to recover damages for failure of the 
machine to operate. 

In holding the manufacturer liable 
in damages the higher court said that 
the manufacturer is liable in damages 

(Continued on page 236) 


















“I'M YOUR NEIGHBOR DOWN THE STREET—COULD | BORROW A CUP OF SUGAR?” 
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Demonstration 
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18” TOASTER 









Colorful full-page ad in LIFE to lop 
climax concentrated campaign pre-selling 
69,250,000 readers of 7 leading national magazines: 


American Magazine, Better Homes and Gardens, Esquire, 
House Beautiful, House and Garden, Ladies’ Home Journal, Life. 


We're really beating the drums to boom your holiday sales of TOASTSWELL Auto- 
matic Toasters. ..one of the most power-packed promotions ever put behind a toaster, 
concentrated at the peak of the gift-buying season. And to help you channel this tremendous sales 
impact right into your store, we've prepared plenty of FREE merchandising tie-in material. The harder 


you beat the local drums for TOASTSWELL, the more your sales will boom... Boom... BOOM! 


... be sure you get your copy of this hard- 


x 
yYouR Tountawehl DISTRIBUTOR A | hitting merchandising package containing 
-§ LE 8 details of newspaper mats, streamers, dis- 
_ ; play cards and string tags you may order 
HAS THIS COMPLETE Nana ‘ entirely free; our big $500 Cash Prize 
Window Display Contest; and a complete 
MERCHANDISING TIE-IN KIT FOR YOU “SS “instal” seta comp haw nd 
1 when you can tie-in most profitably with 


this huge TOASTSWELL promotion. 


...and be sure your TOASTSWELL Toaster stock Q % 
is adequate for maximum profits! If your distributor 4 \ ad 
cannot supply you, write direct to: = cS 


America’s tastiest toast is made in 





TOASTERS 
THE TOASTSWELL COMPANY 
Model 222-A 620 TOWER GROVE AVENUE, ST. LOUIS 10, MO. 
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ALLIANCE 
TENNA-ROTOR 
SELLS WITH 
TELEVISION! 


TENNA>*+ ROTOR 






TV-FM ANTENNA ROTATOR 


Alliance Films 
Demonstrated to 
3,000,000 TV Viewers 
on 1,000,000 TV Screens in 
25 TV Cities Each Week! 


More than 3,000,000 TV viewers see a complete 
demonstration of the Alliance Tenna-Rotor each 
week ! Television dealers and service stores can tie 
in with compelling sales demonstrations going direct 
to the TV set owners IN YOUR MARKET! 


More Alliance Tenna-Rotors are in use than all other TV antenna 
rotating devices combined ! 


Every Alliance Tenna-Rotor is backed with a ONE YEAR GUAR- 
ANTEE against defective parts and workmanship ! 


Alliance dominates the television audience — place your orders 
with your jobbers early! 


CHECK YOUR TV STATION HERE! 





City Station 
Atlanta WAGA-TV — WSB 
Baltimore WMAR-TV 
Boston WBZ-TV 

WNAC-TV 
Chicago ..W BKB 
WNBQ 
Cincinnati WKRC-TV 
WLW-T 
Cleveland WEWS 
WNBK 
Columbus WLW-C 
Dayton WLW-D 
Detroit WJIBK-TV 
WWYJ-TV 
Indianapolis WFBM-TV 
Louisville WAVE-TV 
Milwaukee WTMJ-TV 
New Haven WNHC 
New York WNBT 
WATV 
Philadelphia WCAU 
WPTZ 
Pittsburgh WDTV 
Providence WJAR-TV 
Toledo .... WSPD-TV 
Washington oe WNBW 


ALLIANCE MANUFACTURING COMPANY + ALUANCE, OHIO 


Export Department: 401 Broadway, New York 13, N.Y., U.S.A. 


Is It Legal? 





to the purchaser for the following 
amounts: The amount paid on the 
purchase price to the manufacturer; 
the amount paid in freight charges on 
the dry cleaning unit; the amount al- 
lowed in trade for the purchaser’s 
equipment; all expenses paid out by 
the purchaser for installation of the 
machinery; for labor, supplies and 
rent, and for additional store room; 
and all other expenses paid out by the 
purchaser during the period of time 
he was attempting to make the unit 
operate successfully. 

Also, this court held that the manu- 
facturer would be liable for the actual 
financial losses sustained by the pur- 
chaser in contracting out his dry 
cleaning during the period the machine 
was not operating satisfactorily. 


Salesman Sues for Commissions 


According to a recent higher court 
an employee, as a salesman, may re- 


cover from his employer compensation 








in strict accordance with the terms of 
the employment contract. 

For example, in Chamberlain v. 
Abeles, 198 Pac. (2d) 927, it was 
shown that one Chamberlain was em- 
ployed by the Rumsen Co. as general 
office manager. Also, it was mutually 
agreed by oral agreement between 
Chamberlain and the company that in 
addition to performing his regular 
duties as office manager he would “use 
his time, efforts and business contacts 
in an effort to procure orders and 
manufacturing contracts from the Can- 
non Electrical Co.” Officials of the 
Rumsen Co. verbally promised to pay 
Chamberlain five percent “over and 
above his regular salary, a commis- 
sion of five percent of the net sales” 
made by the company to the Can- 
non Co. 

Chamberlain called on officials of 
the Cannon Co. and sold them con- 
siderable merchandise. After Chamber- 
lain left employment of the Rumsen Co. 
it sold many thousand dollars worth of 
additional merchandise. Chamberlain 
sued for $5,500 commissions on the 
merchandise the Rumsen Co. sold and 
shipped to the Cannon Co. after 
termination of the employment. The 
higher court held in favor of Chamber- 
lain and said: 

“Plaintiff’s (Chamberlain’s) right 
to a commission is dependent entirely 
upon the terms of the agreement be- 
tween the parties and the nature of the 
services required to be rendered by 
him.” 

According to a recent higher court 
if an employee is hired for a specified 
period of time and the employer dis- 
charges him before this period expires, 
the employer must pay the employee 
full wages for the balance of the con- 
tract period. 

For example, in Alabama Corp. v. 
Higgins, 36 So. (2d) 227, it was 
shown that one Higgins was hired 
under a written contract for one year 
at a salary of $125 per week. Higgins 
worked for about seven and one-half 
months, when he was discharged. He 
sued the employer for $125 a week for 


OCTOBER, 


CONTINUED FROM PAGE 234 





the remaining four and one-half 
months of the year. During the trial 
Higgins proved that he made honest 
effort to get employment elsewhere but 
he could get no similar employment. 

The higher court held that Higgins 
could recover from the employer 
$2,375, or $125 per week for the re- 
maining four and one-half months of 
the year. The court said: 

“The written contract between the 
parties contained a provision that the 
contract was for a year or twelve 
months. This provision cannot be 
varied by verbal action.” 

This court also explained that it was 
permissible for the employer to prove 
that Higgins could have obtained 
similar employment by the exercise of 
reasonable diligence on his part. If the 
employer could have proved this fact 
he would have avoided any liability. 
However, the employer failed to prove 
that Higgins could have obtained sim- 
ilar employment during the remaining 
four and one-half months of the vear. 


Liable As Partner 


A person who does anything to in- 
duce others to believe that he is a 
member of a partnership automatically 
makes himself liable as a partner. 

For example, in American v. Great 
Southern Air Conditioning Co., 16 So. 
(2d) 140, the testimony proved that a 
person named Neelley furnished capital 
for an air conditioning company, and 
he signed the partnership’s financial 
statement. On faith of this statement a 
seller extended credit to the partner- 
ship. 

The higher court held Neelley zully 
liable to the seller who sued the part- 
nership although the testimony showed 
that actually Neelley was not a partner 
in the business. 


Service Company Liable 


Considerable discussion has arisen 
from time to time over the legal ques- 
tion: When a service company accepts 
an electrical appliance or equipment 
for repairs, what amount of damage is 
allowable the owner if it is destroyed, 
stolen, lost or returned in bad condi- 
tion? 

In Taylor v. Oak Appliance Co., 
Inc., 21 So. (2d) 743, it was shown 
that a man named Taylor delivered a 
used washing machine to the Oak Ap- 
pliance Co. for repairs. Four months 
later the machine was returned to 
Taylor without having been repaired. 
Taylor sued the company and testified 
that certain important parts of the 
machine were missing. Taylor asked 
the court to allow him $185, the price 
of a new machine. 

The higher court allowed Taylor 
only $47, the actual value of the used 
machine. This court said: 

“The machine was twelve years old 
when it was delivered to the defendant 
(company) and was out of order, 
otherwise there would have been no 
point in having it repaired. It seems 
to us that the measure of plaintifi’s 
damage is the value of the machine at 
the time it was rendered useless.” End 
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This price tag means business- 


more 
business | 


The new low price on the Model 115 Hoover is designed to boost sales of the 
Model 115 .. . and it is doing just that. It is also proving an effective door- 
opener that makes it easier for dealers to sell the rest of the Hoover line as well. 





It's easy to understand why Hoover dealers have long held an enviable 

position in the industry... 

—they have the most complete line of cleaners: four differ- 
ent models, two different types... 

—they have the prestige of 40 years of leadership and the 
support of powerful national advertising... 

—and they have the Hoover Iron to attract housewives who 
want Hoover quality in this important appliance, too. 


Now Hoover dealers have an additional! advantage in the Model 115 at its 
sensational new low price. No wonder Hoover dealers, like Hoover customers 
are finding new meaning these days in the familiar slogan . 


“You'll be happier with a Hoover " 





THE HOOVER COMPANY 


North Canton, Ohio; Hamilton, Ontario, Canada; Perivale, England 


Doing 
fine in 49 
the dealer with the 
Hoover line... 








Ee 
fo —_ Hoover Iron 








Model 50 


Hoover Cleaner 






Hoover Cleaner 
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these 4’ (4 additions have been 


ae ' 
7 
fifo line 


of steel kitchens 


within the last 21 months! 


made to the 


broom and linen cabinets: Jn 





ee October, 1947, these dual-purpose 
§.) cabinets were made available. 84” 
(ee. high, 24” wide, 13” deep. 

tail 

¥ kustomized tops: Midwest pio- 
ia neered these famous, continuous 


counter tops that eliminate cracks 
and crevices between floor cabinets, 
January, 1948. 
























wall corner cabinet: During 
March, 1948, Kitchen-Kraft kitch- 
ens were installed using the 30” high 
wall corner cabinet, 1042 cu. ft. 
capacity. 


in response ,. 


dealers’ requests, 

Accessories: By June, 1948, six 
new accessories were available, Cut- 
lery tray, metal bread box, flour and 
sugar bins, what-not shelves, bread 
board and condiment shelf. 


Midwest Mfg. Company 
has constantly improved 
the Kitchen-Kraft line of 
steel kitchens. New items 


and features have been 

sink fronts: Sink fronts which 
make it possible to build 252 differ- 
ent sizes of sink units, on the site 
of installation, made their appear- 
ance November, 1948. 


engineered as quickly 
as humanly possible to 
give dealers the most 
complete, the most 


flexible and the highest 

wall, floor cabinets 27” wide: /n 
February, 1949, 27” wide wall and 
floor cabinets were added to the 
line to reduce the need for fillers. 


value to be found in 
any steel kitchens on the 


market today! 


floor corner cabinet: During 
March, 1949, this 42” wide floor 
| corner cabinet that may be used in 
any corner, and doubles as a left or 
right hand sink cabinet, made its 
appearance. 


kustomized sink tops: These 
highly successful sink tops in vari- 
ous lengths were added in April, 
1949. They work hand in hand with 
sink fronts. 


In May, 1949, these wall cabinets 
filled the need for storage space 
above apartment-size refrigerators 
and above 42” ranges. 





gray plastic kustomized tops: 47 
the 1949 July Market, these gray 
plastic tops were introduced. Custo- 


STEEL KITCHENS 





mers may now-choose gray or black | 


tops at no increase in price. 
For complete information " 


on Kitchen-Kraft and the 
new Midwest competitive 
line of steel kitchens, write 


Sales Department: MIDWEST MFG. COMPANY, Galesburg, Ill 


ee 
Gang hE 
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wall cabinet 21” wide, 18” high: | 





dicated that the demonstration was an 
invitational affair, but it granted the 
prospect the chance to bring guests. It 
took the edge of commercialism from 
the demonstration by noting that the 
program would be handled by a home 
economist of the city’s municipal util- 
ity in conjunction with Sears. As a 
clincher, the invitation mentioned that 
there would be “attendance prizes plus 
a package of frozen food for all those 
attending.” A return postcard was en- 


number of reservations the prospect 
wished to make. 

Sears received 123 replies, reserving 
one or more places at the demonstra- 
tion, plus many replies in which the 
| prospect regretted being unable to 

attend and asked to be invited to the 
next demonstration. Yet, when the 
; event took place, doors had to be 
opened to double the size of the meet- 
ing room. More than 200 users of 
frozen food packaging material sat 
through the two-hour demonstration. 

As each person entered the demon- 
stration room, he or she filled out a 
| card with name, address and type of 
freezer facilities. These cards were 
used for the prize drawing and food 
presentation, and, of course, went into 
the active prospect list for Brown and 
his staff. Analysis of the cards showed 
that less than 50 percent of those at- 
tending owned a home freezer—the 
rest were making use of a locker or 
the freezer shelf of a refrigerator. 

After the demonstration Terry 
Brown presented a short description 
of the Sears freezer and invited the 
guests to take a look at the models in 
the freezer department. He presented 
the door prizes—packages of Sears 
freezer wrapping material, and an- 
nounced what was designed to be the 
strongest sales idea of the meeting, 
outside the collection of prospects’ 
names and addresses. He announced 
that there was a package of frozen 
foods for everyone—that it could be 
picked up by presenting their card to 
any one of the salesmen in the freezer 
department. As a result of this method, 
every person at the demonstration 
went downstairs to the freezer depart- 
ment and received his or her package— 
| which a salesman took from an 18.5 
cu. ft. Coldspot deluxe freezer. A group 








“ALL YOU DO IS DROP IN THE 


CANS AND 
TURN ON A BUTTON.” 
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Packaging Materials Sell Freezers 
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“| WOULD LIKE TO SAY THAT OUR MERCHAN- 
DISE 1S GUARANTEED FOR SIXTY DAYS!” 


of more than 200 prospects milling 
around a freezer department, waiting 
to stand by and look into the store’s 
leading model, is a beautiful sight to 
anyone in the appliance business. 
Unexpected development came from 
a rush of business at the packaging 
materials display. The promotion 
which had started two months ago 
at the packaging display finally ended 
up there with a “this is where we 
came in” slant that was by no means 
unprofitable to Sears. During the 
three-quarters of an hour following the 
presentation of the frozen food pack- 
ages to the demonstration guests, 
people were lined up at the packaging 
counter. Terry Brown, every freezer 
salesman, executive Blackham, and 
recruits from the refrigerator depart- 
ment were busy every minute of that 
time selling packaging materials and 
freezer accessories. In spite of its 
design, allowing quick replenishment 
of stock for normal sales, the display 
thinned out—in a short time Brown 
was out of the $11.90 kits, out of seal- 
ing tape, and other items, and had to 
rush call the stockroom. The sales fig- 
ures were not released, but careful 
observation would put the volume of 
packaging materials at nearly $500 
during the three-quarter hour period. 
It indicated that any appliance dealer 
who holds the typical dealer-distribu- 
tor or dealer-utility freezer or frozen 
foods demonstration in his store, would 
do well by arranging one or more com- 
plete displays of packaging materials 
in a position to catch the attention of 
the audience as the meeting ends. It 
might easily return an immediate profit 
that would pay the costs of the meet- 
ing, and it would serve as promotion 
for a continued business in freezer 
packaging materials and accessories. 
What percentage of the guests at 
Sears’ freezer wrapping demonstration 
will be sold freezers is still to be 
seen, but within an hour it was one 
percent, for two freezer sales were 
closed on the floor before the guests 
left and a total of five for the day. It 
is certain, however, that as a result of 
these complete freezer packaging dis- 
plays and the promotions built around 
them, salesmen for the Sears Los 
Angeles group of retail stores are go- 
ing to have a constantly increasing 
number of hot prospects, and they are 
going to find these prospects easier to 
sell. End 
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WOMEN USE THE COMPANION! 





Readers pay for over 360,000 ser'vice 


booklets yearly! 


WHEN IT COMES TO PLANNING and spending— 
whether it’s dresses or groceries, refrigerators or 
nail polish—women find their COMPANION indis- 
pensable. In a year’s time COMPANION readers buy 
and pay for about 360,000 booklets and pamphlets 
containing know-how on almost every conceivable 


subject that touches home-making. Women all over 
the country spend about $70,000 a year for this 
supplementary COMPANION service material. It’s 
one more example of the kind of editorial vitality 
that gets the COMPANION read, cover to cover... 
that’s ready and able to boost your sales, too! 


You can use the current Companion for bigger profits ! 


BUILD SOME WINDOW AND COUNTER DISPLAYS around these 
two exciting articles in the October COMPANION—see how 
they’ll attract attention and customers! “Now Any Day Is 
Washday”—a complete utility room makes washing and 
housekeeping pleasant and efficient. Electric freezer and 
washing machine are featured. “Quick Dropped Doughnuts” 
—one more wonderful use for that all-purpose electric 
mixer. To build sales—tie in with COMPANION articles—display 
the merchandise advertised in the COMPANION (listed at 
right). More timely ideas due in November COMPANION! 


WOMAN'S HOME ( 0 M PAN 0 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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IT PAYS TO FEATURE 
THESE PRODUCTS! 


Products advertised in the 
COMPANION have a big ad- 
vantage—the NUMBER ONE 
editorial boost! No wonder 
dealers find it more profit- 
able to display these 
Electric Products! 


Air-Way Sanitizor 
Vacuum Cleaner 


Bendix Home Laundry 
Domestic Sewmachines 


Frigidaire Automatic 
Washer 


Frigidaire Electric 
Range 


Frigidaire Refrigerator 
G-E Clocks 
G-E Irons 


General Mills Tru-Heat 
Iron 


General Mills 
Automatic Toaster 


Maytag Washer & 
lroner 


Nesco Electric Roaster 
Philco Freezer 


Speed Queen Washers 
& lroners 


Sunbeam Coffeemaster 
Sunbeam Mixmaster 


Westinghouse 
Refrigerator 


White Sewing Machines 
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You're the winner when you get the profits awaiting 
you in the new construction field. For better busi- 
ness, bigger profits, follow this proven 3-step plan: 


SELECT your most profit- 
able prospects from Dodge 
Reports daily construction 
news. Dodge Reports iden- 
: tify those contemplating, 
rd or who are in the process 
= of new construction—in the 
% area you specify. 














& . ff PLAN your strategy to go 
‘ after this profitable busi- 
ness. Dodge Reports give 
you complete details about 
ek each new construction job, 
- # let you build your sales pres- 
& entation upon known facts 
obout your prospect's needs. 





ACT to close the deal at the 
right time for most effective 
results. Dodge Reports help 

you match your sales efforts 
to each prospect's time-table 
3 of buying ... for quicker 

sales, bigger profits. 





pre 


FREE SAMPLE DODGE REPORTS 


WITHOUT COST OR OBLIGATION, let me see fame Cuma 


some current Dodge Reports. | do business east 
of the Rockies. 


a 





CORPORATION 


———EEE 





Address —— 


F. W. DODGE CORPORATION 
Construction News Division 
119 West 40th Street, New York 18, N. Y. 
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Follow-ups Make Prospects 





sales office. These Educational Call 
triplicates are assigned to salesmen on 
a strict territorial basis, so that any 
salesman whose territory covers a par- 
ticular area receives all of the Educa- 
tional Call slips for that section of the 
city. 

Thus, upon reporting to the store 
in the morning, each of Nides’ four 
outside salesmen finds the day’s Edu- 
cational Calls neatly pegged for him 
in the office, plus a set of user’s cards, 


| covering his own sales, and those made 
in the store. The user cards are then 


transferred at once to the salesman’s 
personal briefcase file, for later follow- 
up, while the Educational Call copy 
outlines his day’s work. 

Each salesman schedules his calls so 
that they are made if at all possible the 
day following an appliance sale. Be- 
fore going out, the salesman stocks up 
with all recipe books, manuals, mainte- 
nance folders, and general literature 
about whichever appliance is indicated 
by the user card, and takes these along 
for presentation to the Nides’ General 
Electric customer. Arranging his calls 
to cover the least amount of distance 
between, the salesman drives up to the 
house, introduces himself cheerfully, 
offers the housewife the literature 
which corresponds to the appliance she 
has purchased, and puts it through its 
paces until he is sure that the customer 
understands everything about the ‘appli- 
ance. 


Users Are Pleased 


“Our users are invariably aston- 
ished, as well as pleased to find how 
rapidly we follow up every sale,” Nides 
says, and usually their response takes 
the form of real interest in the demon- 
stration and a willingness to discuss 
any prospective appliance needs, not 
only their own, but those of friends and 
relatives. Even more prospect leads, 
we have found, have come from send- 
ing the same man out to make the edu- 
cational call who made the original 
sale—for, by that time, prospects and 


CONTINUED FROM PAGE 127 





salesman are on a firm footing. At any 
rate, we send a man around to make an 
educational call no matter what the 
customer has purchased—all the way 
from a table model radio through 
ranges, refrigerators, home freezers, 
automatic laundry equipment, up to all- 
electric kitchens. We get the name 
and address on every sale of everything 
above a light bulb or ironing cord, and 
simply keep it an automatic rule that 
the sale will be followed up the next 
day.” 


Plan Makes Happy Salesman 


What are the results of this plan? 
“Wonderful!” says Nides. “Since we 
started out on this system, we have 
managed to keep every salesman so 
busy on followup calls that he cannot 
help earning a good living, simply 
through falling into sales. The sales- 
men themselves like the plan, since it 
keeps them so busy that there are no 
doldrums, or dull days to bring dis- 
couragement. Every salesman knows 
that on every educational call, he has 
an excellent door-opener in the fact 
that the customer has just been sold 
something from the store, and that she 
will appreciate the literature he is 
bringing along. While such calls are 
costly from a time and travel expense 
standpoint, they have proven a rich 
source of valuable leads, on-the-spot 
sales, and good will which may be 
translated into profitable future deal- 
ings for the salesman.” 

Each salesman maintains his user 
cards himself, jotting down the dates 
of the original sale, the followup call, 
and any results or leads forthcoming. 
Spacing out calls at regular intervals, 
the salesman never relinquishes a 
prospect altogether and through the 
tightly-knit advantages of the system it 
is almost certain that sooner or later 
each user card nestling in the salesman 
file will represent a sale of some type 
or another. 

Currently, Nides is getting along 
with four outside men, all college 






































“MOMMY USES A TOWEL.” 
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eraduates, expertly-trained, and among 
the best-paid in Colorado’s capital. 
Monthly earnings of between $400 and 
$500 are eloquent testimony as to how 
well the plan has worked out. After 
studying various types of compensation 
plans for many months. Nides found 
too many weaknesses in anything but 
the straight-commission plan. There- 
fore, in order to attract the best type of 
permanent, reliable, and aggressive 
specialty salesmen, he adopted a simple 
straight-commission plan, whereby 
every salesman received high commis- 
sion (better than 10 percent) on every- 
thing sold. Outside salesmen get no 
credit for store sales whatsoever, but 
inasmuch as every floor sale provides 
an educational call and opens the way 
to many subsequent major appliance 
sales, they like the idea. “The only 
way to attract and keep good salesmen 
in this type of retailing is to help them 
make money,” Nides declares, “and I 
don’t believe there is a better-paid 
specialty group anywhere in the 
country. 


You Can’t Miss 


“The constant stream of educational 
calls which men must make provides 
the most powerful kind of stimuli pos- 
sible,” he says, “for, even if no im- 
mediately profitable leads turn up on 
one call, the chances are that three or 
four will produce themselves on the 
next. I tell my salesmen that if they 
keep hitting the ball on their educa- 
tional followups, they cannot escape 
making sales—and if they have any 
initiative whatsoever, they are bound 
to get results.” 

As an example of how the idea has 
worked out, one salesman followed up 
a vacuum-cleaner sale which had been 
made in the store previously, delivered 
pamphlets, demonstrated the sweeper, 
and while going through this process, 
got on the subject of a complete all- 
electric kitchen. The housewife, it 
came out in the conversation, had been 
planning to install a completely planned 
kitchen, and after one hour’s discus- 
sion, the salesman walked out of the 
house with an order for a $16,050 
kitchen—signed, sealed, and delivered, 
merely because the customer had pur- 
chased the vacuum sweeper. In 
another instance, R. J. Noe, another 
salesman, sold two home freezers, both 
top-priced, eight cubic foot units, 
through following up the sale of a $30 
kitchen cabinet, which gave the floor 
sales person the name and address. 
There are dozens of such examples, 
such as the sale of a radio-phono- 
graph combination to customers who 
came in merely to buy an electric 
clock, complete model laundries to 
women who had purchased baby wash- 
ers, etc. “There is absolutely no limit 
to the user card value,” Nides sums up, 
“for, even if the user has already 
bought all of the new appliances we 
can sell her, through constant repeti- 
tion of the original sale and educational 
call followup, we can constantly obtain 
the names of friends and relatives who 
are logical appliance prospects. Our 
men spend less time in the store than 
probably any sales crew I have ever 
encountered—and as long as the out- 
side time is being spent in sold cus- 
tomers’ homes, we’re bound to be ac- 
cumulating more and more leads.” 

End 






































409 TVM 


Full 140 square inch 
picture ... perfectly 
matched with rich 
FM sound. Sure-fire 
sales-maker! 


411 CVM 


The finest in tele- 
vision... givesclear- 
as-a-bell pictures of 
82 square inches. 














406 TVM 
Sells on sight! Crystal 
clear, undistorted pic- 
ture—fully 12% Tar- 
ger than the ordinary 
12” picture size. 








Big 16 inch with 140 
square inch screen. 
Amazingly life-like 
pictures. Period Style 
Mahogany Console. 
Priced right. 





401 TVM 


More for your TV dol- 
lar! A full 60 square 
inches of picture. In a 
beautiful hand rubbed 
mahogany cabinet 


PROFIT WISE, 
PERFORMANCE, TOO! f 


PROFIT-WISE . . . Sentinel is your line. Sensational 
models that sell . . . that make you money. There’s a 
table model or console and a picture size to please 
every buyer . . . you make sales and profits when you 
have Sentinel on the floor. 


PERFORMANCE-WISE .. . too, Sentinel is your 
line. Known for a generation as builders of fine radio. 
Sentinel now brings you the best in TELEVISION. 
You can depend on Sentinel performance to sell for 
you... to stay sold. 





400 TV 
Eye-catching port- 
able! In luggage style 
leather grain case. 12 
channel operation. 


+ + — 
d 
Sentine!| Aadio Television 


And Sentinel’s new, profitable, full line radios! 





314-I—Sound money-maker! 316—3-way personal port- 333-W—FM-AM ata price 331-W—Priced for volume 332-1—Super sensitive for 

Simplified slide-rule dial, able. Light-weight. 4*‘Per- that sells! Built-in antenna. sales! Radio's grandest long-range reception Full 
automatic a - sonalit Loaded achieve- y—— range 
volume Hil j . Colors.” with sales ment in y es tone 
control CTT Exciting appeal! design [~ control 
makes j in tan,red, Ideal for and engi- |= = ff Beautifui 
tuning-in Ph lle white or that extra neering = walnut 
quick and » pee green. radio, in A little eee finish 
easy any home beauty plasuc, 
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peu Established SERVICE 


TO OIL BURNING 




















AND PARTS 


@ TRAINED FOR FAST, DEPENDABLE, 


APPLIANCE DEALERS 


Es 








OIL- CONTROL 
SERVICE STATIONS 


NATION WIDE 


@ FACTORY-TRAINED STAFF 
@ COMPLETELY FACTORY-EQUIPPED 
@ FULLY STOCKED WITH CONTROLS 
























ACCURATE SERVICE ON ALL A-P CONTROLS 





Let these factory-trained technicians take over your repairing, recali- 
brating, adjusting of all the A-P controls used on the oil burning appli- 
ances you sell: vaporizing oil burning space heaters, water heaters, floor 
furnaces, furnaces, ranges and others. 

A great contribution to oil heating satisfaction, these A-P established 
Authorized Service Stations will speed up your service, help you cut 
down maintenance costs, provide you with an extra sales advantage 
on all appliances equipped with A-P Dependable Oil Controls. 

For prompt “‘factory-trained” service, get in touch with the A-P Service 


Station nearest you. 


These Stations are established and staffed for your benefit. 





Use them to help you to assured satisfaction in oil heating. 


AUTHORIZED A-P 
SERVICE STATIONS 
COLORADO 


Instrument Service Co. 
833 Champa St., Denver 
CONNECTICUT 

Bell Pump Service Co. 
44 New Britain Ave., 
Hartford 6 

Bell Pump Service Co 

750 Congress Ave., 

New Haven 

ILLINOIS 


OK Oil Burner Supply Co. 


446-448 N. Western Ave 
Chicago 
Oil Heat Parts Service 
608 Lafayette Ave 
Rockford 
INDIANA 
Gary Steel Products Co 
1044 Washington St., Gary 
IOWA 
lowa Electric Motor Service 
725 Tuttle St., Des Moines 
MARYLAND 
R. E. Michel Company 
1011-17 Greenmount Ave. 
Baltimore 
MASSACHUSETTS 
Bell Pump Service Co. 
888 Main St,, Springfield 


MICHIGAN 
Krieg Brothers 
7824 Charlevoix Ave. 
Detroit 

MINNESOTA 
Circulating Oil Heater 
Service, 1101 S. Sth Street 
Minneapolis 
Circulating Oil Heater 
Service, 8th & Broadway 
St. Paul 

MISSOURI 
A. G. Braver Supply Co. 
2100 Washington Bivd. 
St. Lovis 

NEW JERSEY 
Certified Fuel Unit Service 
600 Spring St., Elizabeth 
Universal Engineering Co. 
344 Wagoraw Road 
Hawthorne 

NEW YORK 
Certified Fuel Unit Service 
1018 Central Ave., Albany 
Frontier Oil Refining Corp. 
367 Northampton Street 
Buffalo 
Rochester Oil Burner Pump 
& Control Service 
204 Clinton Ave., North 
Rochester 4 

NORTH CAROLINA 
Alley & Rader Services 
1066 Webb Ave., Burlington 


OHIO 
Ace Heating Service 
1218-20 Race Street 
Cincinnati 
Cleveland Humidifier Co. 
7802 Wade Park Ave. 
Cleveland 
OREGON 
Industrial Control Co. 
1412 E. Burnside, Portland 
PENNSYLVANIA 
Carroll & Martindale 
727 Myrtle Street, Erie 
Certified Fuel Unit Service 
3412 W. Allegheny Street 
Philadelphia 
RHODE ISLAND 
Rhode Island Fuel Pump 
Service, 847 N. Main St. 
Providence 
VIRGINIA 
R. E. Michel Company 
514 S. Pine St., Richmond 
WASHINGTON 
Seattle Pump Service Co. 
817 Republican, Seattle 
Spokane Washer Co. 
203 W. Main St., Spokane 
CANADA 
Michaud & Fils Limited 
4146 St. Denis 
Montreal 14, Quebec 








AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET © MILWAUKEE 10, WISCONSIN 


DEPENDABLE 04 Coctrots 


STANDARD EQUIPMENT ON LEADING OIL BURNING APPLIANCES 
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Hand Ironing Made Easy 





Instructions for ironing the more diffi- 
cult-to-iron pieces all have diagrams 
accompanying the photographs chart- 
ing out various steps. 


Storage Suggestions 


What to do with the clothes once 
they are ironed is a problem which 
puzzles many a housewife with inade- 
quate closet storage space, and the 
chapter covering this subject contains 
architect’s specifications for building 
closets with ample storage space for 
an average family’s supply of clean 
clothes. 

Amateur dressmakers—and even 
semi-experts—will find the “Press As 
You Sew” chapter revealing with its 
professional secrets on tailoring and 
dressmaking . . . the steam iron is all 
important here. 

There are nine pages on the subject 
of stain removal and several chapters 
of important data on soaps, detergents, 
starches and bluings. The listings are 
complete with nationally known brand 
names. 


Some “Recipes” 


How to freshen up suede shoes and 
purses with a steam iron; tricks for 
giving life to a limp veil; how to wash 
pillows and feathers are among other 
“recipes” contained in the book. 

Back of the writing of the book lies a 


CONTINUED FROM PAGE 90 





tremendous job of research into the 
laundry methods and needs of women 
in small towns, farms and in cities all 
across the nation. Mary Proctor 
(Mary Riedel, director Public Infor. 
mation Center), national authority on 
ironing techniques, supervised the 
compliation of the book, and also the 
research that went into it. Home 
economists in education and business, 
chemists, engineers, research workers 
and manufacturers whose daily busi- 
ness it is to discover easier, more effi- 
cient ways and means for home laun- 
dering, were all consulted in securing 
the information. In addition each 
chapter was read and edited by an ex- 
pert in that particular field. 


How to Get It 


Bound in shiny blue plastic coated 
covers that cannot be damaged by 
damp hands, it has permanent value 
as a household help. It was printed by 
the Country Life Press Corp., Garden 
City, N. Y., for the Proctor Electric 
Co., and retails for $2.95. Beginning 
October 1 it will be on sale in all de- 
partment stores, electrical appliance 
shops and in book stores through the 
country. It will also be included as a 
part of a merchandise package offered 
retailers about October 1, in the intro- 
duction of the Mary Proctor steam 
iron, to consumers. End 








The Old Reliable 
Hardwood ESCORT 


This crawling action lets the ESCORT roll 
up and down steps and curbs without slipping, 
It eliminates lifting . . . 
gets more work done every day. On level 
surfaces the ESCORT rolls easily on the two 


jarring or bumping. 


rubber-tired wheels. 


The $-2-S (top) is available in steel or alum- 
inum and will handle 1200 pounds and 800 
pounds respectively. The A-2-S-M (bottom) can 
be used in the regular fashion. On level sur- 


ON THE FAMOUS 
CATERPILLAR TREAD 


faces the swivel wheel is dropped for use. The 


heaviest load can be moved without weight on 
operator. Available in both steel and aluminum. 


Write for descriptive folder and prices. 


STEVENS APPLIANCE 


P.O. Box 897 


OCTOBER, 


All ESCORT trucks are sold 
on a money back guaran- 
tee. If not satisfied after 
fair trial, return for refund 
of full purchase price. 


TRUCK CO. 
Augusta, Ga. 
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the Little Lad 


Kitchen Installations | 
Are Separate Business | 
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— One of the things that Cleveland 

es all dealers are discovering is that women 
‘octor are capable of making very accurate 
Infor measurements of their kitchens, and 

ty on bringing them in. So accurate, in fact, 

” the that an executive of the May Co. is 
o th said to have stated they are not going 
fea out to make any more measurements of IN THESE ADS WILL SPARK UP 
iness, homes. 
an | YOUR DEMONSTRATIONS 

beni Small Stock Carried 

usi- 
> effi- Cleveland dealers carry on their hs 7 e 

laun- floor a couple of model sinks, and | The “‘little lady” has been busy working for 
uring four to six cabinets. There are 35 | en ; 

each sizes in the line the Duge firm dis- | you! Millions of readers of national maga- 
n ex- tributes (Youngstown) and dealers | 


are not asked to carry complete stocks. 
The firm keeps a big enough supply 
to make instant delivery on items 
oated ordered. 


zines are secing her startling demonstrations 


which prove the superior efficiency of appli- 





d by Although the complete kitchen busi- ances insulated with Fiberglas! This consist- 
value ness has been functioning for a num- 5 ee : 

ed by ber of years, no expert as yet has ent national advertising appears in... 
arden worked out the psychological reason 

ctric that causes a family to become pros- 

ining pects for kitchen modernization. 

te Object—Year-Round Sales INN 

1 the Dan Houston and George Duge \\ 

asa think it comes from seeing other | 

fered homes, and in advance of social sea- 

ntro- sons. The time of greatest volume is 

team April, May and June. The Duge firm Laties Wome 

End has been trying to make kitchen mod- | 


cial ernizing an all-year proposition, and 
it is more difficult around the holidays | 
as women fear their homes may be 
torn up. An advertisement suggesting 
AD that husbands give their wives a gift 
of a new kitchen brought in forty leads. 
“You have got to hand the credit 
to women’s magazines for selling the wap? 
complete kitchen idea to American ail 
women. The hammering away on 
slick, bright new kitchens, made the 
) average housewife realize that some- 
thing better could be had. Then, too, 
the growth of the kitchen as a social 
center helped. Today, you are not in P i : ae , 
the “edhe gl cslienteonn Sm, ~ , gaai ing and displays—for in today’s highly competi- 


fore you are out in the kitchen watch- 


This advertising publicizes Fiberglas as the finest 
in appliance insulation—giving you an extra value 
feature to sell and making your selling job easier. 

Cash in on these national ads and the mounting 
consumer acceptance created! Play up Fiberglas 


Insulation as a feature in your own local advertis- 


«6 tive market, Fiberglas is a swell feature to have, a 
ing your host shake up some refresh- sal § f , 


ne 
ments.” End 4 swell feature to sell. 
RE 


= nat 


Use copies of these ads in your sales training program. 

Full color reprints are available FREE. WRITE 
TODAY to Owens-Corning Fiberglas Corp., Dept. 
853, Toledo 1, Ohio. 








OWENS-CORNING 














== MGT esmatem THERMAL 
- 4 1S ove 

- — INSULATION 
iter ; 
ynd 

* Fiberglas is the trade-mark (Reg. U. S. Pat. Off.) 

of Owens-Corning Fiberglas Corporation for a 
7 variety of products made of or with glass fibers, 
PARDON ME, SIR—COULD YOU SPARE THE 

3. PRICE OF A CUP?” 
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Startling NEWS 
for YOU... 


from 





Wait 
until you hear about 


The Most Outstanding 
Line of FANS in America 


et ee ree ee New Designs 
New Low Prices 


New Sizes 
New Features 


Lau is planning to go all-out—with the Fan line to make 
Volume and profit history for You . . . satisfaction for your 
customers. The program will be supported with Newspaper, 
Radio, Television, and Direct Mail advertising—displays, mer- 
chandising and promotional helps. You'll sell MORE Fans— 
more profitably! 


Write, wire or phone for full information. 


The LAU Blower Company 


DAYTON 7, OHIO 











EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 





T-12 
The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


This Popular HOUSEHOLD 
FLOOR MACHINE 


@ Polishes @ Buffs @ Waxes @ Scrubs 
@ Dry Cleans @ Refinishes @ Sands 
and @ Preserves all types of floors 

















This beautiful, modern, lightweight, 
trouble-free, and easy to operate 
twin-brush machine will glide over 
any floor close to baseboards and 
under furniture styled for 
beauty, engineered for 
performance. 




























A simple change to 

snap-on side handles The first 
and the General T-12 

will easily polish All-Purpose 
kitchen cabinets, wood HOME FLOOR 
anels, flat furniture 

a your car. CONDITIONER 








We recommend our new streamlined model K-12 medium size single brush machine 
for both a and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12, 
K-12, and our Heavy Duty Industrial models in 14%, 16, 18”, 22’ brush 
diameters. 


GENERAL FLOORCRAFT, INC. 






333 Avenue of the Americas 
Dept. EM-10, New York 14, N. Y. 
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Developing Crack Dealers 








groundwork planning. This is an all- 
inclusive step and ranges from a study 
of results in selling a particular kind 
of appliance, to the individual problems 
of a dealer who succeeds or fails in 
business. 

“Take the idea of studying an in- 
dividual appliance, for example,” says 
Mr. Hall. “We surveyed the field care- 
fully and learned from an actual check 
that our dealers were not tapping the 
potential market for small home 
freezers—under 10 cubic feet. This 
sent us into a further study of this 
particular appliance, including a search 
for the right steps to take in order to 
remedy the situation. In other words, 
we set out to plan a program which 
would help our dealers sell small home 
freezers.” 

The first step taken by the distribu- 
ting firm was to see that such home 
freezers were installed in the homes 
of all the firm’s salesmen and repre- 
sentatives, on the theory that if the 
salesman became thoroughly familiar 
with the appliance, he could sell it 
better to the dealer, who in turn could 
sell it better to the customer. The 
second step was a tie-up with grocery 
stores in various areas for the instal- 
lation of small freezers as a method of 
familiarizing the public with them. 
Dealers’ meetings and the showing of 
freezer films came next. Every sales- 
man of the firm was equipped with a 
film projector and was trained to hold 
a sales meeting on five minutes’ notice. 

“Throughout the entire campaign on 
small home freezers, we stressed the 
point that the freezer should be used 
to augment the refrigerator,” Mr. Hall 
says. “It’s just like the relation of 
radio to television, the relation of an 
ironer to a washer, or the relation of a 
pressure cooker to a range. We played 
up the idea of a Frostmaster as an 
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ideal unit to use in connection with a 
regular refrigerator, the dealers saw 
the point and a corresponding jump in 
sales was evident immediately.” 

In relations with dealers, the Stee] 
City Supply Co., officials have 
smoothed out many wrinkles which 
hindered efficiency in dealers. For 
example, Mr. Hall has dropped the 
practice of holding large dealer meet- 
ings at the firm’s headquarters. A study 
convinced him that such meetings were 
unwieldy and that the contact could be 
improved considerably by spending 
more time with the individual dealer, 
The best points of the mass meeting 
are retained however, since all officials 
of the firm join the salesmen in calling 
on dealers separately, frequently tak- 
ing along factory representatives with 
them. Nevertheless, dealers who desire 
to come into headquarters, or who 
want to talk over special problems, may 
at any time drop into the big building 
in Birmingham’s industrial section and 
study the equipment there. A giant 
display room houses almost every 
major appliance, all of which are con- 
nected to outlets and ready for instant 
demonstration. 

One ieature ofthe firm’s contact 
with its dealers is embodied in the 
employment of a full-time sales promo- 
tion manager, who serves not only as 
an idea man for the retailer, but spends 
much of his time putting campaigns 
and promotions into effect for them. 
Joe Vaughn, who holds this position, 
is known to Crosley dealers through- 
out Alabama as a tireless worker in 
helping them stage sales campaigns. 
Mr. Vaughn is ready to respond to 
a dealer’s call for assistance at any 
time and comes to them well provided 
with literature and ideas for putting 
over almost any kind of appliance sales 
drive. 
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“DEAR, I'VE BEEN THROUGH VACUUMING AROUND THAT CHAIR FOR HALF AN HOUR” 
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“As far as we know, we are one of 
the few distributing firms which has 
employed a full-time sales promotion 
manager,’ explains Mr. Hall. 
idea grew out of the demand by dealers 
for help in staging campaigns. Every 
distributor knows that in his own files 
there are any number of campaign or 
selling ideas which find their way there 
because he simply hasn’t the time to 
exploit them. Yet they are first rate 
ideas which the manufacturer spent 
plenty of money on and if put into 
effect, would ring the bell every time. 
We decided to take full advantage of 
them for our dealers—that’s why we 
created this particular job and put Mr. 
Vaughn on it.” 


Dealers Get Advice 


“The | 


The sales promotion manager con- 


stantly passes out tips and advice to his 
dealers. He stresses to them that they 
will have a tough row to hoe by trying 
to sell a product without making it 
a living model; he encourages them to 
put out some equipment on approval; 
on request, he suggests and designs 
their advertising; he teaches them the 
tricks of effectively utilizing give- 
aways, staging contests, or working out 
unusual demonstrations; he provides 
a thousand unusual ideas for them in 
getting publicity, building future busi- 
ness and keeping traffic flowing into 
the store. 

The service and repair policy of the 
firm is a sound one. Designed to back 
up the dealer to the limit on his service 
problems, it does not, however, inter- 
fere with his own service program or 
attempt to take over his service de- 
partment. Mr. Hamilton explains the 
service section of the firm as one which 
augments the dealer’s own repair shop. 


How Service Operates 


“We operate the service department 
in three ways,” he says. “First, we 
provide all the service manuals and 
parts manuals that the retailer may 
need to understand the art of servicing 
or repairing the appliance he sells. 
Second, we stand ready to train the 
dealer’s service personnel at any time 
and in any field he desires. Third, 
when the dealer is unable to do so, we 
will service parts and provide labor— 
within the warranty period—on any 
appliance brought into the shop here. 
We have worked hard to build our 
service department into what it is today 
and we are proud of its record. Dur- 
ing the war, for example, no Crosley 
user in our territory was without serv- 
ice for more than two weeks, despite 
all the wartime shortages and obstacles 
we went through. We are not only 
trying to set the example for our 
dealers but we are striving to help 
them keep up just as high a standard 
in their own service departments.” 


Parts Stock Complete 


The Steel City Supply Co., stock of 
parts is an unusually complete one and 
is kept up to standard inventory at all 
times, according to Mr. Hall. Much 
of the wide space in the firm’s head- 
quarters is devoted to work benches, 
installation devices, repairing machines 
and other equipment for servicing ap- 
pliances. Modern equipment of all 
kinds is on hand for the use of several 
trained service men employed in this 
department. End 
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QUICK SELLERS 


FOR HOLIDAY TRADE 


WEST BEND &dectric 


PERCOLATOR 


Here’s the popular-priced electric percolator that 
became the coffee-making sensation of the year. 
A practical appliance with an appealing price — 
plus brilliant styling — these are the selling facts be- 
hind the Flavo-Perk’s success. Plastic legs protect the 
It's ideal for use in any room. Starts to 
perk in less than a minute. 8 cup capacity. 


ee 


SEE yocez DISTRIBUTOR ABOUT THE COMPLETE LINE TODAY! 


Makes 24-48 cups 
of coffee for clubs 
and groups. Keeps 
coffee hot. No-drip 
faucet. Glass gauge. 
$29.95. 


48-CUP DRIP 
COFFEE URN 


SAVES ICE CUBES 


« 
too. Insulated. $6.50. 


Penguin HOT & COLD SERVER 


table. 


I ce aa 


RANGE BEAUTY 


Sparkling chrome 
on solid copper. 
Trigger operates 
spout cap for filling 
or pouring. 2% qt. 
$3.95. 









™~— 
Trig SINGING TEA KETTLE 


FOR EASY MIXING 


1% and 312 at. 
stainless steel 
mixing bowls. 
Designed for 
electric 
1% at., 
; 32 qt., 


mixers. 
$2.45; 
$3.50. 


BOWLMASTER MIXING BOWLS 


1949 





Aluminum. 





2 qt. chromed steel 
server keeps ice cubes 
firm 4 to 6 hours. For 


serving hot dishes, 


WEST BEND &dectric 


CORN POPPER 


West Bend’s new clear-view Corn Popper is 
a perfect accessory for added television en- 
joyment. It’s quick, convenient — and it pops 
without stirring. Deep well concentrates heat 
on corn for extra-fast action. Heat-resistant 
glass cover. New design prevents oil from 
spattering out. 2 qt. polished aluminum pan. 
Separate hecting unit has many uses. Molded 
plastic base. 


Retail 





N D 

















$6.95 





TRIPLE-THICK ALUMINUM 


2 and 3 qt. sauce 
pans, a 5 qt. Dutch 
Oven and a 10 
inch Chicken Fryer 
, terless cooking. 4 


pieces, $17.50. 
FLAVO-SEAL SET 
ROASTS, BROILS, SERVES 


—_ 


> 
“4 


healthful wa 


Heavy aluminum 
platter 182 x 


13 Roasts, 
broils, serves. 
Complete with hot 
j pad and snap-on 
4 ~~ handles. $6.95. 


SERV-IT PLATTER 
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West Coast Television 





broadcast to this large area, and should 
be able to relay these programs to a 
station in Sacramento when one is 
constructed—or vice versa to link the 
Area with the capital city. 

The selling of television receivers 
in the area covered by the Stockton 
signal will be easier than in other 
sections, because there are 
served mostly from Area dis- 
tributors who have had more than a 
year’s experience with television. 

When KTLX goes on the air in 
Phoenix on November 27 with 17 KW 
of power, operating from the top of 
the famous Westward Ho Hotel, more 
than 300,000 more people will be 
added to the West Coast television po- 
tential. For the first time, Arizona 
will have a television station to tap 
the wealthy area favored by many mid- 
Westerners as a vacationland. Deal- 
ers will be starting from scratch, but 
as most are served out of Los Angeles, 
they will be guided by distributors who 
have weathered almost everything that 
the television set market can offer. It 
has surprised everyone in the industry 
that television sets have been operat- 
ing in Phoenix for some time, receiv- 
ing their signals from the midwest 
and Texas, many hundreds of miles 
away, when conditions are ideal. 


dealers 
Say 


Next In Line—Millions 


The four largest centers of popula- 
tion which do not have a television 
station under construction—Denver, 
Colo. ; Portland, Ore., Spokane, Wash., 
and the Fresno-Bakersfield area of 
California—and which are not now in 
satisfactory reception distance of a 
signal, must await decisions of the 
FCC before their status is known. 
But each is a rich area, each has hun- 
dreds of established appliance-radio 
dealers, and when stations do come to 
these areas, the West Coast will have 
as high a percentage of coverage as 
that now existing in the East and 
North Central States. 

A construction permit was granted 
for a station in Portland, but the 
company could not meet the deadline, 
leaving the full six channel allocations 
tight in the FCC freeze. The more 
than 150,000 electrified homes in that 
city and vicinity, and up to 100,000 
more in nearby cities will have to wait 
until at least one year after granting 
of a construction permit, according to 
one local radio station executive who 
is an applicant. In the meantime, re- 
ception from Seattle is very spotty 
and not enough to create a profitable 
market for telesets in Portland. A few 
sets have been sold, but there is prac- 
tically no activity, although at one 
time dealers and distributors had sev- 
eral thousands sets in stock in antici- 
pation of a local station. In the mean- 
time, sales of radio sets during the 
first six months of 1949 were 34 per- 
cent ahead of the same period of ’48. 
The public seems not greatly influ- 
enced by the television in cities to the 
south, 
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Between the Cascades and the Bit- 
terrpot Mountains, the vast, wealthy 
farming area of the Inland Empire, 
and its major city, Spokane, Wash., 
have no television station under con- 
struction. Nearly 100,000 homes must 
wait for the end of the freeze, which 
will allow granting of at least one of 
the five channels allocated to Spokane. 
Only one application is now pending, 
that by Bing Crosby. A local radio 
station has signified its intention to 
apply for a channel as soon as the 
freeze is lifted. Problem to any ap- 
plicant is location for the transmitter. 
Any local location would not permit 
coverage of the wealthy ranches or 
the nearby cities of Coeur d’Alene, 
Pullman, Moscow and Colfax. Three 
ideal transmitter sites on mountains 
within 30 miles of the city would re- 
quire costly construction of roads, 
power lines, cable—and even then 
would have crews isolated for much 
of the winter. 

Caught, also, in the FCC waiting 
period, are the 1,750,000 people liv- 
ing in the San Joaquin Valley—a 500,- 
000 home market potential in one of 
the three wealthiest agricultural cen- 
ters in the world. Fresno has four 
channels allocated, for which there are 
six applicants, four of them local radio 
stations. Bakersfield has two channels 
with two applicants. Visalia has one 
applicant for its one channel. Fresno 
applicant KFRE plans its transmitter 
to be 4,000 feet up in the Sierras in 
the Meadow Lake area. With 29.5 
KW of power, such a station would 
spread over the flat valley reaching 
most of the half million homes. 

The states of Colorado, Idaho, Mon- 
tana, Nevada and Wyoming have little 
chance of seeing television until the 
FCC study is completed, more con- 
struction permits granted, and pos- 
sibly some UHF allocations made. 


Marketing Trends 


In order to operate profitably with 
their radio and appliance lines, dis- 
tributors in the eleven western states 
normally are franchised for extremely 
large areas—a whole state, or a half- 
state at least—containing a few large 
cities and large stretches of scattered 
rural centers. When television arrived, 
this situation brought problems in 
management, selling and in cost of 
operation. While telesets could be sold 
only in a small part of their territories, 
the distributors nevertheless had to set 
up showrooms, establish sales and 
service training courses, etc., without 
being able to pro-rate this cost over 
his whole territory. As a result, dis- 
tributors in the western states have 
long wished for a larger percentage 
of the television set dollar to offset 
these costs. 

The problems for distributors’ sales- 
men stem from the same sources. They 
have to become experts on television 
set merchandising, keep up to date 
with their lines, and then use all this 
knowledge in perhaps as little as one- 


third of their territory. Along with 
the distributor’s advertising and pro- 
motion departments, the salesmen has 
to be “TV minded” in television ter- 


ritory and then become hot for radios 


and combinations a few miles further 


out. 


Fringe Area Troubles 


Added problems and extra costs for 


the West Coast television distributor 
have come in handling the fringe areas. 
Said one distributor in the Northwest: 
“It is a problem having to distribute 


sets with 50 percent of our total vol- 


ume going into areas where reception 


is extremely difficult. Half our sets are 


installed within 15 miles of the trans- 
mitter and the other half are spread 
out through a tremendous area up to 
120 miles from the station. In this 
fringe area, special 
receiving 


antennas and 


a lack of trained service personnel. 


We create new dealerships by sending 
in a team to make an installation for 
After he 
enters business we find it necessary in 
many cases to trouble shoot his first 
five to ten installations until he under- 
stands the techniques required for sat- 
this 
pioneering has increased greatly our 
cost of handling television.” Like many 
other distributors in the West,.he has 
had to train his own salesmen in tele- 
vision operation so that they can han- 
dle many of the problems in the fringe 
the home 


the dealer’s floor models. 


isfactory operation. Naturally 


areas without calling on 
office crew. 


Hot Enough Selling 


What the dealers 
states consider their biggest problem 
is the quality of programs. Yet the 
trained observer finds that in too many 
areas the emphasis on programs is 
becoming the outstanding excuse for 


lack of selling effort, or an outright 


ignorance of the programs that cur- 
rently are on the air in that locality. 
A large dealer who regularly told this 
writer all last winter that “television 
will get going when we get another 

















techniques are 
necessary in the design and erection of 
receiving 
equipment must be operated at peak 
performance to give customer satisfac- 
tion. And in these fringe areas there is 


in the western 








“IT’S JUST LIKE THE FREEZER THEY WERE 


GIVING AWAY DOWN IN WASHINGTON!” 


OCTOBER, 





station in May” has spent this sum- 
mer saying “It'll get better when the 
third station comes on the air in Sep- 
tember.” In the ten months he has 
handled television receivers, the pro- 
motional effort on them hasn’t equaled 
that which he gives weekly to the 
white goods in his stock. 

The same attitude is seen through- 
out the industry in relation to the com- 
ing of network shows live from the 
East, and it is echoed by the public. 
Because the West was later in getting 
television, the people have developed 
an inferiority complex—a rare qual- 
ity west of the Rockies. At a time 
when every community having televi- 
sion receives the top kinescope shows, 
when such cities as Albuquerque, Seat- 
tle and San Diego with one station 
each, and the Bay Area with two sta- 
tions, were getting their pick of the 
NBC, CBS, ABC, DuMont and Para- 
mount shows, dealers and the public 
were crying for network connecting 
links with the East. 


Networks Not Enough 


Top experts in west coast program- 
ming say that except for occasional 
public events, network connection 
would mean little in the lives of view- 
ers on the coast—but they say that it 
would mean much to the set owners 
east of the Rockies. The time ele- 
ment alone, which currently puts the 
majority of radio shows on wire “for 
release at this more convenient time 
to the western audience” would cut 
down the commercial value of live 
shows originating in New York at 
8 p.m., which is 11 p.m. Pacific Time. 

The big need for connecting net- 
works to the East, say the experts, is 
to release Hollywood talent for na- 
tional shows. They point to the $200,- 
000 kinescope recording studio under 
construction in Hollywood by NBC 
as an indication that network or no 
network, national shows will originate 
from the movie center. When the net- 
work links are in use, the Hollywood 
programs will go live to the East, go 
onto film for use on the West Coast 
later that day. The dealers will still 
bemoan recorded shows. 


Some Action Evident 


But the horizon is not all black in 
programming. Many in the industry 
realize the serious mistake in making 
apologies for current programs, and 
in at least two West Coast centers, in- 
tensive selling of the public on the 
present quality of television programs 
is underway. In the San Francisco 
Bay Area a joint committee represent- 
ing the three stations, set distributors 
and retailers, started in mid-summer. 
The first action was for dealers and 
distributors to devote 30 to 35 per- 
cent of all newspaper advertising space 
to the programs. Television stations, 
two at that time, cooperated with a 
supply of photos of the programs and 
the personalities that could be seen. 
The next step was for area wide pro- 
motion of KRON-TV when it went on 
the air, with emphasis on its televising 
the Stanford football games. The rest 
of the program included use of car 
cards, paid newspaper radio-television 
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columns and program announcements, 
etc. In Los Angeles a similar commit- 
tee prepared 300,000 brochures de- 
scribing the entertainment available to 
the home on the 200 hours of pro- 
grams each week. Dealers handled the 
mailing. Other promotions, with the 
emphasis on selling the public on the 
quality of current programs were 
planned for late fall and winter. 


Western Dumping Ground 


Hurting dealers in many areas of 
the western states was the over-fran- 
chising by many distributors during 
the early days of television selling in 
each area, leading to price cutting by 
marginal dealers and poor installations 
by others. So, too, has the tendency 
for eastern manufacturers to dump 
sets on the coast in order to prevent 
breaking their price structure in the 
eastern markets. This situation has 
been bad when the brand was one of 
the many not sold west of the Rockies, 
but has had a worse effect when the 
dumping broke the price structure for 
the same brand on the coast. In July, 
one of the largest national manufac- 
turers, on a direct deal, shipped several 
cars of a $525 television console to a 
large Los Angeles department store 
where it was broken to $349.50 in full 
page advertisements. More than 300 
were sold in four days. 


Furniture Trouble 


Many dealers, and their distributors, 
claim that they have to take models 
which are not of the furniture design 
desirable in their market. Much of the 
West Coast has architecture distinct 
from that in most of the nation, and 
this has resulted in definite trends in 
furniture styling, room arrangement 
and use. One distributor said, resign- 
edly, “We can’t expect the manufac- 
turers to design specially for us, they 
must think of the larger eastern mar- 
ket,” but his comments on the sales 
value of some of the designs sent to 
him were closely related to Chic 
Sale design specialties. Need for fur- 
niture styling of television sets has 
been instrumental in the current suc- 
cess of the only two West Coast tele- 
vision manufacturers now in produc- 
tion — Hoffman and _  Packard-Bell. 
Each operates its own furniture fac- 
tories in Los Angeles. Each gave 
prospects choices in well-made light 
wood modern cabinets when they were 
unobtainable from other manufacturers. 
Following closely the local furniture 
style exhibits, they have produced 
highly popular early-American which 
is currently the public’s choice. 


Hoffman and Bell on TV 


The heads of these two companies, 
whose business life and fortunes de- 
pend on their judgment of the West 
Coast television market, can best sum- 
marize the future of television west of 
the Rockies. Said H. Leslie Hoffman: 
“Television will have more effect on 
the living habits of the people in the 
western states than any development 
since the motorcar.” Said Herbert A. 
Bell,. founder and president of Pack- 
ard-Bell: “The western people are 
aggressive, they like new things, they 
like entertainment, they like sports— 
they are a natural to buy television.” 

End 








16 cu. ft. 
640 Ibs. Capacity 
Model 16 B 





Ideal size for taking full advantage of eco- 
nomical buying. Always plenty on hand 
for every occasion. Interior Illumination. 
Counter-balanced Twin Doors. Heavily In- 
sulated. Tecumseh Unit. 


8 cu. ft. 
320 Ibs. Capacity 
Model 8 B 


Heavily Insulated, Illuminated Interior, 
Counter-balanced Door. Hermetically 
Sealed Tecumseh Compressor. 


—— 4 cu. ft. 
160 Ibs. Capacity 
| Model 4B 


Apartment size gives home 
freezer advantages in limited floor space. 
Has all the features of larger Marquette 
Freezers plus handy plastic covered ‘’Util- 
ity-Top”. 
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Ww Hr cu tt MARQUETTE freezers 








Holds 140 lbs. More Frozen Food 


BOOSTS YOUR FALL HARVEST OF MARQUETTE FREEZER SALES 





Features Giant Freezer’s Capacity in 8 cu. ft. freezer’s size. 
Its big enough to take good advantage of quantity harvest 
season buying at lowest prices . .. and for storing farm and 
garden produce. 460 pound capacity. 


Now’s the time to sell Marquette Freezers, they start pay- 
ing for themselves right away with low harvest-time food 
prices. This is the time a freezer saves the housewife loads 
of time, toil and trouble of canning. And don’t forget, 
Hunting and Fishing season is on, to help you sell friend 


husband. 


Close the sale by pointing out all Marquette’s outstanding 
features .. . beautiful styling, DuPont Dulux baked enamel 
finish, Tecumseh, Hermetically Sealed Compressor, economi- 
cal operation .. . and Marquette’s low, competitive price. 





quette Home Freezer. 


FOUR BIG, NEW REFRIGERATORS 


These new, Marquette models are Refriger- 
ated from TOP to BOTTOM! Efficient de- 
sign gives spaciousness of big 8 1/2 cu. ft. 
Refrigerator in floor space of old style 6 
cu. ft. models. Large Freezers, 42 pounds 
of Frozen Foods in big across-the-top freezer. 
The U type model holds 28 pounds. Roll-a- 
grip latch. Twin Crispers. Full Width Vege- 
Crisp Drawer. Latest “Pancake” type Te- 
cumseh Compressor. 


MR, DEALER if you don’t already have a freezer in your own 
home, NOW is the time to install a Marquette Freezer. It'll 
put that extra punch into your sales message. You'll know from 
daily, personal experience all the advantages of owning a Mar- 


Get the Details on Marquette’s Com- 
plete Line of MAJOR Appliances. 
Highest Quality, yet priced Competi- 
tively! Write today for complete de- 
tails on how you can obtain a Profitable 
Marquette Dealership in your territory. 
MARQUETTE APPLIANCES, Inc. 


ii. Ai 
M polis 14, 





HOME FREELERS REFRIGERATORS WATE 
ELECTRIC And GAS HOT WATER HEATERS 
SELF-SERVE FREEZERS And BEVERAGE COOLERS 
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JOBBERS .. CHAINS . . DEPT. STORES 


DEALERS 


The Lowest List Price STEAM IRON 
on the market. . . fully guaranteed 


A.C.-D.C. LIGHT WEIGHT 
AIR CUSHION CARTON 


595 


! 
LESS CORD 





“THE CHIEF” Electric 
STEAM IRON is modern 
in design . . Light Weight 
. . Trouble Free . . No 
Controls . . No Gadgets 
.. Has wonderful sales ap- 
peal, NO BURNING... 
NO SCORCHING. 
lrons any materials, 600 
/ Watt — Weight 412 Ibs. 
}) 6 to Shipping Carton, 
weight 27 Ibs. 











NATIONAL SALES REPRESENTATIVES 


SMITH BENNY SALES CO. 


11 West 42nd Street, New York 18, N. Y. 
Territories Open for Mfgs. Sales Representatives. Write Qualifications 





MFG. BY 
AMERICAN ELECTRIC 
SUPPLY CO., INC. 

















Many More Conventional Washers Sold 
Than All Other Types Combined! 








A GREAT NAME 
IN CONVENTIONAL 
WASHERS 





Voss has been building washers — and 
making friends — FOR NEARLY THREE 
QUARTERS OF A CENTURY. Today, MIL- 
LIONS of housewives prefer Voss—your 
guarantee of sure fire, steady profits. 


Cash in on Voss quality, Voss perform- 





ance and Voss prestige Now! 


A model in every 
price-range! Today's 
top profit line. 








INQUIRE TODAY ABOUT 
G DEALER FRANCHISE 


Galvanized steel white baked enamel 
Voss Self-Draining Tub Sets — popular 
profit partners of Voss Washers. 


VOSS BROS. MFG. CO., Davenport, lowa 






wOSSs 


Since 1876 
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Something for the Girls 





in some kind of coming event which 
requires sending a delegate. We have 
found it both serviceable and profitable 
to work with all kinds of women’s 
clubs. This sometimes takes the form 
of direct payment to groups of a speci- 
fied sum for each member present at a 
demonstration, or as an outright gift 
to a club group for sponsoring a dem- 
onstration. Most clubs usually are glad 
to cooperate. 

“As long as the dealer .is willing to 
assist the club in some way, he finds 
that the investment pays off through 
contact and word-of-mouth advertis- 
ing, which is still the surest and easiest 
way of selling.” 


Appeal To Man Important 


Still another point which Southern 
Electric Co, salesmen have learned is 
a distinct aid in selling the housewife, 
is the fact that women are open for and 
will welcome any suggestion which will 
help her to appeal to the man in her 
life. 

“One paramount question which 
bothers a housewife in her buying is, 
‘Will John like this??” Mr. Feinberg 
points out. “You can’t just assure her 


| that John will like a certain appliance, 














you’ve got to show her why and con- 
vince her that he will. For example, 
there are the numerous time-saving de- 
vices on modern appliances. She knows 
John likes the idea of time-saving and 
if you show her how she can in turn 
show John, you’ve scored a good sell- 
ing point. The health angle of dish- 
washers and garbage disposal units, 
the ‘cleaner clothing’ idea in home 
laundries, the coolness and tastiness of 
electrical cooking are other angles 
which John is sure to like and which 
can be emphasized to her.” 

When this phase of the housewife’s 
thinking gets sincere and sympathetic 
interest, sales resistance is lessened 
considerably, Mr. Feinberg believes. 
He points to the popularity of new 
menus, new gadgets which make living 
more comfortable and convenient, and 
new ideas in homemaking. He feels 
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the approaches which argue “Would 
you like to hear your husband praise 
your biscuits?” or “You can keep him 
smiling all the time with a home freezer 
dinner” are not bad approaches be- 
cause they accent the idea of personal 
help to a housewife in improving her- 
self in the eyes of the man in her life, 


Visual Demonstration Best 


Visual demonstration is the best 
method of selling a housewife, Mr. 
Feinberg avers, although this is not 
necessarily true in the case of the male 
buyer. One major difference, he ex- 
plains, is the fact that women remem- 
ber instructions when they are shown 
them, while the male prefers to read 
his directions out of a book regardless 
of how many times he is shown. In 
selling the housewife, he reasons, it is 
therefore better to concentrate on a 
live model than to call on so many 
varied pieces of manufacturers’ litera- 
ture. 

“We try to get ’em to throw on 
switches, handle knobs, poke around in 
compartments and open and close doors 
as much as possible,” he sums up. “It’s 
just a form of getting a housewife to 
sell herself.” 

Location of the big new store occu- 
pied by Southern Electric Co. was 
partly influenced by the design to ap- 
peal to the woman buyer, Mr. Feinberg 
reveals. The shop is off Tallahassee’s 
main street but not too far away from 
the main business district to be incon- 
venient. Because the store is not in 
the heart of town, women shoppers find 
that shopping is a leisurely and con- 
venient process and they feel free to 
come in without “dressing up.” The 
shop is air-conditioned and luxurious 
seats have been provided for tired cus- 
tomers. 

The Feinberg brothers have ex- 
tended their selling field to builders 
and contractors handling the vast new 
building program around Tallahassee, 
but their selling plans, according to 
Mr. Feinberg, will continue to be 
aimed at the distaff side. End 
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“NOW WE GO TO THE BANK AND IN A PERFECTLY STRAIGHTFORWARD MANNER, WE 
LIE LIKE HELL.” 
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Refrigerator Loans | 
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— 

id of make, you need not be inconven- 
* ienced or without refrigeration. Let 
a our factory-trained mechanics do a 
guaranteed job on it. And while your 


reirigerator is being repaired, we will 
al lend you, at absolutely no cost, one of 
the new Frigidaires.” 





a At the bottom of the ad is a boxed- 
: in coupon for the customer to mail 

in to bring out an estimator to make 
- a free estimate on the cost of repairing 
" the refrigerator. One line states “Also, 
ot let me have its trade-in value,” with 
le space for the home owner’s name, 
sg address and phone number. The plan 
“a works out in three steps, according to 
‘i Hanley. First, if the housewife tele- 


d phones in, or sends a coupon, one of 
the store’s outside salesmen, all of 



























In whom are trained for adequate esti- 
™ mate of repair cost; or a mechanic, | 
a if available, is sent out to estimate 
“s overhaul costs. While in the home, the 
ad estimator does everything possible to 
interest the housewife in buying a new 
- box, pointing out that in many cases, 
a. costs of reconditioning an old refrig- 
we erator are prohibitively high, with re- | 
r, spect to total installed cost of a new | 
rte unit. However, if refrigerator repair 
costs are moderate, the estimator sub- 
™ mits his estimate, which the housewife | 
wall looks over and signs, before going far- 
ther. 
p- 
rs Prospects Sell Themselves ‘ 
cb Then, when a truck is sent to pick ¢ 
~ up the old refrigerator, with mechanic HR tN ve 
~" and helper, a new box is wheeled in | eee ae RR SN 
a simultaneously, and set in place. The | ore ERX POSS SESS we 
“g offer holds true whether one day or \ Rx, BY SSE, 
pa two weeks are required to repair the oN BOR 





“a housewife’s refrigerator, Hanley em- 
phasizes, and during that time, of 


\ 
the one with 


us ; 
wet course, the housewife has an oppor- \ _ 
tunity to familiarize herself with cold- | e Q 
om wall refrigeration, butter conditioner, | the Bonderite seal 
nae . frozen foods compartment, extra ice | \ 
te = reg —s and other | " a . ‘ ' 
such features. “We feel that in many | a f | 5 
instances the customer will sell herself an ifs prom ise @ ] asti ng ea uty e 
i. on a new refrigerator, merely by using | 
nd the loan-out model,” Hanley said. \ 
“Naturally, the mere fact that we are | Women understand the basic value of Bonder- 


repairing the old refrigerator, and 
returning it with a worth-while guar- 
- antee, militates against the quick sale | 
(Continued on next page) | about. 


ite. Tell them that Bonderite preserves beautiful 


appearance and they know what you are talking \ 


Women are conscious of Bonderite quality. They've 

| seen it advertised. They’ve had satisfying experiences with \ 
| Bonderite-protected products from automobiles to home 
appliances. They’ve had good appliance salesmen 

explain the advantages of this treatment which anchors the 
paint and resists corrosion. 


Women respond when you make this quick, effective sales point. 
When you are selling a Bonderite-protected appliance, be 
sure to point out the Bonderite seal. Tell your customer, 
“This has Bonderite under the paint. It will look better longer!” 





Bonderite, Parco, Parco Lubrite — Reg. U.S. Pat. Of. 


: Sy Sf, AKKER PARKER RUST PROOF COMPANY 
Z 2164 East Milwaukee Ave. 
: ‘ Detroit 11, Michigan 
“JUST WATCH THAT DURN POSTMAN’S EYES 


POP WHEN HE SEES OUR BRAND NEW MaAIL- pa ae a 


wail BOX.” | BONDERITE—Corrosion Resistant Paint Base « PARCO COMPOUND—Rust Resistant - PARCO LUBRITE—Wear Resistant for Friction Surfaces 
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Se thé Ceailyful 
SENTINEL ELECTRICS 


Fair Traded... Nationally Advertised...they give 
you the Best Profit Margin in the Electric Clock Field 
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(1) CROYDON: 20” Tambour. Strikes hours and halves. Walnut veneers 
and burl walnut. Retail $24.95. Other Tambours retailing as low as 
$19.95. (2) CATHEDRAL: Two-toned walnut Cabinet Clock, strikes hours 
and halves. Retail $29.95. (3) KITCHENETTE: White or Red “Lustrex” 
plastic, 7%” high. Retail $4.95. (4) BREWSTER: Hand rubbed gumwood 
and walnut Alarm Clock. Retail $7.95. (5) SIGNAL: Alarm Clock. Brown 
plastic case. Retail $4.50. (6) ARTCRAFT: Desk or Table Clock, gum- 
wood with butt walnut top. Retail $9.95. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut + Established 1831 


In Canada: Toronto 14, Ontario 
Prices plus taxes, subject to change; slightly higher in Canada 
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Refrigerator Loans 
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of a new box. However, when the old 
refrigerator begins giving trouble 
again, or the housewife compares it 
unfavorably with a handsome new 
Frigidaire, the chances are that we 
will get forthcoming new-box busi- 
ness.” 


Little Damage to Loaners 


To protect the loan-out refrigerator 
from damage, each mechanic, sales- 
man, or delivery man who rolls a new 
box into the repair-customer’s kitchen, 
“checks out” the housewife on how to 
use the box for maximum efficiency 
and protection, how to guard its finish 
against scratching or other damage, 
and passes along helpful tips on its 
use which are repeated several times, 
so that the “loaner” is invariably re- 
turned in good condition. 

“We haven’t found to date that any- 
one has abused the privilege,” Hanley 
said. “Most of our customers are pleas- 
antly surprised by the offer, and are 
careful to see to it that the refrigerator 
is returned in top-notch condition.” 
On the other hand, while the estimator 
is in the home, Hanley & Co. has 
frequently been able to sell a new 
Frigidaire merely through offering an 
attractive trade-in allowance on the 
spot. If the allowance is more than the 
home owner figures he can get for his 
old refrigerator—and frequently it is 
—many would rather go ahead and 
order the new box delivered rather 
than submitting to the trouble of two 
deliveries and switches of refrigerators 
in a short space of time. With a long 
list of used refrigerator customers on 
hand, and an efficient, assembly-line 
refrigerator reconditioning shop, the 
Hanley organization is willing to make 
attractive trade-in allowances, and 
thus, what would normally be an 
“overhaul prospect” is frequently con- 
verted into a new-refrigerator pur- 
chaser. 

The St. Louis appliance dealership 
has set aside nine models of Frigid- 
aires for loan-out purposes, and ex- 
pects to parade all of these through 
potential prospects’ homes. One of 
the chief virtues of the “refrigerator 
accommodation plan” is that it will 
not only expose many more people to 
the use of brand-new refrigerators, 
with potential sales in the offing, but 
will help to increase refrigerator re- 
pair service, which has been con- 
sistently profitable at the store, ac- 
cording to Hanley. End 
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To the Editor: 

What a field for a wiring moderni- 
zation program—the one offered on 
your August cover: 

All those people with two-wire serv- 
ices. My goodness! 

How are your dealers going to 
sell appliances in such a market? 

Joun F. Bicar, 

National Adequate Wiring Bureau, 

155 Fast 44th St., 

New York 17, N. Y. 


To the Editor: 

Please excuse me for calling this to 
your attention, but I would like to 
know if, on the cover of your August 
edition of ELectricaL MERCHANDIS- 
ING, the error omitting street lights in 
an obviously electrical cover advertise- 
ment was intentional or accidental. My 
curiosity has been aroused and I 
would appreciate it if you would sat- 
isfy it. 

Owen SHEVLIN, 
Doremus & Co. 
120 Broadway, New York City 


To the Editor: 

The Syd Landi cartoon cover of the 
current issue of ELEcTRICAL MERCHAN- 
DISING is really sumpin’. What we 
can’t figure out is why none of the 
homes is wired for an electric range, 
even though a range is being delivered 
to one of the homes on the corner— 
down here we require three-wire serv- 
ice. 

Of course we are just kidding, but 
we want you to know that everyone 
around here reads your good publica- 
tion with a great deal of interest. 

Wo. G. Hits, 

Managing Director, The Electric 

Institute of Washington, 10th at E 

Street, N. W., Washington 4, D.C. 


To the Editor: 

I think the cover of your August 
magazine is one of the most interest- 
ing you have ever had. 

I would suggest that Mr. Syd 
Landi consult some of your electrical 
distribution experts so that he would 
have made his drawing to include 
three-wire service drops into the 
houses. I am afraid that he is going to 
find that all his houses pictured will 
learn their appliances operate rather 
unsuccessfully because of low voltage. 

In spite of the artist’s lack of elec- 
trical knowledge, the cover is very 
eye-catching and certainly depicts at 
least to some extent the present 
method of suburban living. 

M. Pyte, 
West Penn Power Co. 
Connellsville, Pa. 


To the Editor: 

Your very informative and highly 
enjoyable magazine is well read here 
in our Sales Department. Needless to 
say—we try to “take apart” items, etc., 
the better to know why ticks the ticker. 

Now ... your August cover... 
very fine! Healthy, yea, robust ap- 
pliance activities ! Sales—service, prog- 
ress. Modern living (of course, it’s 
electric). Nice load building, and 
here’s where artist Syd Landi and I 
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That August Cover! 





have a word or so. Quote me, “How's 
about the three-wire entrances? Es- 
pecially at left center where I see that 
shiny new range being delivered?” 
Leon A. HEBERT, 
Display Manager, Western Massa- 
chusetts Electric Co., 48 Eagle St., 
Pittsfield, Mass. 


To the Editor: 

Interested in your cover on the 
August issue of ELecrricat MeEr- 
CHANDISING. It might be possible for 
the wind to be coming from the west 
to blow the clothes on the line, while 
it is from the north as indicated on 
nearby weathervane. Maybe it is due 
to local eddy-currents. 

It might be possible for a cord to 
be connected to what appears to be a 
gas driven lawn mower. But never, 
never connect the hose to the suction 
end of the vacuum cleaner when 
spraying, (unless of course you want 
all the paint inside the vacuum 
cleaner. ) 

B. R. RicHARDSON, 
4 Fairfield Lane 
Old Greenwich, Conn. 


To the Editor: 

This is probably only one of the 
many communications that you have 
received and will continue to receive, 
as long as the current issue of the 
ELEcTRICAL MERCHANDISING is on the 
stands. 

The idea for the cover was excellent, 
but why didn’t you have an engineer 
on the job. Even a home economist is 
sure that an electrician would have 
helped. How are we going to take 
care of all those lovely and necessary 
appliances when all the houses have 
only a two wire entrance? Or is that 
one poor line man going to run the 
third wires, especially the one where 
that range is being delivered. This is 
not to be construed as a rebuke, I’m 
just in a position to be sorry for the 
salesmen for that territory, who have 
so much to offer and no way to use it. 
There are so many, too many homes 
inadequately wired. 

Or maybe you did it on purpose, to 
see if we looked at your covers. The 
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opinions here uttered are strictly my 
own and in no way refer to those of 
this company. 

KATHERINE M. WRIGHT, 

Home Economist, Wisconsin Power 

and Light Company, 

Ripon, Wisconsin. 

To the Editor: 

I know that on the cover of ELEc- 
TRICAL MERCHANDISING for August, 
'49, you meant for all the homes to 
have electrical merchandise in them, 
but due to a slight error, the houses 
are not wired for electric ranges. If 
you will note, all the houses have only 
two wires running into them. Just 
something I noted and wondered 
about. 

W. L. BuLtock, 

Manager, Lynchburg Electric Co., 

601 Main Street, Lynchburg, Va. 


Re Leslie Electric Co. 


To the Editor: 
I get your magazine ELECTRICAL 
MERCHANDISING, which I think is tops. 
I have a problem and I am wonder- 
ing if you can help me. I bought and 
resold a Press-To-Magic toaster last 
year made by the Leslie Electric Com- 
pany, Inc., 23 Flatbush Ave., Brook- 
lyn 17, N. Y. It has a one year 
guarantee on it but after six months 
use, it went bad. My customer re- 
turned it to me and I sent it in to the 
factory. I received a card from them 
advising me the repair number was 
20468 and that repairs would be made 
within 90 days and it would then be 
returned. I waited about four months 
and heard nothing more from them. I 
wrote, but received no answer. I 
wrote twice more with equal results. 
Now I see in the Classified Direc- 
tory, published by your firm, that they 
are still listed as toaster manufac- 
turers. Would you get in touch with 
this company for me and ask them 
what their intentions are and if they 
don’t intend to return the toaster or 
its value. I think you would be doing 
a great service to all the appliance 
dealers of the country informing them 
of this company’s policies. 
R. P. JUNEMAN, 
Juneman Hardware 
Sloan, Iowa 


Eprror’s Note. A call to the Leslie 
Electric Co. brought the information 
that the telephone had been discon- 
nected. The company failed to return 
a questionaire sent it in gathering in- 
formation for the current ELECTRICAL 
MERCHANDISING “Directory of Appli- 
ance and Radio Manufacturers.” 








“AND CLARA DEFROSTED EVERY BIT OF THE DINNER HERSELF, MR. URF.” 
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SHIRLEY VALUE BOOSTS YOUR CHANCES TO SELL 


\ 


Customers looking for their "money's worth’—and aren't they all—will 


be shopping for SHIRLEY after reading about this “real value,” which 


appeared in September Better Homes & Gardens and Country Gentle- 


man. Display your SHIRLEY “Master” and show ‘em the “dollars-and- 


sense’ advantages of buying the roomiest and most convenient sink 


made —and only by SHIRLEY, at that. 


SHIRLEY CORPORATION + INDIANAPOLIS 2, INDIANA 


MAAR LEY 
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Canada’s Short Supply Precludes 
immediate Appliance Price Cuts 


Steady sales are keeping 
prices at high level 


Household appliances in Canada are 
going to come with their full quota of 
“frills” for a while yet. In the face of 
well-maintained sales schedules, Cana- 
dian manufacturers haven’t been as 
anxious to pick up the price-paring 
knife as their sales-hungry U. S. 
cousins. 

For some time now U. S. appliance 
counters have been breaking out in a 
rash of “economy” models. This was 
U. S. industry’s answer to louder con- 
sumer shouts for lower-priced prod- 
ucts. Stripped-down product versions, 
minus price-boosting extras which add 
little to performance, seemed the only 
way to lure dollars back into the fold. 

But for Canada the story is different. 
As one large maker of small appliances 
put it: “We haven’t had the time to 
even think about it. Our production is 
close to three times our prewar pace; 
yet we are still in short supply.” 


Rosy Picture 


Out of a number of large manufac- 
turers contacted, not one would admit 
that the scene was anything but rosy. 
There may be a few isolated cases of 
product paring. But generally house- 
hold appliances will stay pretty much 
the same for some time yet. 

But in the U. S., appliance manu- 
facturers have been confrontetl with a 
strange sales recession. Consumer 
wallets were still pretty thick, but their 
owners were getting touchy about high 
prices. The dollars were there but it 
would take the right price tag to drag 
them out. With wage and material 
costs still running high, there seemed 
but one answer: make some substitu- 
tions, cut out some of the “garnishes,” 
and thus knock down the price ticket. 

Whittled-down models have been 
showing up in a good many U. S. 
stores. Here are a few examples: $30 
came off a refrigerator by removing 
the interior light; substitution of a 
wooden handle for a metal one helped 
to knock down a vacuum clearer $10; 
elimination of the “tattle tale” light 
was one of things which shaved about 
$30 from another vacuum. And these 
were just several in an outbreak which 
by the end of the year would probably 
affect most major U. S. appliance 
lines. 


No Sales Worry Here 


The big reason why this sort of 
thing hasn’t happened in Canada to 
date is that Canadian appliance makers 
haven't had as large a dose of sales 
worries. Although demand for smaller 
appliances did slacken a little, there is 
still a shortage of the bigger items like 
refrigerators and ranges. But even in 
the case of small appliances, a fairly 
general price cut which followed fed- 
eral removal of excise taxes last year 
did much to pick up the slack. 

A spokesman for Canadian General 
Electric expressed it like this: “In the 
light of demand, Canadian firms have 
concentrated on giving the public as 
many appliances as possible. The intro- 
duction of simplified models would 
have hindered production by  shut- 
downs and duplication of model de- 
signs.” 

Appliance makers in this country 
were faced from the beginning with a 
more serious scarcity of certain raw 
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material lines than their U. S. counter- 
parts. Production was slower in catch- 
ing up with demand. “We _ were 
stymied by a shortage of steel,” said an 
executive of General Steel Wares, “and 
U. S. production caught up much 
quicker than we did.” 

In addition, Canadian firms had 
never gone in for the “frills” as much 
as U. S. concerns. “Canadians have 
never been as gadget-conscious,” said 
an executive of Hamilton’s (Ont.) 
Canadian Westinghouse. “The em- 
phasis is on improving manufacturing 
efficiency as much as possible.” 


Saving on Radios 


A large radio company gave a sam- 
ple of a price saving that would soon 
be on its way to Canadians. “We have 
had a six-tube combination model with 
one-speed record changer on the mar- 
ket for some time,” said the spokes- 
man, “but soon we will bring out an 
eight-tube version in a better-looking 
cabinet with a three-speed changer for 
only $5 more.” 

This saving was brought about by 
reductions in component parts and 
wiring through recent slashes in base 
metal prices. But the radio industry 
could hardly be classified in exactly the 
same boat as appliance makers. It 
was probably the first to feel the 
effects of sales resistance and since last 
year most radio people have been find- 
ing ways and means to get their prod- 
ucts lower price tags. With a shot in 
the arm from television, plus “getting 
down to brass tacks faster,” the situa- 
tion seems largely to have cleared itself 
up. 
But for the appliance makers gen- 
erally, the idea is to get out as much 
production as possible to meet public 
demand. 


REMA Picks Atlantic City 
For Refrigeration Show 


An All-Industry Refrigeration and 
Air Conditioning Exposition spon- 
sored by the REMA will be held 
for the first time in the East at 
Atlantic City, N. J. on Nov. 14-18. 
A trade show open only to manu- 
facturers, distributors, and dealers, 
the exposition will include nearly 
200 exhibitors whose display par- 
ticipation will reach a total value 
of nearly $3,000,000. Space is still 
open for exhibitions, but is filling 
up fast. Anyone desiring hotel ac- 
commodations should write to the 
Housing Bureau, All-Industry Ex- 
position, 16 Central Pier, Atlantic 
City, N. J 


Palmer Corp. Purchases 
NACO Heating Divisions 


Oscar C. Palmer, owner-president 
of Palmer Mfg. Corp., Phoenix, Ariz., 
has announced his company’s purchase 
of the Pacific and Superior heating 
divisions of Naco Mfg. Corp., Los 
Angeles, a subsidiary of the Grace 
Steamship Lines. Palmer heating 
equipment will hereafter be manufac- 
tured under the trade-marks Pacific, 
Superior and Palmaire. 
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General Electric Co. 





JOHN G. PORTER 





PAUL A. WASSMANSDORF 


John G. Porter and Paul A. 
Wassmansdorf have been appointed 
advertising managers for General 
Electric major appliances and traf- 
fic appliances respectively. Mr. Por- 
ter had most recently been manager 
of traffic appliance advertising and 
sales promotion. Mr. Wassmans- 
dorf was advertising manager of 
the company’s plastic division be- 
fore the war and more recently had 
been in charge of advertising on 
several traffic appliance lines. 

Ralph J. Mowry has been ap- 
pointed manager of General Electric 
appliance sales in Washington, D, C. 
He was formerly sales manager for 
the company’s distributing branch 
in Bloomfield, N. J. 

Three new sales districts have been 
established by the lamp department of 
the General Electric Co. according to 
Fred F. Haroff, general manager of 
the department. The Connecticut Val- 
ley district headquarters will be at 
New Haven with Elbert A. Hawkins 
as manager. The Texas Gulf district 
will have headquarters at Houston 
with George S. Trotter as manager. 
The third new district will be at 
Seattle, Wash., and will be known as 
the Puget Sound district; Lloyd R. 
Wilson will be manager. Walter Pit- 
blado has succeeded Wilson as man- 
ager of the North Pacific district. 


Olin Industries, Inc. 


Three new district sales representa- 
tives have been appointed by the elec- 
trical division of Olin Industries, Inc. 
Ray L. McCray, Jr. will have head- 
quarters in Denver and cover Colorado 
and Wyoming. Albert A. de Ben, Jr. 
will handle accounts in Louisiana and 
southern Mississippi. William H. 
Park will cover southern Illinois and 
Kentucky for the firm. 


NEW POSITIONS 





Philco Corp. 





THOMAS A. KENNALLY 


Thomas A. Kennally has been 
named president of the refrigeration 
division of Philco Corp., according 
to William Balderston, Philco presi- 
dent. Mr. Kennally has had 25 years 
experience in the development, man- 
ufacture and distribution of Philco 
products. For the past six months 
he has devoted most of his time to 
the newly acquired electric range 
division. 


Horton Mfg. Co. 





E. HOY McCONNELL 


One new appointment and two pro- 
motions have been announced by A. E. 
Askerberg, president of Horton Mfg. 
Co., at Fort Wayne, Ind. L. F. 
Koranda has been promoted to assist- 
ant sales manager and E. Hoy McCon- 
nell is now advertising and sales pro- 
motion manager. Rober* Griffin has 
been appointed as divisional sales 
representative. 


Bendix Radio 


Appointment of Max Fischman and 
Ervin L. Teeter as district merchan- 
disers of Bendix television and radio 
has been announced by Edward C-. 
Bonia, general sales manager of the 
Bendix television and broadcast re- 
ceiver division, Bendix Aviation Corp. 
Fischman will cover the Pittsburgh 
area; Teeter’s headquarters will be in 
Kansas City and he will cover Kansas 
and several counties in Missouri. 
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Servel, Inc. 





W. PAUL JONES 


W. Paul Jones, formerly vice-presi- 
dent in charge of the refrigerator di- 
vision of Philco Corp., has been 
elected to succeed Louis Ruthenburg 
as president of Servel, Inc. Mr. 
Ruthenburg has been elevated to a 
newly-created position as chairman of 
the board and chief executive officer. 
Mr. Jones was at the time executive 
vice-president of Fairbanks-Morse 
Home Appliances. 


A. 0. Smith Corp. 





STANLEY E. WOLKENHEIM 


Stanley E. Wolkenheim has been 
named sales supervisor of the three 
lines of electric water heaters manu- 
factured by the A. O. Smith Corp. 
Mr. Wolkenheim was formerly man- 
ager of the water heater and range 
divisions of Hotpoint, Inc. 


Capehart-Farnsworth Corp. 


Jack L. Hobby has been named sales 
promotion manager of the Capehart- 
Farnsworth Corp, it has been an- 
nounced by Capt. D. R. Hull, executive 
vice-president. 


National Union Radio Corp. 


George K. Konz has been appointed 
assistant advertising and sales promo- 
tion manager for the National Union 
Radio Corp. 


Schaefer, Inc. 





BERNARD W. HANSON 





ALFRED H. ROSE 


Bernard W. Hanson has been elected 
president of Schaefer, Inc., succeeding 
Harold L.: Schaefer, founder of the 
company, who has been elected chair- 
man of the board of directors. Alfred 
H. Rose, formerly sales manager, has 
been named vice-president in charge of 
sales. 

Robert B. Norris, formerly vice- 
president, becomes vice-president and 
secretary. Mr. Hanson was formerly 
vice-president and treasurer and re- 
tains the title of treasurer. 

Mr. Hanson joined Schaefer, Inc. 
shortly after its founding in 1929 as 
auditor and credit manager and from 
1937 to 1942 was secretary and treas- 
urer. Mr. Rose came to Schaefer 
from Bloomington, Ill., where he was 
in charge of the freezer division of the 
Portable Elevator Manufacturing Co. 


Zenith Radio Corp. 


John A. Miguel, Jr., has been ap- 
pointed manager of the Zenith Radio 
Corp. international division according 
to H. C. Bonfig, vice-president. Born 
in Manila, Mr. Miguel has had twenty 
years’ experience in radio sales in this 
country, the West Indies, Mexico, and 
South America and in the Pacific. 


Winsted Hardware Mfg. Co., 
Waring Products Corp. 


John H. Roberts has been named 
special representative for the Waring 
Products Corp. and the Winsted Hard- 
ware Manufacturing Co. He will act 
as liaison between the New York 
offices and representatives in Pitts- 
burgh, Cleveland, Detroit, Indianapolis 
and Chicago. 
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SENSATIONAL NEW 
a 


Wi 


IN ICE CREAM FREEZERS 


A TWIST 
and it’s OFF 


= 
A TWIST 
and it’s ON 


A 
THE EXCLUSIVE PORTER ” 
ef 4 
wist- 
MAIN FRAME 


A NEW FEATURE AVAILABLE 
ONLY ON THE 1950 


Dolly 
Madison 


ELECTRIC FREEZER 


| Model 440-50—4-QT. Size 


No hinges . . . 


vv 





No latches . . . 
It's easy to center 
Main Frame on 
Dasher Shaft! 


Porter 


Again, 
provement to ice cream freezer de- 


brings another im- 
sign! Another new refinement to 
prove Porter-made freezers are the 
best ever built! 

There’s never been a feature like 
“Twist-Lok”! No more fussing with 


clumsy latches and hinges that 
make centering the frame on the 
dasher shaft a patience-trying chore 


Just twist the “Twist-Lok” Main 
Frame clockwise, slipping it out of 
the slotted receptacles that hold it 
firm and secure during operation. 
Reverse the process to replace the 
frame. It’s off,—or on... as quick 
as a wink 

The new “Twist-Lok” Main Frame 
brings new restyled beauty to the 
1950 Dolly Madison. Add to this a 
new color scheme of soft Grey and 
gleaming White ... with a finish 
comparable to any other high-qual- 
ity home appliance ... and you have 
the greatest value in electric home 
freezers ever offered! 


Other Porter-Made Freezers 


HUSKY HUSKY 
Hand Hand 
Freezer “ Freezer 
Model 104-50 Model 102-50 
4-QT. Size 2-QT. Size 





CL | 


ek Sen © Benen. | 
ers of America’s Favorite 
tee Croom Freezers 


Ment 





YEARS OLD 


WOME OFFICE: OTTAWA, ILL. — EXPORT OFFICE AND 
DISPLAY ROOMS: 664 N. MICHIGAN AVE., CHICAGO, ILL. 
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NEW POSITIONS 





Nat'l. Enameling & 
Stamping Co. 





D. S. BELDON 


The appointment of D. S. Beldon, 
Jr., as sales manager of the stove and 
heater division of the National 
Enameling and Stamping Co. has been 
announced by Willard H. Sahloff, 
NESCO president. Mr. Beldon has 
been a buyer of stoves and housewares 
for Montgomery Ward & Co. for the 
past six years and was formerly asso- 
ciated with L. Bamberger & Co.,, 
Newark and Sibley, Lindsay & Curr, 
Rochester, N. Y. 


Florence Stove Co. 





Cc. 0. SLABY 


Charles O. Slaby has been made 
sales manager of the heater division 
of the Florence Stove Co., it has been 
announced by C. 
president in 


Fred Lucas, vice- 
charge of Mr. 
Slaby was formerly sales manager of 
the stove and heater divisions of the 
National Enameling and Stamping Co., 
Milwaukee, Wis. 


sales. 


Thor Corp. 


Thomas R. Chadwick has been ap- 
pointed central division sales manager 
for the Thor Corp., it has been an- 
nounced by president John R. Hurley. 
Mr. Chadwick was formerly general 
sales manager of the Cory Corp. 


Lonergan Mfg. Co. 


Walter H. Kelly has been ap- 
pointed district sales manager for 
the middle Atlantic and New Eng- 
land states for Lonergan space 
heaters, window exhaust fans and 


| warm air furnaces. 
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C HEATING EQUIPMENT 


LEADERSHIP IN ENGINEERING AND DESIGN 


Laboratory and consumer tests prove Pacific to 
be superior in efficiency and economy. 


APPEARANCE There’s none better -- We invite com- 
parison and you be the judge. 


A COMPLETE LINE Gives thorough market coverage 
Residential - Commercial - Industrial. 


COMPETITIVE PRICES ¢ for $, value for value Pacific 


Heating Equipment gets the customers pre- 
ference every time. 


100% BACKING TO DISTRIBUTORS AND DEALERS 


For the first 6 months of this year possible 
readership of Palmer paid ads was over 
75,000,000 people! 


MR. DISTRIBUTOR — MR. DEALER 


Here’s heating equipment that has all the fea- 
tures for a profitable sales building operation. 


Write Dept. M-1 today for your franchise information 


PALMER MANUFACTURING CORPORATION 


manufacturers. of the famous Sno-Breze air coolers 


PHOENIX, ARIZONA 














Deliver appliances free from scratches 
or blemishes of every kind with 


MASTERCRAFT 


PROTECTIVE COVERS 


Mastercraft’s 


... Jute Kersey padding . . . eliminates 
costly repairs and insures profits! 


When buying protection — buy the 


best that mone 
craft! 


Write today 
for your 
copy of 
our new 

descriptive 
folder and 
price list. 


strong, sturdy covering 


y can buy—buy Master- 








BEARSE MANUFACTURING CO. 


3817 Cortland 
Gentlemen: 


Please send me your new folder and price list 
on Mastercraft Pads and Carrying Harness. 


| 
St., Chicago 47, Ill. | 
| 
| 


OCTOBER, 
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Modern Merchandise Displays 
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Enjoy the ADDED Beauty 
of Your Lighted Tree 
in MOTION. . . 


KASSON ELECTRIC 
CHRISTMAS TREE TURNER 



















Adjustable 
to most 
Tree Sizes! 


Revolves 
3 Times 
a Minute 





This unusual novelty is just what you need 
for thrilling holiday windows—and ideal 
for Christmas displays throughout the store, 
too. “Kasson” is a handsome, sturdy 
unit with a dependable, self-starting A.C. 
motor; lasts for years! 





Z 
‘\ 


Need LIGHTED MOTION! 


New Model 712 
ROTO-SH or cassony 
Electric Turnta- 


ble revolves 3 Tt . h 
RPM while per- Ro O S Oo 
mitting novel ELECTRIC TURNTABLES 


self - contained 
lighting effects 
or operation of 
electrical de- 
vices. Capacity 
200 Ibs. 18” di- 
ameter turnta- 
ble — allover 
height only 7”. 
dow trim! 
Write for complete turntable catalog and price 
list. Remember, motion displays mean more 
business. 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. New York 12, N. Y. 





Will revolutionize your win- 
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NEW POSITIONS 













Dazey Corp. Sylvania Electric Products Inc. 


Fryryte 
AUTOMATIC ELECTRIC 


DEEP FRYER 


Here’s the newest and easiest way 
to deep fry everything from chicken 
to donuts. The Fryryte—fill with 
oil, plug in, and it’s ready. Imagine! 
Deep frying as easy as boiling water 
—and fast! 

Sales are also fast with this newest 
of kitchen appliances. Over 37 lead- 
ing department stores in the coun- 
try have proven the Fryryte sales. 
It’s taking the country by storm. 


Completely NEW! DIFFERENT! 


There's nothing like the FRYRYTE on the 
market. It’s a masterpiece of designing and 
engineering featuring patented thermostatic 
control to insure uniform results every time. 

his means Golden- Brown Deliciousness 
at every meal. 


THE FRYRYTE IS GUARANTEED 
for one full year! Guaranteed safe,: 
too! No dangerous and messy hand- 
ling. The cooking compound re- 
mains in fryer for repeated use. 
Mirror-chrome finish wipes clean 
with damp cloth 


- = " about the FRYRYTE, 
D ula Ne INC, River Grove, 








W. G. EDRINGTON E. W. GUTELIUS 


FOR THE HOUSEWIFE! 


The FRYRYTE quickly prepares golden brown 
platters of food—done to the satisfaction of the en- 
tire family. 


Cooks most anything including chicken, shrimps, 
onions, potatoes, steaks, chops, vegetables, frog legs, 
clams, crabs, oysters, fillets, doughnuts, fritters, etc. 


aN s94” 
TRADE 

PRICE 

SEE YOUR JOBBER 
Call your jobber 
now or drop us a 
line. We'll be glad 


to send you com- 
plete information 









WHAT A GIFT! 
The Fryryte is truly 
the gift supreme! 
Needed in every 
home for easier fry- 
ing. As a wedding 
gift— Christmas gift 
—or just for home 
use it'll be appre- 
ciated. 


















* Patent Pending 


GRAND 
ILLINOIS 














GARLAN MORSE 





ADELE J. BERKLE 


-= W. G. Edrington has been appointed 
general sales manager, Dazey Corp., St. 
Louis, Mo., according to an announce- 
ment by F. L. Yount, advertising man- 
ager. Most recently associated with 
Ekco Products Co. as divisional sales 
manager, Mr. Edrington had pre- 
viously been affiliated with Rice-Stix 
Co. and the Woolworth organization. 
' Miss Adele J. Berkle has been 
named assistant sales manager. She 
has been a member of the firm for 
24 years. 


ae with Slingabouts our 


appliance handling is safer, faster” 


SAYS H. B. TALBOTT, MANAGER 
KEPS APPLIANCE CO., EASTON, PA. 





Sessions Clock Co. 


C. A. BURTON 


E. W. Gutelius has been appointed 
to direct advertising and sales promo- 
tion for the lamp and fixture divisions, 
Sylvania Electric Products Inc., ac- 
cording to a recent statement by Terry 
Cunningham, director of advertising. 
Previously assistant sales promotion 
manager for the G-E lamp department, 
Mr. Gutelius will be in charge of all 
promotional activities covering incan- 
descent and fluorescent lamps. 


“Slingabouts help us keep customers happy by pro- 


tecting appliances and speeding up delivery,’ states 
H. B. Talbott. 





Like the Keps Company, you can guarantee quicker, 
damage-free delivery with Slingabouts. Heavy can- 
vas jackets over linings of soft flannel and cotton 
padding absorb shocks and jars while preserving 
finishes. A strong sling with sturdy hand straps means 


_/ .. 





Other Appointments easier handling in trucks and through narrow spaces. 











Garlan Morse has been appointed 
director of Pacific Coast sales for all 
product divisions, according to an an- 





You will find a Webb Slingabout style for all lead- 
ing makes of appliances. 


PAUL SCHARSIG b 
" nouncement by R. H. Bishop, vice- 


























president in charge of sales. Mr. Hl RAG GATE ia Esene yy ae 
Paul Scharsig was recently ap- Morse was previously general mer- WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 
pointed to take charge of the Western chandise manager for the lamp divi- | Send Slingabout prices for model # | 
Division, Sessions Clock Co., Forest- sion. | k | 
~ ville, Conn., according to an announce- Charles A. Burton has been named | — az, Refrigerators | 
ment. Mr. Scharsig, who has been product sales manager, lamp division, Name_ Radio | 

: ¢ ¢ . c | Range 
= with the firm for a number of years, according to an announcement by B. K. SEND Gack ws | 
formerly represented famous European Wickstrum, general sales manager. Address_ __ Aplience } Washer | 
). clock manufacturers in their American _ Affiliated with the firm since 1938, Mr. TODAY r ‘ ihe ennai =| 
y. market. He is located in offices in Burton was formerly assistant general . ty tate | 
S the Merchandise Mart, Chicago. sales manager. J 
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it ee ee ee on ee 


with this 


SALE PRICE PROMOTION 


USUAL PRICE 





Taylor Jr $39.95 
Wringer 10.00 

$49.95 
FREE 


A Complete Kit 
of Promotion Aids 


Newspaper mats 
Rad.o commercials 
Window streamers 
Display blowups 
Consumer booklets 
Selling Suggestions 


Ma eee e ee eee eee ee eee SESE SESE SESE eee 


Dealers are doing 


BIG THINGS 


LITTLE WASHER 


Taylor Junior 
SPECIAL SALE PRICE $3995 


COMPLETE WITH WRINGER 


See Your Jobber Today ... or 


THE TAYLOR CORPORATION, 








a < 


Sales records and satisfied users tell 
us nationally-advertised Taylor Jr. 
is the best portable electric washer 
on the market . . . so you'll just 
naturally clean up when you sell 
it at a real savings of $10.00 to 
your customers—WITH YOUR REGU- 
LAR PROFIT MARGIN! 


write . 


Alliance, Ohio 


Lamm ee ee eB eB eee eee ee ee ee eee ee 





Manufacturers 

Do You Really Want 
Concentrated 

Sales Effort In... 


ARIZONA 
NEVADA 
NEW MEXICO 


and El Paso, Texas 


Major or small appliance manu- 
facturers should be interested in 
getting better coverage in the 
territory outlined above. With 
headquarters in Phoenix, | can 
give concentrated effort in to- 
day's competitive market. For- 
merly Vice President and Sales 
Manager of well-known appli- 
ance manufacturer. 


Write or wire— 


JAMES P. FALLIS 


1525 Flower Circle South 
Phoenix, Arizona 





COLUMBIA FEATURES 


ANACONDA; 


shielded Lead!” 


Li 


an 
RECEPTION 





ATV-225 


ATV-225 is the first shielded high 
impedance television transmission 
line and is an exclusive Anaconda 
development. Its excellent mechan- 
ical and electrical characteristics 
results in better television and 
FM reception and performance. The 
ATV-225 can be supplied with 
either tinned copper braid shield or 
foil shield. The Densheath thermo- 
plastic jacket is flame resistant, 
stable and durable under all 
weather conditions. The conductors 
are encased in polyethylene, an 
insulation of exceptionally out- 
standing dielectric properties. A 
complete line is available. 


Two GREAT NAMES 


ANACONDA, foremost producer of wire, to 
gether with COLUMBIA makes an unbeatable 
-ombination for service t of TV, FM and 
AM wire and cable 


© users 





New Catalog Is Available—Write for Your Copy 
Immediate Shipment from Chicago Stock 











Columbia Wire & Supply Co. 
2850 Irving Pk. Road Chicago 18, Ill. 
‘National Distributors and Warehouse for Ana- 


conda Denshcath Television and Radio Wire and 
Cables” 
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DISTRIBUTORS APPOINTED 











Hallicrafters Co. 


New models of Hallicrafters TV 
receivers will be sold through regu- 
lar appliance distributors with exclu- 


sive coverage in their territories 
according to Rollie J. Sherwood, 
general sales manager. The firm 


formerly sold direct to radio parts 
distributors and a limited number 
of large retail outlets. Distributors 
named by the company include: 
All State Distributors, Newark, N. J. 
Warren-Connolly Co., New York, N. Y. 
Williams & Shelton Co., Charlotte, N. C. 
G. M. Nutter Co., Cleveland, O. 

Thomas Distributing Co., Los Angeles, Cal. 
Greber Distributing Co., Washington, D. C. 


Horton Mfg. Co. 


Horton Manufacturing Co, has 
appointed the KTM Distributing 
Co., Cincinnati, Ohio, as a distribu- 
tor of Horton products. 


Norge Division, 
Borg-Warner Corp. 


Allied Appliance Co., Boston, 
has been named a distributor of 
Norge home appliances. 


Allen DuMont Labortories Inc. 


S. H. Lynch & Co., Pacific & 
Olive Sts., Dallas, have been named 
distributors for DuMont television 
receivers. 


Estate Stove Co. 
Noma Electric Corp. 


Mid-States Sales, Inc., Chicago, 
has been named distributor of prod- 
ucts of the Estate Stove Co., division 
of Noma Electric Corp. 


Landers, Frary & Clark 


The appointment of the following 
firms as distributors of Universal 
ranges, washers and vacuum clean- 
ers has been announced by Landers, 
Frary & Clark: 

Green Sales Co., New York, N. Y. 

Meletio Electric Supply Co., Dallas, Tex. 

Illinois Warehouse & Sales Co., Mattoon, 
it. 

Murphy Distributing Co., St. Paul, Minn. 

The following firms have been 
named distributors of Universal 
vacuum cleaners: 


Taylor-Lowenstein Co., Mobile, Ala. 


Home Makers Co., Portland, Ore. 

Fridley Bros., Inc., St. Louis, Mo., 
have been appointed distributors of 
Universal laundry equipment and 
vacuum cleaners. 


Coroaire Heater Corp. 


Appointment of three distributors 
has been announced by Coroaire 
Heater Corp, according to T. G. 
leonard, assistant sales manager. 
Forster Distributing Co., Minneapolis, 

Minn. 

Clayton Distributing Co., Dallas, Tex. 
Peninsular Distributing Co., Detroit, Mich. 


Florence Stove Co. 


Appointment of distributors for 
Florence range and heater lines in 


OCTOBER, 


the Denver and San Francisco terri- 

tories has been announced by C. P. 

Connally, Jr., western division sales 

manager. 

Larson Distributing Co., 550 Lincoln St., 
Denver 9, Colo. 

Dalco Appliance Co., 685-7th St., San 
Francisco, Calif. 


Bendix Home Appliances, Inc. 


The Ewald Distributing Co., has 
been made a Bendix distributor for 
the Louisville, Ky., area according 
to J. L. Armstrong, field sales man- 
ager, Bendix Home Appliances, Inc. 


Motorola Corp. 


J. M. Tuttle, western regional 
sales manager for the Motorola 
Corp. has announced the appoint- 
ment of Zerega-Thompson, 515 
Westlake Ave. N., Seattle, Wash., 
as Washington and Alaska distribu- 
tor. 


Tele-tone Radio Corp. 


Shaw Distributing Co., 205 W. 
First St., Charlotte, N. C., has been 
named distributor for Tele-tone’s 
complete radio and television line 
according to Morton M. Schwartz, 
general sales manager. 


Deepfreeze Division, 
Motor Products Corp. 


General Appliance & Storage Co., 
421 Swann Ave., Alexandria, Va., 
has been appointed distributor of 
Deepfreeze home freezers in the 
Washington, D. C., area. 


Zenith Radio Corp. 


Distribution of Zenith radio and 
television products in San Antonio 
and southern Texas will be handled 
by the Perry Shankle Co., 1801 S. 
Flores St., San Antonio., according 
to an announcement by H. C. Bon- 
fig, Zenith vice-president. 


Duo-Therm Division 
Motor Wheel Corp. 


Appointment of four distributors 
by the Duo-Therm division of the 
Motor Wheel Corp has been an- 
nounced: 

The Lumber & Millwork Co., Baltimore, 

Md. 

Orgill Bros., Little Rock, Ark. 
Ray Thomas Co., Los Angeles, Calif. 
S. A. Long Co., Inc., Wichita, Kan. 


Stromberg-Carlson Co. 


Toledo Merchandise Co., Toledo, 
Ohio, has been made a distributor of 
Stromberg-Carlson radio and tele- 
vision receivers. 


Travy-ler Radio Corp. 
C. R. Rogers Corp., Pittsburgh, 


Pa., has been appointed distributor 
of Trav-ler radio and television. 


Casco Products Corp. 


Allied Electric Supply, Pittsburg, 
Pa., has been named a distributor by 
Casco Products Corp. 
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Industrial Television, Inc. 


New distributors for Industrial 
Television, Inc., are: 


D. J. Roesch Co., 2200 S. Figueroa St.. 
Los Angeles, Calif. 

Penn-Jersey Tele Co., 146-A Broadway, 
Paterson, N. J. 


International Harvester Co. 


New distributors for the Interna- 
tional Harvester Co. refrigeration are: 


Northern Ohio Appliances, Inc., 1609 E. 
21st St., Cleveland, O. 

Protective Electrical Supply Co., Fort 
Wayne, Ind. 

David Kaufman's Sons, Inc., 2015 Wash- 
ington Bivd., Baltimore, Md. 

Remco, Inc., 545 N. LaSalle St., Chicago, 
iil. 

Bickford Brothers, 1209 Broadway, Buf- 
falo, N. Y. 

Electric Sales & Service Co., Atlanta, Ga. 

Lack’s Wholesale Distributors, Inc., 1315 
Baker St., Houston, Tex. 

Chapman & Wilhelm Co., Liberty Life 
Bldg., Charlotte, N. C. 


Sylvania Electric Products, Inc. 


New distributors for the radio divi- 
sion of Sylvania Electric Products, 
Inc., according to H. H. Rainier, man- 
ager of distributor sales, are: 


Smitty’s Electronics, 126 W. Broadway, 
Butte, Mont. 

Radio Supply Co., 6335 Hudson Blvd., 
North Bergen, N. J. 


Electronic Supply Corp., 40-14 Greenpoint | 


Ave., Long Island City, N. Y. 


Raytheon Mfg. Co. 


New Raytheon tube distributors, 
according to F. E. Anderson, dis- 
tributor sales manager, Radio Re- 
ceiving Tube Div., Raytheon Mfg. 
Co., are: 





Elliott Electronics, Inc., 418 N. Fourth | 


Ave., Tucson, Ariz. 
Nylen Brothers and Co., Ltd., 820 S. Bere- 
tania St., Honolulu, Hawaii 


Perfex Corp. 


New distributors of Perfex auto- | 


matic heating controls, according to 
V. P. Black, vice-president and man- 
ager of the Perfex Controls Div., 
Perfex Corp., are: 


R. M. Brand Co., Tucson, Ariz., and 
Albuquerque, N. M. 


Leekley-Herganrather & Assoc., Los 


Angeles, Calif. 
R. A. Parker Co., San Francisco, Calif. 
Thermatic Corp., Chicago, Ill. 
Regulator Controls Co., Indianapolis, Ind. 
Charles D. Jones Co., Kansas City, Mo. 
Prawl Engineering Corp., Omaha, Neb. 
Ohio Pump Service Co., Cleveland, O. 
Harco Distributors, Inc., Baltimore, Md. 
Patterson Service Sales Co., New York, 
N. Y. 
Thermatrol Corp., Philadelphia, Pa. 
C. B. Soper Co., Boston, Mass. 
Chet Adams Co., Greensboro, N. C. 


Sanitary Refrigerator Co. 


The following are new distribu- 
tors for the Household Div., Sani- 
tary Refrigerator Co.: 
Boyd Distributing Co., Inc., 

Ave., Denver, Colo. 


Associated Indutries, 1420 W. Fort St., 
Detroit, Mich. 


20 W. 13th 


Cardinal Distributing Co., 3319-25 Lindell | 


Bivd., St. Louis, Mo. 

E. G. Clinton Co., 740 N. Washington St., 
Minneapolis, Minn. 

Milhender Distributing Co., 172 Summer 
St., Boston, Mass. 


ELECTRICAL MERCHANDISING—OCTOBER, 1949 








HERE’S YOUR CHANCE TO 

















Non-Poisonous Vi Pors 


Feature the Nationally Advertised 
Deadly to Man Gants 


=(j HANKSCR ma 
IN WAR ON VIRUS DiScasrs =; Va 
ED | 200-toxIc 
Sy Afe 
Camp Carson f 


streptococci ARMY TESTS / The GlycolAire is a handsome, easy-to-use appliance that 
GLYCOL VAPORS helps stop the spread of many respiratory diseases by 
killing many types of bacteria and viruses in midair. 
An exclusive “grams per hour” regulator permits easy ad- 
justment for various sized rooms and 
conditions, and when used according 
to instructions, the GlycolAire will sup- 
ply sufficient glycol vapors for rooms 
up to 7500 cubic feet. It plugs into any 
110 volt light socket, has no 
moving parts. Guaranteed for 
one year against defective 
parts and workmanship. 




















ms triethylene 
condensation 
dust control 

k 








Hankscraft GlycolAire is approved 
as safe and effective by the Re- 
search Corporation of New York 
—a world-respected, non-profit 
organization which controls pat- 
ents for glycol vaporization. 


arn $995 RETAIL 


1125 





HANKSCRAFT 

Sanitation Grade 

TRIETHYLENE 
GLYCOL 


or best results with the Glycol Aire, sug- 
gest the exclusive use of Hankscraft ag 
tation Grade Triethylene Giycol. Sells 
one quart, blue and white tins, colineally 
sufficient for a month's supply. 


Model 1129 $1.95 per at. 


WATCH FOR FULL 
PAGE AD IN OCT. 15TH Post 





# ra _ 
ur Xs 

BOTTLE WARMER 

and VAPORIZER 
Warms milk to correct tem- 
perature, then shuts off auto- 


matically. Includes vaporizer 
attachment. Pink, blue or 


VAPOR-MASTER 


Delivers a steady flow of health- 
ful steam for six hours. Shuts off 
automatically when water is 


BOTTLE STERILIZER 
Sterilizes 6 bottles and nipples 
in live steam as doctors recom- 
mend. Shuts off automatically. 
Cord, nipple jar and bottle tray 


EGG SERVICE SET 
Cooks and serves delicious eggs 
right at the table. Includes automa- 
tic electric egg cooker, 4 colored 





gone. Quick, safe relief from egg Cups, poaching dish and serving 
colds. tray. Model 1083 $8.95 
Model 1082A $9.95 Model 874 (egg cooker only) $5.95 


ivory finish. included. 


Model 1013A $1.95 





Model 872 $6.95 


HANKSCRAFT COMPANY -~ Reedsburg, Wisconsin 
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THIS STANDARD DISPLAY 
iS A COMPLETE 
CHIME DEPARTMENT 


Get into the profit-making door chime busi- 
ness with this attractive display board. Your 
customers will see and hear the various models 
and actually sell themselves. You can get a 
new display board now for the price of the 
chimes alone. Several boards to choose from. 


Write today for complete information. 


Lillewhouse 


THE RITTENHOUSE COMPANY, 


RITTENHOUSE Door Chimes 


PEAK BUYING SEASON FOR 





STOCK UP! CASH 


IN? 
on the line that has everything 


* GOLDEN TONE 

* SMART STYLING 

* VARIETY OF MODELS 
* POPULAR PRICES 


More door chimes are sold during 
the Christmas season than at any 
other time of the year. Get your 
share of the business in your com- 
munity by featuring Rittenhouse 

. the line the public knows best. 





MILLIONS OF PROSPECTS 
WILL SEE OUR NATIONAL ADVERTISING 
Millions of readers of these popular home 
magazines will see Rittenhouse Door Chime 
ads. Stock up to meet the demand. 


DOOR CHIMES 


INC., 10 Owen St., 


Honeoye Falls, N. Y. 








PROTECT YOUR TRADE-IN POSITION 


Get 1950 Appraisal Values Now... 


The Hew Offtecal 


NARDA TRADE-IN GUIDE 


Complete 
67 manufacturers 


Authoritative—Scientifically 
by independent dealer panel 


NOW 5 GUIDES IN 1 


prepared 


Refrigerators Washers 
Electric Ranges Vacuum Cleaners 
Gas Ranges 


Every salesman needs one—Gains customer con- 


fidence 
able 


Makes trade-ins quicker, 
Pays for itself on every sale! 


Handy, 
Still only 


more proh 


xcket size, durable cover. 
5. 6 to 25 copies, $4 each. 


NARDA Guide Company 
20 N. Carroll St. 


IARDA Trade-In Guide. 
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-Lists 1950 trade-in prices and com 
plete descriptions of over 5400 appliances of 


Checked 


copies of the 1950 5-in-1 






t- 


ORDER TODAY 


Mail 


ber, October Journal—how two sisters- 





Ramsay—September 
electric dishwasher can free a house- 


| Freezer”—by 





Appliances in 
the Magazines 


WOMEN’S SERVICE GROUP 


Ladies Home Journal 
“Kitchens-In-Law” by Gladys Ta- 


in-law transformed identical kitchens 
in a Long Island development into 
entirely different rooms to suit their 
special needs. | 
| 
| 





McCall's 


“This is How I Keep House,” 12th 
in a series by Elizabeth S. Herbert,| 
October McCall’s—A Union, N. J. 
mother of three has worked out an! 
interesting “twice-a-week” schedule 
for baking, washing and cleaning,| 
which leaves her time for fun. 


Parent's 


“Parent’s Ninth Expandable Home”, 
by Maxine Livingston, October issue/ 
—includes a modern automatic laundry 
and a complete electric kitchen. 


HOME SERVICE GROUP 


Better Homes & Gardens 





“Television: Buying and Installing 
is Fun,” by Walter Adams and E. A| 
Hungerford, Jr—October issue—5| 
pages of practical data on how to 
choose and install the teleset best! 
suited to your needs. 

“What a Deepwell Cooker Can Do 
For You”’—deepwell cookery .on an) 
electric range. “How to Do More} 
Jobs with Less Effort” by Bob Gil-| 
more—the power scroll makes home| 
maintenance jobs easy. 

“See How to Get A Better Home” 
—wiring installation in picture and 
caption series. 


House Beautiful 


“You Can Live in the Kitchen, Be- 
fore, During and After Meals” by 
Kenneth Young and Charlotte Con- 
way—September House Beautiful— 
four pages of plans and picture of an 
electric kitchen that provides space for 
living. 

“This Cellar Now Pays Off as a) 
Chore-Room Laundry”—by Charlotte} 
Conway—four pages on how a oe 

| 





was converted to a complete modern 
laundry with space for sewing. 


American Home 


“How to Stretch A Day” by Edith 
issue—how the} 


wife for more hours with the ee 

Household | 
the Family From the 
Donald K. Tressler and 
Lucy Long—September issue—recipes 
for using frozen food and other hints. 


“Treat 


Family Circle 

“Mrs. Allaun’s New Home Has an) 

All-Electric Kitchen” by Jessie Bak- 
ker—September. 


HOME ECONOMICS GROUP | 


What's New In Home Economics 


“Modern Electric Ranges” Amber 
Ludwig, editor Household Equipment 
section— September What's New— 
5 pages on ranges and plug-in appli- 
ances that expand the range’s useful- 
ness, 
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Manufacturers 
Representatives 
Wanted... 


Prepare now for next 
season's business 





Air Equipment Co., manufac- 
turers of the well-known Nite- 
cool* and Koolmaster* attic, 
window and commercial fans 
are seeking sales and distribu- 
tion representation in the fol- 
lowing states; California, Colo- 
rado, Indiana, Iowa, Kansas, 
Kentucky, Minnesota, Nebras- 
ka, North and South Dakota, 
Ohio, Pennsylvania and Ten- 
nessee. 


Air Equipment Co. offers—pro- 
tected franchises — top-grade 
equipment—national advertis- 
ing. Write direct for complete 
information. 


* Reg. Trade-Mark 


AIR EQUIPMENT CO. 


1713 West Carroll Ave., 
Chicago 12, Illinois 
55 years of Experience and 
Progressive Management 
Established 1894 











GLEASON “5505” Appliance 
Handler is easier to use! 











y More Manhours 


Saved per dollar 
A spent with a "5505" 















Lift load only ¥% inch 
for balanced roll- 
away position, roll on 
ball bearings. 

Only 1” clearance be- 
tween glider rail and 
tire bottom when stair 
climbing. 

















I“ tubular steel frame, 
weighs only 55. Ibs., 
provides maximum 
strength for 450 lb. 
loads. 








The right way to handle ap- 
pliances is the easy way, with 
a Gleason “5505” Appliance 
Handler. Finger-tip balance 
under load, turns on a dime, 
big 10° ball bearing puncture- 
proof tire wheels. Heavy felt 
padded support plates, and 
safety webb straps. 23 feet of 
securely welded steel tubing 
... topped off with a beauti- 
ful white finish. Ask your 
jobber, or write the factory. 


Cte Oe 


934 N Or $ M le ¢ 2 W 
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DEPARTMENT STORES 








Barnes Named Radio-TV Buyer 
For Bullock’s Los Angeles 


Ray Barnes has been appointed ra- 
dio and television buyer-manager for 
Bullock’s, Los Angeles, succeeding 
P. S. Howard, who has entered the 
wholesale field with Kierulff & Co., 
Los Angeles distributors for Motorola. 
Mr. Barnes, who has been with Bul- 
lock’s since 1946, was formerly man- 
ager of the store’s phonograph-record 
department. Robert Lawson succeeds 
Mr. Barnes in the record department. 


Moffat Joins Hale’s 
In San Francisco 


Andrew P. Moffat, formerly appli- 
ance manager for Bullock’s in Los 
Angeles, has joined Hale Bros., San 
Francisco, as service manager for the 
store’s appliance operation. 


Komsky Gets New Position 
At Gimbel’s, New York 


Nat Komsky, formerly associate 
buyers in Gimbel’s housewares depart- 
ment has been named senior buyer of 
housewares, unpainted furniture, paint, 
the bath shop, electrical appliances, 
fireplace equipment and breakfast fur- 
niture to succeed Sol Katz, resigned. 
William McLaughlin and Leonard 
Doctor have been made assistant buy- 
ers of major appliances and radios re- 
spectively. Jules Nass replaces Mr. 
Komsky. 


Sampireri Appointed Buyer 
At Columbia’s Long Beach 


Frank P. Sampieri, formerly radio 
and appliance merchandiser for Stein- 
feld’s, Tuscon, Ariz., has been named 
buyer for radio, television and appli- 
ances at the Columbia Department 
store, Long Beach, Calif. He will 
have charge of the corresponding de- 
partments at two of Columbia’s affili- 
ates, the Pacific department store in 
Long Beach and Columbia of San 
Pedro. 


Open Air Salesroom 





Brown Gets Additional 
Duties at Rich’s, Inc. 


W. E. Brown has taken over man- 
agement of the music division of 
Rich’s, Inc., Atlanta, Ga., in addition 
to his duties in the household appli- 
ance, small electricals, major appli- 
ances and _ household-kitchenwares 
departments. The music division in- 
cludes radio, television and records. 


Appliance Manager Resigns 
At Orchard & Wilhelm Co. 


George C. Carter has resigned as 
manager of the appliance and house- 
wares department of Orchard & Wil- 
helm Co., Omaha, Neb., after 10 years 
in the post. William Frahm, assistant, 
will fill Mr. Carter’s position until a 
successor is chosen. 


Auerbach Made Manager 
Of Boston Store Annex 


Nathan Auerbach has been named 
manager of the Boston Store Annex, 
Columbus, Ohio, covering major ap- 
pliances, furniture and floor coverings. 


Hackett Quits Appliance 
Post At Crescent Store 


George O. Hackett recently resigned 
as manager of the major appliance 
and radio departments, Crescent de- 
partment store, Spokane, Wash., ac- 
cording to an announcement by the 
store. He had been affiliated with 
the firm since 1945, 


Bamberger’s Names Siegel 
As Appliance Manager 


Norman Siegel has been appointed 
manager of major and small appli- 
ances at L. Bamberger & Co., Newark, 
N. J., it has been announced by Alex 
Lewi, vice-president and merchandise 
administrator of home furnishings. 
Siegel was previously manager of 
appliances, radio, television and rec- 
ords at Mandel Bros., Chicago. 





Meet Them In Price; Beat Them In Quality With 


=> Gnellinte 


The Profit Line 
For ‘49 


4 ONE MINUTE 

i Makes More Money For Dealers 

4 ; Heavier, sturdier—with a Life-Time 
Gear in every priced model. One 











One finite A Minute Washers mean service-free, 
satisfied customers who tell their 
friends. 

WASHERS 
ee a3 DRAIN TUBS 
i IRONERS 





That life-time gear is under 

here. WASHERS competitive 

in price, unexcelled in per- 

formance. DRAIN TUBS built and 
priced to sell. 





ONE MINUTE WASHER 08. 


Wosher Craftsmen since 1898 


DeLuxe and portable ironers 
Better built to last a lifetime. 


KELLOGG, IOWA, U.S.A 











WHEN SPACE IS PRECIOUS 
SHOW EM 






A Portable Electric 


Refrigerator, Ideal for: 


OFFICES 
APARTMENTS 
RUMPUS ROOMS 
COTTAGES 
NURSERIES 
MOTELS 
TRAILERS 

M.D.'S OFFICES 


There's no limit to the number of times Kold-Pak provides the 
perfect answer when space is at a premium. It offers the amazing 
capacity of 1.5 cu. ft., yet outside dimensions are only 24”x16"x19" 
high. All steel box has aluminum interior with 2” fibre glass insula- 
tion. Handsome gray-blue wrinkle finish and streamlined design 
fit into any decorative scheme. Has hermetically sealed unit, fully 
automatic Rancostat temperature control. Uses standard Freon 12 
refrigerant. Operates on 110 v., 50 or 60 cycle current. UL ap- 
proved. One year guarantee. Net weight: 75 lbs. 


STEP RIGHT IN was the invitation extended Chicago shoppers recently when 

Goldblatt’s used @ corner window of its State St. store as an open air salesroom for | 
TV sets. Irving H. Weiss, manager of the store’s radio and television department, 
does the demonstrating for the group above. The store reported increcsed saks | 
through its “window traffic.” 


WRITE TODAY FOR ATTRACTIVE DEALER PLAN. 


Kold-pak, Th ee 


yy he CO Os eC 
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Moe Light’s 


“Packaged Lighting Department” 


» + «an unparalleled new 
profit opportunity for you! 





Moe Light Ceiling 
Package M-5020 


You get — 
Beautiful 6’ x 4’ ceiling display 
— complete, ready for installa 
tio — @ generous supply of 
soles-helps, plus 66 individually 


packaged MOE Light fixtures 


You pay — 
Only the regular dealer list price 
for the 66 fixtures — $178.00* 
The complete ceiling display unit 
is yours without extra charge. 
Fixtures shipped PREPAID direct 
from factory — display f. o. b. 
supplier. 
*Prices slightly higher west of 
the Rockies. 


Send for details on 3 other 
Moe Light Packaged 
Departments. 





nerfect CORDination 


id 


( 
and an end to CORDel ms 


th 
w 


CORDS and CORD SETS 


APPROVED BY UNDERWRITERS LABORATORIES 





Selected by leading manufacturers . 
why not by YOU 
a - 


A full line of Flexible 
Cords for the Repair and 
Service industry, 
obtainable through 
Jobbers and Distributors 


* 





15 Park Row New. York 


1, N.Y. 
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CORNISH WIRE COMPANY, ic 


Results already prove the certain success 
of these new “packaged” show-rooms in 
hardware and appliance stores, depart- 
ment stores, and building-supply yards. 

They require minimum space, cost 
surprisingly littlke — and can be added 
to your present facilities overnight with- 
out fuss or muss. 

Don’t miss this opportunity to enjoy 
added profits from a brand-new business. 
Call your Moe Light distrib- 
utor for details, or write — 


es MOE BROTHERS MFG. CO. 
M Eke Fort Atkinson, Wisconsin 


P-178 


SS ORDER BY MAIL AND SAVE! S 


SS SS 
S aN 


MLL 


Eliminates Damages 
and Costly Claims 
NEW HAVEN QUILT & PAD CO. 


PADDED APPLIANCE 
COVERS 


REFRIGERATOR 
COVER $] 3.95 


Carrying harness 
extra. Waterproof, 
padded. Adjustable 
to fit 4 to 10 Cu. Ft. 
boxes. Wraps 
around completely. 


WASHING MACHINE 
COVER 


Ss 


SN 
S 
Ss 








$9.00 


Gives complete protec- 
tion. Padded, water- 
proof. Height 49”, di- 
ameter 31”. 


Covers for Automatic 
Washers... .Only $8 ea. 





GAS AND RANGE 
COVER 


$12.00 


Easy to slip on 
and to remove. 
Fits over back 
guard, too. 
Width 42”. 
depth 28”, 
height 42”, 


Ssanggssss5 
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NEW LITERATURE 





Rea Engineering & Mfg. Corp. 


A new display is now being dis- 
tributed to wholesalers and dealers 
of Caliente Heaters by the Rea En- 
gineering & Mfg. Corp., Aurora, III. 
It consists of two regular Caliente 
shipping cartons used as a base, over 
which the display is assembled 
simply and quickly by covering car- 
tons with white satin skirt. Heater 
is placed an top, backed by a header 
board in traditional Caliente red. 


Seth Thomas Clocks 


Seth Thomas Clocks are offering 
a “Duplex Seth Thomas Gift-lite 
Display” to dealers. One unit is 
for regular use and the other a 
Christmas conversion kit. A flashing 
light unit can be used with either 
and can be used for window dis- 
plays. Given free with purchase of 
$75 worth of Seth Thomas clocks. 


Lovell Mfg. Co. 


“Pressure Cleansing by Lovell” 
is the title of a new booklet re- 
cently published by the Lovell 
Mfg. Co., Erie, Pa. Published for 
people who sell washers of all types, 
this 20-page booklet attempts to im- 
part a better understanding of the 
modern clothes wringer. It is illus- 
trated by diagrams and black and 
white photographs. 


Westinghouse Electric Corp. 


The Westinghouse Electric Corp. 
has published a new 35-page catalog 
entitled “Electrical Products for 
Farm and Home”. Especially de- 
signed for selling in the rural mar- 
ket, it includes illustrations and com- 
plete descriptions of all Westing- 
house products that can be used on 
farms. Copies of the booket B-4042 
are available on request from the 
company at Pittsburgh 30, Pa., Box 
1017. 


Markel Electric Products, Inc. 
La Salle Lighting Products, Inc. 


Two new series of portable Heet- 
aires, are introduced in a new two- 





HOME DEMONSTRATOR put out by 
Mullins Mfg. Corp., Youngstown Kitchen 
Div., shows prospective customer how the 
electric garbage disposer grinds garbage 
into fine particles and swirls them down 


the drain. Does double duty as a handy 
kitchen step stool when the disposer is 
not in use. 


OCTOBER, 


color catalog published recently by 
Markel Electric Products, Inc., and 
LaSalle Lighting Products, Inc., of 
Buffalo. The catalog emphasizes— 
through diagrams and copy—the 
principles of operation of the heaters 
and their many exclusive features. 


Lightolier, Inc. 


All phases of selling lighting fix- 
tures is covered in a new 150-page 
sales manual by Lightolier, Inc. It 
includes everything from showroom 
blueprints to model letters to how 
to throw a beer bust for contractors. 
After an introductory section which 
explains the manual as “Lightolier’s 
Program for Larger Profits,” the 
leather-bound booklet is broken 
down into nine sections: showroom 
planning, mailings to contractor- 
dealers, letters to homeowners, sell- 
ing the builder, Lightolier national 
advertising, newspaper mats, radio 
copy. 


RCA Victor Div., Radio 
Corp. of America 


Television trouble-shooting by the 
“picture-analysis” method is made easv 
by an unusual new handbook just 1s- 
sued by the RCA Tube Dept., RCA 
Victor Div., Radio Corp. of America 
in Harrison, N. J. The new, handy- 
sized “RCA Television Pict-O-Guide” 
is a loose-leaf album of photographs 
showing the effects of television re- 
ceiver faults on the TV picture. 


Edwin L. Wiegand Co. 


Full information for modernizing 
the top of any electric range and for 
properly fitting range units to any elec- 
tric range surface opening are two of 
the important features of the new 
Chromalox electric range unit catalog 
just off the press. Chromalox elec- 
tric water heater elements for replace- 
ment in most electric water heaters 
are also shown. Write Edwin L. Wie- 
gand Co., 7525 Thomas Boulevard, 
Pittsburgh 8, Pa. 


The Emerson Electric Mfg. Co. 


“Emerson-Electric Exhaust Fans 
for Business, Industrial and Institu- 
tional Buildings’—a new informative 
catalog illustrating and describing the 
complete line of Emerson-Electric 
Direct-drive and Belt-drive Exhaust 
Fans as well as Window and Ventila- 
ting Fans is offered by The Emerson 
Electric Mfg. Co., St. Louis 21, Mo. 

The complete line of Emerson-Elec- 
tric Air Circulators is pictured and 
fully described in a new 8-page catalog 
(Unit X6258) available to those re- 
questing it on their company station- 
ary. 


General Electric Co. 


Sales promotion aids and ideas for 
General Electric radio and television 
dealers are displayed in a new publica- 
tion, “The AcSellerator,” just re- 
leased by the company’s Receiver Div. 
at Electronics Park, Syracuse. Win- 
dow displays featuring portable radios, 
table receivers including the company’s 
clock-radio, and TV sets are highlight- 
ed in the first issue. Other sales 
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LOWEST 
Parae ... 

HIGHEST 

STANDARDS! 


Quality, Appearance 
Styling, Durability 
Gives You The 


World's 
Greatest 
Value! 


MODEL STS-30S 


State 


WATER HEATERS 


23 MODELS 
23 PRICES 


oe 


10 YEAR WARRANTY 
Every Model 


“A Type and Size Made For Your 
Every Need . . . Quality Construction 
In Every STATE” 


—CUSTOMERS FROM 


COAST TO COAST 
SING OUR PRAISES— 


DISTRIBUTORS: 


Write Today—STATE LINE distribu- 
torships are available in choice terri- 
tories. The STATE LINE offers 
exceptional profit possibilities. Lowest 
Price . . . Full Line . . . Experienced 
Manufacturer 


State Stove & Mfg. Co. 


509 25th Ave., N. Nashville, Tenn. 


Quality Manufacturers Of 
® WATER HEATERS @ STOVES 
® ELECTRIC RANGES @ GAS RANGES 





| cluding 


NEW LITERATURE 





promotion pieces are illustrated, in- | 
consumer folders, envelope 

stuffers, and a new: truck banner for 

“Daylight” television. 


Plumbing and Heating 
Industries Bureau 


“Baseboard Heating” is the title of 
a new 16-page booklet published re- 
cently by the Plumbing and Heating 
Industries Bureau, 35 E. Wacker Dr., 


| Chicago, Ill., available at 10¢ a copy. 
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The booklet describes the various types 
of baseboard heating systems avail- 
able with eight illustrations of differ- | 
ent types of equipment as well as two 

diagrams illustrating piping hook-ups. | 


Midwest Mfg. Co. | 


An eight-page booklet describing the 
current advertising program has been 
issued by Midwest Mfg. Co., Gales- 
burg, Ill., builders of the 
Kraft line of steel kitchens. The book 
also lists and illustrates 18 seperate 
sales aids that are available to all ap- 
pliance dealers, furniture and depart- 
ment stores, hardware and lumber sup- 
ply dealers carrying these kitchens, 
with suggested ads. 


Kitchen- | 


Minneapolis-Honeywell | 
Regulator Co. | 


A new guide for home builders, “10 | 
Ways to Heat Your New Home,” has 
been published by the Minneapolis- 
Honeywell Regulator Co., Minneapo- 
lis, Minn. The 24-page guide is writ- 
ten in non-technical language and 
illustrated with simple diagrams. It 
describes the various types of control 
systems available, including a newly 


| developed electronic control 100 times 


more sensitive than standard thermo- 
stats, and specialized controls designed 
for use with radiant panel heating. 
Solar heating and the revolutionary 


| heat pump which can be used for heat- 


| models 


ing and for summer air conditioning 
are also described. 


The Herman Nelson Corp. 


Application of propeller fans for 
solving ventilating problems in indus- 
trial, commercial and _ institutional 
buildings is described in a 12-page 
booklet “1001 Ventilating Problems 
Solved”. Results to be obtained from 
this economical form of ventilation are 
briefly described. Features and appli- 
cation of the manufacturer’s six basic 
are presented. Write The 
Herman Nelson Corp., Moline, II1., for 
Sulletin 3146. 


Bliss Display Corp. 


A new display technique for electric 
appliances was introduced in the win- 
dows of the Westinghouse Electric 
Housewares Exhibit at Atlantic City 
The basic elements consist of a 
SEELINGRILL and SPEED 
HANGERS, sold by the Bliss Display 


| Corp., 460 W. 34th St., New York 1, 


: ey. 


A metal grill is permanently 
hung from window ceiling, with hang- 
ers in any position to display appli- 
ances. 
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the MONITOR AERATOR 
is the 
Fastest Growing 
Washer 


COMPACT 

Fits in where big washers 
can’t be sold. 
EFFECTIVE 

Does a big family 
cleaner and faster. 
CONVENIENT 

Can be used in kitchen or 
bathroom. 

NEW LARGER SIZE 

With electric drain pump. 
NATIONALLY ADVERTISED 

In Ladies’ Home Journal, 
Woman’s Home Com- 
panion, MeCalls. Good 
Housekeeping 

LOW PRICED 

Retail prices start at $49.95, 


wash 


If you are interested in a 
washer that will really move 
in quantity, ask us for the full sales story. 


Me ONT T OR AERATOR WASHER 


Monitor House. Riverdale-on-Hudson, New York 63, N. Y. 


Especia lly for CTitsens 


More than craftsman’s or handyman’s tools, these 
kits are becoming basic “home appliances” that 
make everyday tasks easier and faster. They have 
’ a broad sales appeal because every home has holes 
to drill, things to fix, build or put up; things to 
polish, sand or sharpen. Each one sold brings in 
others, starts a new housekeeping custom. 

Display and talk up SpeedWay Kits to open a 
new field of profit. 






















Write for Catalog 


These widely advertised kits come in blue 
leatherette covered cases 
(Top) No. 69-K Kit, drills (steel or wood), sands 
and polishes 
(Lower Left) Combo Kit, (2 electric tools and 


accessories). Drills grinds, sands and polishes. 


(Lower Right) GA Kit, Electric Hand Grinder 
with 16 mounted tools 


SPEEDWAY MFG.CO. 1851 S. 52nd AVE. CICERO, ILL. 
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The 
1949-1950 


ELECTRICAL 
MERCHANDISING 


CLASSIFIED 
DIRECTORY 


OF 


APPLIANCE, RADIO 
AND TELEVISION 
MANUFACTURERS 


és uow avatlalle 


This year, for the first time, the ELECTRICAL 
MERCHANDISING Classified Directory will make 
its appearance in an entirely new format and as a 
separce booklet. The smaller size, approximately 
442" x 11", which fits into a coat pocket, has been 
determined upon as an aid to quick and easy use. 

This year’s issue, the fourth since the end of the 
war, contains a complete listing of major and small 
appliance, radio and television products with man- 
ufacturers listed alphabetically under each prod- 
uct heading. There are approximately 189 product 
classifications and 1400 manufacturers listed. This 
information is of vast importance due to the many 
new comers in the field, those who have dropped 
out, mergers and similar occurrences. The issue 
also contains a comprehensive list of appliance 


trade names. 
PRICE 50c 


Special prices available on orders of 25 
or more copies if shipped to one address. 
For prices fill in bottom line of coupon. 


PLEASE FILL IN THIS COUPON WHEN ORDERING AND MAIL TO ADDRESS BELOW 


At 50¢ per copy, please enter 
my order for the following... . 





COPIES OF THE ELECTRICAL MERCHANDISING DIRECTORY 











RN a a ik ay rea ela ne ead Coe 


PRICE IN BULK OF........ COPIES 


RESEARCH DEPARTMENT 
ELECTRICAL MERCHANDISING 


330 W. 42nd St. * A McGraw-Hill Publication * New York 18, N.Y. 
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DEALER SALES HELPS 








TWREE CENTERS TO MORE sate 


PUT THEM ALL ToGernEeg PROF) 
AND YOU HAVE THE is 


sotp oint AUL“ELECTRIC KitcHey 





MINIATURE DISPLAY furnished Hotpoint dealers—shows three centers, cooking, 
serving and sink, dishwasher and storage. Mounted on small stage. 


womens wien 
DEMONSTRATION g/t. 


Seman: @| cerme 


DEMONSTRATION KIT which dramatizes the selling story of General Electric 
wringer washers. Contains instruction booklet and equipment necessary for 21 dif- 
ferent demonstrations, all packed in durable plastice bag. No. 6-79. Cost $4.65. 





EMERSON PLASTIC TOY BANKS, miniature reproduction of an Emerson radio, 
in variety of colors. Several suggested tie-ins such as use by installment dealers to 
give banks to customers for deposit coins to meet payments on time sales. 
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MODERN %& | 


STORE FIXTURES 


etl Merchandise Displayed where 
it is Easy-to-See, Easy-to-reach. 











ec’ 50% More Selling Space than 
conventional store equipment. 


& “Head-On" and "Side-Unit" Models 
to make 5'x5' and 5'x10° Islands. 


Inset illustrates ease of dis- 
playing merchandise of vary- 
ing sizes on FLEXO-STEP. 24" 
high base sections with sliding 
doors provide storage for re- 
serve stocks. Modernize—sell 


more with FLEX O-STEP. 


a "Side-Units" Also for Modern Fiex- 
ible Wall Section Displays. 


NARDA Members contact your Chicago Office 


For Full Particulars, Write 


714 Commercial St. 


ADD SALES CO. 


MANITOWOC, WIS. 




















1... helps you sell 


Al R-FLO AUTOMATIC 


CEILING SHUTTER 
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| 

i 
1 
| 
4 
\ 
' combinations 
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TOP VIEW-- OPEN - - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Meets fire underwriters’ requirements. 
Write for illustrated catalog 43A of the 
complete AIR-FLO line. 


V-M tri-o-matic 
RECORD CHANGERS 


Look for this Tri-O-Matic Record Changer in your 
new console combinations—both T-V and Radio- 
Phono. The set manufacturer who gives the most 
for the money installs the V-M Tri-O-Matle as 
original equipment, Here's why: 


@ Three-speed automatic operation—33\4, 








© Simple, two-knob control 

© Intermixes 10” and 12” records 
© Automatic and complete Shut Off 
© Positive Record Protection 

* 


Service-Free Operation 


Also avatiable ag Replacement Unit to modern- 
ize older sets. 


VIEW FROM BELOW -- CLOSED 
bh moulding ) 


AIR CONDITIONING 
PRODUCT CO. 
2340 West Lafayette Blvd. 
Detroit 16, Michigan 














BENTON HARBOR, MICHIGAN 








PAGE 263 
















P, roducts e Sateen 


FOR MORE SALES — FOR MORE PROFITS 










SUPPLEMENT 


> OVER ‘0 SHAP FS ssmmata ho 
YEATS APPLIANCE DOLLY 


WATERLOO \ 
You'll have no worries about second story de- Metal assemb/ 
liveries when you use the dolly with the Step WOOD BEARINGS : ‘aaa 


and 
Glide. Climb those steps with less effort, in less plain wood types 
time, and with more safety. The 56” tall alumi- 
num frame has curved cross members for round appliances, straight 





Tough jobs MADE EASY 
WITH THE NEW 









AMERICA’S FINEST Rock Maple Super-Vack 
oil impregnated. DISTRIBUTORS and DEAL- 


YEATS IS THE ONLY DOLLY WITH PATENTED STRAP RATCHET. | 5RS: Write today for illustrated catalog and 






















































Write for full information. price list. 
YEATS APPLIANCE DOLLY SALES CO. WATERLOO WOOD BEARING CO. 
2525 W. Kilbourn Ave. Milwaukee 3, Wis. WATERLOO, IOWA 
ee | 
WASHING MACHINE PARTS WASHING MACHINE PARTS LOVELL WRINGER ROLLS 
ALL MAKES “For any and all makes” ALL SIZES FOR ALL MAKES 
t t k i ° ° 
GENUINE PROMPT SHIPMENTS “lamp tevies wasiperebell Conlon Easy = 
la un d erg i i OISTRIBUTORS—Geodrich Wringer Roll Minnesota Appliance Parts Co. ~~ an [aan Gian 
p ‘ Getes Bolte 191 W. 7th St. St. Paul 2, Minn. 1223 Superior Ave. Cleveland 14, Ohio 
-K Range Ports 
PARTS 100,000 Washer Parts in Stock SWITCHES & ELECTRIC 
- Sho| | er HEATING UNITS 
(made from original Speed Queen parts catalogue. It’s FREE. FOR ANY MAKE RANGE 
equipment) for models SAF Electrical Appliance Ports POWER EQUIPMENT CO. F. N. CUTHBERT, INC 
eS . ' mwonesate DISTRIBUTORS * Distributor’ ; 
LS 1, LS-2A, LS-3 now 811 9th St.,N.W. Washington 1, 0. ¢. | ES: ; Sencar aga ers. ae 
being manufactured by 



































































































‘ : ee iia 7 REPLACEMENT VAC BAGS 
and available from . TrEyr Textile Specialties for Electrical Appliances High, &71tlha ‘Sewite 
4 VAC BAGS—Full si fi on ty y 
1 y ull size, finest fabrics, rein- Washing Machine & Vacuum Cleaner 
Hi Gs Fa‘ os | a forced, expertly tailored and stenciled. Parts & Supplies for all Makes 
Mfg Co MANUFACTURERS OF SLBOTRIC mA Soe PADS AND M e e hm one —_, . reese 
; one ne Transportation Cos rofits 
FORT WAYNE, INDIANA | WASHING MACHINE PARTS | ROVASHING MACHINE COVERS. "One Devendabe Syure of Supply 
rite jor nik C@ 0”g 
Write for price lists and ae : OHIO TEXTILE SPECIALTY CO. 
3650 EAST 93rd ST. « CLEVELAND 5, O 344 The C. W. SMITH CO. 
further information. % = ee | 2 W. 54th St. Cleveland, Ohio 3959 West Ogden Ave. Chicago 23, It. 
Th ickest and Best Way t <> 
© Guinn ent Guns Woy te Our 462-page itz PERMANENT REPAIRS | [ Movine & WAREHOUSE suPPLIES 
Serves Gecele 05-3 ane ES-OA Catalog of Quickly, Easily Made Send jh today for f illustrated catalog 
. i ‘ ‘ % Sen r one ‘or free u 
is with conversion kits. Now Washing Machine & Vacuum Cleaner Parts. a5 sizes for Hi typen of domestic featuring "Furniture Van Pads, Padded Appliance 
available. Save money by ordering all your supplies : appliances and industrial uses. Covers, Refrigerator Trucks, Dolly Trucks, Carrying 
from one d dab] y ‘ime Vested © ical Straps, Furniture and Porcelain Repair Kits, ete. 
Quality, Service, Low Prices Bos, S ROK Write for Catalog SPECIAL PRICES. 
MIDWEST APPLIANCE PARTS CO.| | inatis.cets" MEND-IT SLEEVE MfS- BRAY Pasoucts Se. 
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vSnttey iY dena WORLD-WIDE DISTRIBUTOR | | 2USNESS cProntnT: 
CaaS. See 5. peo Lvs. (22) Retail executive is offered an opportunity to 
SAN PRANCISOO: 68 Post St. (4) buy into an old established appliance business. 
of Owner retiring. Dlinois Location. $15,000 invest- 
ment. Liberal salary to party who can assume re- 























they are interpreted and printed by men who 
speak your language for you. 


Collect th tubb p t SPECIALISTS to the ELECTRICAL INDUSTRY 
with the Red amas, Ser pe enibiiie THE KENNEDY CORPORATION copy-writing © layout © art work © proof- 


FOR SALE . ’ . . . sponsibility of sales or office or service enema 
rrroninneeemr orn America’s Most Revolutionary Sewing Machine eee, et Mendig 
‘or Sale: zibson 
sell cheap. Weldner’s, St. Cloud, Minn. Seeks representation in most of the states gE 
MISCELLANEOUS WRITE — WIRE — PHONE Yow conte, peviers, at ome eS 
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MANUFACTURER'S AGENT | | | COMPLETE STEEL KITCHENS | | iitertiz.csicmicsccsttsceiarcie: | | vacuum Cleaner Parts Manufactures 











trical, hardware, drug, tobacco and variety filelds— § bber dis- 
Successful Pacific Northwest manufac- jobber & chain. Real volume line. Protected, de- pet oetnayt ny Ray Ay weidcnens tans. 
turer's qpent wishes to sepeesent one Quality steel kitchen line with nation- ph ee he etc... . Let us hear from you. 
ah : ‘i f . ti w handled. 
additional electrical manufacturer. Ex- wide acceptance plus newly redesigned relerenenw 9640, Electrical Merchandising ENID VACUUM, C REA , " SUPE AMOMA 
perienced in acquiring wholesale distribu- line of modern wardrobe and utility 520 N. Michigan Ave., Chicago 11, Ill. 
tors and training wholesale and retail cabinets available to top-flight men now 
sales personnel. Now represent a leading selling department, furniture, and ap- ‘ - nya 
manufacturer of nationally advertised pliance stores. Old established firm Established Appliance Distributor ATTENTION DEALERS 
product. Twelve and one-half years of has good territories available with Needs money to expand in television. We have Used top agitator, Zenith Washers in 
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PAGE 264 OCTOBER, 1949—ELECTRICAL MERCHANDISING 

















—— 


“Il 


Ete. 


Ohio 


|| 


Ohio 


I 


mse 
its 


ity to 
siness, 
invest- 
me re- 
ments. 


res 


er dis- 
, fans, 


HOMA 





Manning-Bowman & Co......... 38 
Marquette Appliances, Inc...... 247 
Mend-It Sleeve Mfg. Co........ 264 
Merchandising Supplement ..... 264 
Metal Ware Corp., The....... . 174 
Midwest Appliance Parts Co..... 264 
Midwest Mfg. Co.............. 238 
Mimar Products, Inc........... 143 
Minneagpolis-Honeywell Regulator 
A APR REE Re. FEE 
Minnesota Appliance Parts Co... 264 
Moe Bros. Mfg. Co............. 260 
Monitor Equipment Corp........ 261 
Morton Mfg. Co............... 226 
ee ere 23 
Narda Guide Co............... 258 
National Electrical Mfrs. Assn. 
34, 135 
National Enameling & Stamping 
arch ent ccc atriete ate 
New Haven Quilt & Pad Co..... 260 
Nineteen Hundred Corp........ 39 


Noblitt-Sparks Industries, Inc. 
7, 172, 173, 177 


Norge Div., Borg-Warner Corp... 151 


Ohio Textile Spec. Co.......... 264 
|. Se 264 
One Minute Washer Co........ 259 


Oster Mfg. Co., John 
Owens-Corning Fiberglas Corp... 243 


Packard Electric Div., General 
Weems GOR. 255s ss ec eccce 47 
Palmer Mfg. Corp............. 254 
Paragon Electric Co............ 194 
Parker Rust Proof Co........... 249 
Perfection Stove Co. .50, 51, 52, 53 


54, 55, 56, 57, 58 


On mga = ie 166 
| ee 179 
Porter Corp., The J. E.......... 254 
Power Equipment Co............ 264 
Proctor Electric Co............. 163 
Queen Stove Works, Inc........ 4 
Radio Corp. of America, R.C.A. 

WE I cic icdivce scan 158, 159 
i 183 
Regine Com, The.........00:. 192 
Revere Clock Co., The.......... 14 
Reynolds Metals Co............ 17 
Rittenhouse Co., Inc., The....... 258 


Robertshaw Thermostat Div., Rob- 
ertshaw-Fulton Controls Co... 176 


Samson United Corp............ 27 
a eee 203 
Searchlight Section............ 264 


Sentinel Radio & Television Corp. 241 








SING 


INDEX TO ADVERTISERS 
OCTOBER, 1949 


Continued from Page 262 


I Faiz oo ahoiepiow x ccc 162 
Sessions Clock Co., The......... 36 
Shirley Corp. ...... (aes on 
Signal Electric Mfg. Co......... 234 
Smith Benny Sales Co.......... 248 
Smith Co., The C. W........... 264 
Smith Corp., A. O., Water Heater 

RRC ap raaead atte hy 167 
Spark Stove as EE OOTe 14 
Speedway Mfg. Co.......... 261 
Starrett Television Corp. .... ne ae 
State Stove & Mfg. Co.......... 261 
Stevens Appliance Truck Co..... 242 
Stewart-Warner Electric Div., 

Stewart-Warner Corp. ..... 40, 41 
Stromberg-Carlson Co. ......... 139 
Successful Farming ........ .. 
Swartzbaugh Mfg. Co., The..... 227 
Tappan Stove Co., The.......... 206 
| ee 256 
WA, FG ovine cascewces 220 
Tele-tone Radio Corp....... 144, 145 
WR ook occ dnceweecs 180, 181 
i. SS eee 235 
WT ek sa ccaeeasmenes 264 
Tolle TM, We... noc ec ccc 16 
Wee GOR Soa ohn pe hearewnn 263 
eS 248 
Wahl Clipper Corp............. 265 
Waterloo Wood Bearing Co..... 264 
Webb Manufacturing Co........ 255 
West Bend Aluminum Co....... 245 
Westinghouse Electric Corp., 

Agelance Div. ........00+ ‘ 
Westinghouse Electric Corp., 

Home Radio Div............. 161 
Whitehead Mfg. Corp.,D. W.... 32 
Wiegand Co., EdwinL.......... 6 
Woman's Home Companion...... 239 


Yeats Appliance Dolly Sales Co.. 264 


Zenith Radio Corp............. 223 


SEARCHLIGHT SECTION 
(Classified Advertising) 
EMPLOYMENT 
Positions Vacant .....cccmeccee 264 
Selling Opportunities Offered.. 264 
Posktsens Wanted o<cccscvccecus 264 
Selling Opportunities Wanted.. 264 
SPECIAL 
BUSINESS OPPORTUNITIES 


SERVICES ....+2-... 264 


GHG kbc a cidsccdetacasceses: Ee 
EQUIPMENT 
MERCHANDISE 
(Used or Surplus New) 
Fer BANS cccccccccowsonecesce OOM 
WANTED 
MemgeNet coc ccccsctiovoscecs 264 











ELECTRICAL MERCHANDISING—OCTOBER, 


1949 


Victory did not end the paper shortage. | & 


Need for waste paper is as great as 
ever. 


Why? 


shipped in paper to our occupation 


Because supplies must still be 


forces and liberated countries. For the 
Pacific area these take double and 
triple wrapping to withstand long sea 


voyages and tropical climates. 


Meanwhile, demand for domestic pack- 


aging paper comes from scores of re- 
converted industries. Jobs and ship- 
ments of new goods depend on paper, 
the essential protection of almost every- 


thing made in our factories. 


That's why you should designate one 
Collect 


all your waste paper there before you 


place as your Salvage Corner. 
bundle and turn it in. If you're in 
doubt about how to get it packaged up, 
call your local newspaper or Salvage 


Committee. 


ts Lreld 


BAROMETRIC DRAFT CONTROLS 


FOR THE FINEST 


STOVES * RANGES © WATER HEATERS 


| Piucet 
| For Automatic 
Heating Units 


| Lreld 
TYPE ‘“‘M” 


FIELD Type “M” Controls serve you two 
First. as standard equipment on most 
equipment, they help as- 

er customer satisfaction through | 
pre ly ee control of drafts. Second. | 














savings up to 25%. greater Nemes long- 
o Saawe furnace life, more even heat 


- Water Heaters For Stoves & Ranges 








wry A ra 
and 
Hs and er" — 
orizon’ 


FIELD RNA-W 


6” tee for 6” outlets. 
| 26 ,EIY steel 
| Pre-set 


at taster. * a diam- 
eter opening 
a 
| FIELD CONTROL DIVISION 

H. D. CONFEY & CO., MENDOTA, ILL 
AFFILIATES: 


Conco Build Products, Inc. 
Brick - Tile - Stone 


Conco Materials Handling Division 
Cranes - Hoists | 







+ alt = oF 
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Adjustable to 
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Sell WAHL Products 
with veatiaases 





BECAUSE OF EXPERIENCE: Our 31 
years of research and production cre 
your assurance that these products are 
the finest money can buy. Low in 
price, they represent real values. 
BECAUSE OF THE GUARANTEE: We 
agree to repair or replace tree of 
charge for one year, any WAHL prod- 
uct which does not give perfect satis- 
faction. 





The New 1950 SOLID SMALL CLIPPER 
Powerful and full-size, yet light and easy to 
handle. Perfect for home use. Has the famous 
WAHL “feather touch.” 

FE Ry rear $9.75 






WAHL 

Silent Hair Dryer 
Gives either hot or cold air. 
Fast and thorough 
smooth -running and quiet. 
Light—easy to handle. 
aaah iewadtbawsk ours as és «4 


WAHL “Hand-E” 
Electric Vibrator 
Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 











with four one. 
List .. . $6.50 





WRITE TODAY 
TO DEPT. E'M 49 
FOR DEALER IN- 
FORMATION. 








ONLY BENDIX 
MAKES BOTH 
TUMBLE-ACTION 
AND 
AGITATOR 
AUTOMATIC 
WASHERS... 
TO SUIT 
ALL YOUR 
CUSTOMERS! 
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EDITORIAL 


av 0G hallenge 


74 ELEVISION is the most dynamic single element in the entire American economy. Within a few 
years—perhaps five—it will be one of the first ten industries in the U. S.; already it is the 
great American Adventure of the mid-twentieth century. Every projection made in the past two years 

of TV’s growth, no matter how optimistic, has been exceeded ; the cold statistics have gone far beyond the hot 

dreams.” The quotation is from an article in the July Fortune magazine which goes on to point up some 
pretty sad statistics itself on the substantial losses being borne by networks, stations, advertisers and other 
elements of this budding industry. 


Figure-minded readers of this magazine will find more statistics on television in this issue. They, too, are 
current and hot; but they will be colder than the well-known mackerel in another six months. The pace 
is too fast for more than a cursory review of progress. Because television, like the birth of the auto, the movie, 
the electric and the radio industries, means more than the manufacture and sale of a new piece of merchan- 
dise; it means profound and significant changes in the social and economic life of the American people. To 
date, progress of the art can no more be assessed than movies could in the days of the nickelodeon, or autos 
in the days of the first flivvers and dirt roads, or radios in the time of battery sets and KDKA. Yet television, 
despite its swaddling clothes, has already managed to attract a dolorous group of yapping critics whose sole 
burden of complaint is that it falls short of perfection. The public, however, seem to accept even the present 
shortcomings in the art with equanimity. They have invested nearly a billion dollars in sets and by the 
end of this year over twelve million will be looking and listening. 


Even now the impact of this lusty Gargantua is causing considerable upheaval in many sectors of the 
economy. Movie moguls have their fingers crossed as to its effect on their audiences; baseball bigwigs are 
faced with having more fans in homes than in the ball parks; newspapers and magazines, already jolted rudely 
by radio as a rival advertising medium, face a far more formidable competitor in television. All along the 
line, in employment, travel, education, sports, entertainment, advertising, selling and distribution of goods, 
the effect of television is making itself felt. 


We in the appliance and radio distribution trades have an enormous stake in the orderly growth and 
progress of television business. It has mushroomed so rapidly that little attempt has been made to assess the 
importance of our position in the industry as a whole. But when it is borne in mind that virtually the 
entire responsibility for the sale, the installation and the servicing of TV sets devolves upon the distributors 
and retailers and the appliance and radio industry, it is manifest that from time to time we must take stock 
of the manner in which we are discharging that responsibility. The public will be quick to resent practices 
which, in effect, either deny them the full measure of performance they are entitled to, or over-charge them 
for the performance they get. 


As things stand at present, an amazingly good job has been done in engineering and designing of sets, 
of speeding up production of essential components, and of training thousands of men in the technical com- 
plexities of TV installation and service. These things have been achieved in the face of an unprecedented 
spurt in demand which saw sales of new sets in 1949 triple the number sold in 1948. However, it was perhaps 
inevitable that in the mad competitive scramble for this new and juicy business, much of the merchandising 
methods employed smacked of the side-show barker. Blatant advertising ; claims and counter-claims ; rashes of 
price-cutting in most metropolitan markets; premiums and discounts; faulty installations; little or no 
follow-up to see that sets were working to the customer’s satisfaction; slow and costly service calls; bad 
programming—all these things have been part and parcel of the introduction of television. Dealers and dis- 
tributors have had their problems, of course. They have had to cope with swiftly-changing designs, constant 
technical improvement which has outmoded sets in inventory, insufficient numbers of trained service per- 
sonnel, the tying up of capital in expensive inventory, discount and price-cutting competition which tended 
to shave profits on slim margins, and a host of other minor problems. 


Happily, there is evidence today that the business is getting over its first growing pains; that the crude 
methods of the get-rich-quick opportunists are having less effect. The investment of a substantial sum of money 
on the part of the consumer is usually accompanied by pretty shrewd horse-sense; he wants to be sure he is 
getting good value and that, in the event of things going wrong, he has recourse to a reliable dealer who will 
set them right. It behooves us, therefore, to see that we discharge our responsibilities faithfully. 


OCTOBER, 1949—ELECTRICAL MERCHANDISING 
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NO OTHER 
WRINGER IS BUILT 
SO WELL! 


POWER ELECTRIC ROLLS! Three lamina- 


tions of natural rubber give Lovell 
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NO OTHER 
WRINGER DOES 
SO MUCH! 


TWO EXCLUSIVE FEATURES 
NO OTHER WRINGER HAS: 
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rolls the right cleansing power. Can't 


come loose from super-tough shafts. 





Shaft-ends are blued-steel. 


HARDWOOD BEARINGS! Don't need 
lubrication. Can’t rust, can’t stain 
clothes! Last longer then other bear- 
ings in the presence of water. 

PULL AND IT STOPS! New Lovell “77” 
gives safety without stopping to think! BALANCED PRESSURE! Strong, 


single leaf spring distributes 


yl] sires snlety 
- An instinctive pull stops rolls instantly. 
pressure evenly. Pressure 


screw adjustable for cottons, 


H AND IT SWINGS! A gentle push 


tr) 


linens, woolens. 
from one oper- 
ting position to the next. Look for 
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e “77° on top models of leading 
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ALL-STEEL FRAME! Can't 


twist, can’t break .. . fl a), 
thanks to H-type steel = 
construction. 


ashers! 


PLUS ALL THESE OTHER FEATURES, TOO: 
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a GENTLE! Soft, resilient Lovell rolls 
“kL won't break buttons or jam zippers. 


1. 


FAST! Lovell’s faster! While > 
‘ , TS 
first load rinses, the second - - f/f 

— ¢ { — 


can be washing. 


DOES HEAVY LIFT- 
ING! Conveyor ac- 


PRESSURE 
CLEANSING 
WRINGER 


Lovell Mfg. Co. 


Erie, Pa. 






tion does 90°. of 
the heavy lifting. 
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GETS CLOTHES CLEANER! Pres- 
sure-cleansing means’ whiter 
washes. Microphotos show the 
difference. 


PRESSURE RELEASE 
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“T like square shooters” 


“The older I get, the more I like people who think straight, talk straight, 
act straight. 

‘That’s what | like so much about Kelvinator. When Kelvinator gives 
its word—you can believe it. When Kelvinator makes a promise you 
kriow it will be kept. 

Take just one instance. Kelvinator pledged us dealers that the number 
of dealerships would be limited, so each of us would have an adequate 
market, a chance to make more sales. Kelvinator has stuck to this pledge 
... even though the trend of the times has been in the other direction! 


That’s my idea of square business treatment. 


As for Kelvinator’s pledge of engineering leadership—that is being 
fulfilled—regularly. When Kelvinator tells me it has something good— 
I know it will be good, as good as cold clear to the floor, which I got 
first—with Kelvinator. 


“Then there are a lot of other ways Kelvinator plays square with me. 


GET MORE ses 


-++ THE MOST VALUABLE FRANCHISE 


KELVINATOR, Diviston Oo F 





NAS H-KELVINATOR 


Nobody at Kelvinator sits behind his desk and tells me how to run my} 
business. Instead, Kelvinator sends its people into my store—to sit down] 
and talk things over with me. I like the way these men ask me for my} 
opinions. I like the way they go right out on the sales floor, talk with my 
customers—and get a first-hand picture of my particular sales problems. Wj 
That’s real retail-minded thinking. ‘* 


“Another thing. I know that Kelvinator spent a lot of money—and | - 
time on their V.I.S. manpower building program—to give my salesmen > 
the training they needed . . . long before that need seemed evident. th 
Kelvinator didn’t have to do this. I guess some people even thought ith 
was premature. But this foresightedness on Kelvinator’s part is sure §q® 
helping me make more and better sales today. 7 


“Yes, I like square shooters. I like people who think straight, talk 
straight, act straight. I like Kelvinator. It’s a great outfit with which 
to do business.” 


hy chrumnator 


IN THE APPLIANCE INDUSTRY 


CORPORATION, SetTae Ot 32, MICHIGA 


